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SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  January  1963  were  estimated  at  $18 ,3 
billion,  24  percent  below  sales  for  December  1962 
and  7  percent  above  the  January  1962  level.  After 
adjustment  for  seasonal  variations  and  trading  day 
differences,  but  not  for  price  changes,  January  1963 
sales  amounted  to  $20.2  billion,  virtually  unchanged 
from  December  1962,  but  7  percent  higher  than  Jan¬ 
uary  a  year  ago.  Adjusted  sales  of  both  durable- 
goods  and  nondurable-goods  store  categories  in  Jan¬ 
uary  1963  were  unchanged  from  December  1962.  Also 
both  showed  increases  over  the  January  1962  sales 
level,  9  percent  for  durable-goods  stores  and  6  per¬ 
cent  for  nondurable -goods  stores. 

Based  on  adjusted  data,  December-to- January  sales 
changes  were  offsetting  within  the  durable-goods 
category.  A  1  percent  increase  in  the  automotive 
group,  the  major  component  of  the  durable-goods  store 
category,  largely  balanced  declines  in  the  furniture 
and  appliance  group  (-2$)  and  the  lumber,  building, 
hardware,  farm  equipment  group  ( -3$ ) .  In  the  non- 
durable-goods  category  sales  for  the  food  group  and 
for  eating  and  drinking  places  increased  by  1  percent 
over  the  previous  month.  The  apparel  group  remained 
unchanged,  while  sales  of  the  general  merchandise 
group  declined  1  percent  from  the  previous  month. 
Compared  with  January  1962,  adjusted  sales  of  all 
major  kind-of-business  groups  increased.  In  the 
durable-goods  category,  sales  of  the  automotive  group 
rose  10  percent,  accompanied  by  a  6  percent  gain  in 
the  furniture  and  appliance  group  and  a  5  percent 
increase  in  the  lumber,  building,  hardware,  farm 
equipment  group.  In  the  nondurable-goods  category, 
the  general  merchandise  group  reported  a  sales  in¬ 
crease  of  9  percent,  followed  by  the  food  group  and 
eating  and  drinking  places  (+6$  each),  and  the  apparel 
group  (+3<f>) . 

Based  on  January  1963  unadjusted  sales,  the  food 
group  was  26  percent  of  the  United  States  total,  the 
largest  group  in  comparison  with  the  other  major 
groups.  The  automotive  group  was  next  with  19  per¬ 
cent,  followed  by  the  general  merchandise  group  (10 
percent) .  Gasoline  service  stations  were  8$  of  the 
United  States  total  for  January  1963  and  eating  and 
drinking  places  contributed  7$.  The  apparel  group, 
furniture  and  appliance  group,  and  the  lumber,  build¬ 
ing,  hardware,  farm  equipment  group  were  each  5  per¬ 
cent  of  the  total  sales  for  all  retail  stores . 


Total  sales  of  Group  II  stores  (i.e.,  stores  of 
organizations  with  11  or  more  retail  stores  in  1958) 
during  January  1963  amounted  to  $4.1  billion,  38 
percent  less  than  Group  II  store  sales  for  December 
1962  but  5  percent  above  January  1962  sales.  After 
adjustment  for  seasonal  variations  and  trading  day 
differences.  Group  II  sales  totaled  $4.7  million. 
This  was  virtually  unchanged  from  the  December  1962 
level  but  5  percent  higher  than  Group  II  store  sales 
for  January  a  year  ago. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $13.5 
billion  in  total  accounts  receivable  balances  owed  by 
customers  as  of  January  31,  1963.  This  amount  was 
10  percent  more  than  the  $12.3  billion  reported  as 
of  January  31,  1962,  and  6  percent  less  than  the 
$14  3  billion  outstanding  at  the  end  of  December  1962 . 
Based  on  data  not  adjusted  for  seasonal  variations, 
installment  account  balances  decreased  3  percent  from 
tte December  1962  level  while  charge  account  balances 
decreased  8  percent.  The  increase  in  total  credit 
balances  from  the  year  ago  level  reflected  a  21  per¬ 
cent  increase  In  installment  account  balances .  Charge 
account  balances  were  1  percent  above  the  January 
1962  level. 

Total  receivable  balances  of  durable-goods  stores 
as  of  January  31,  1963,  were  5  percent  lower  than  at 
the  end  of  December  but  4  percent  above  the  end -of - 
January  1962  level.  A  further  comparison  with  Jan¬ 
uary  1962  showed  increases  in  total  amounts  owed  to 
the  lumber,  building,  hardware,  farm  equipment  group 
(3$)  and  the  furniture  and  appliance  group  (5$)  and 
a  decrease  in  the  total  amounts  owed  Id  the  automotive 
group  (2$) .  Nondurable-goods  stores  reported  total 
receivable  balances  6  percent  below  the  end-of -De¬ 
cember  total  and  15  percent  above  January  1962.  Com¬ 
pared  with  a  year  ago,  unpaid  balances  owed  to  the 
general  merchandise  group  increased  29  percent. 
Amounts  owed  to  the  apparel  group  remained  unchanged . 

Total  accounts  receivable  balances  of  Group  II 
stores  (i.e.,  stores  of  organizations  with  11  or 
more  retail  stores  in  1958)  during  January  1963 
amounted  to  $4.7  billion.  Based  on  data  not  adjust¬ 
ed  for  seasonal  variations,  this  was  4  percent  less 
than  the  $4.9  billion  reported  as  of  December  31, 
1962  and  30  percent  more  than  the  $3.6  billion  out- 
standing  at  the  end  of  January  1962. 


For  sale  by  the  Superintendent  of  Documents,  Government  Printing  Office,  Washington  25,  D.C.  Annual  subscription  to  Current  Retail  Trade  Reports 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JANUARY  1963 

(Millions  of  dollars) 


Kind  of  business 


United  States,  total 


Durable-goods  stores,  total... f. 
Nondurable-goods  stores,  total  . 


Food  group . 

Grocery  stores . 

Meat  markets . 

Bakery  products  stores . 

Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms. 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 


Apparel  group . 

Men' ^  boys'  wear  stores3 . 

Men's,  boys'  clothing,  furnishings  stores. 

Women's  apparel,  accessory  stores4 . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Shoe  stores . 


Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equipment  group. 

Lumber  yards,  building  materials  dealers5 . 

Lumber  yards . 

Hardware  stores . 


Automotive  group . 

Passenger  car,  other  automotive  dealers. 

Passenger  car  dealers6 7 . 

Passenger  car  dealers  (franchised).. 
Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 


Other  retail  stores  . 

Drug  and  proprietary  stores. 

Drug  stores . 

Liquor  stores* 1* . 


1963 

196 

2 

19621 

Jan. 2  I 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 1  1 

Data 

NOT  ADJUSTED  for  seasonal  variations  or 

trading  day  differences 

18,255 

17,007 

16,042 

19,036 

19,251 

20, 226 

20,254 

19,138 

19, 920 

18, 863 

20,  576 

20, 911 

24,127 

235,351 

5,650 

5,174 

4,980 

6, 139 

6,  284 

6,  828 

6,786 

6, 330 

6,  321 

5,604 

6,988 

6, 742 

6,766 

74,942 

12,605 

11,833 

11,062 

12,  897 

12, 967 

13, 398 

13,468 

12,808 

13, 599 

13,259 

13, 588 

14, 169 

17,361 

160,409 

4,752 

4,470 

4, 314 

4,971 

4,520 

4,791 

5,033 

4, 733 

4,997 

4,823 

4,803 

4,917 

5,237 

57,609 

4,308 

4, 043 

3,902 

4,522 

4,073 

4, 326 

4,563 

4, 267 

4,521 

4,  369 

4,  350 

4,456 

4,732 

52,124 

126 

120 

118 

126 

120 

128 

127 

122 

125 

121 

124 

127 

134 

1,492 

92 

87 

80 

90 

86 

85 

88 

84 

89 

90 

95 

97 

102 

1,073 

1,345 

1,  272 

1,185 

1,  336 

1,371 

1,486 

1,537 

1,  566 

1,  630 

1,513 

1,485 

1,445 

1,479 

17^05 

934 

866 

804 

917 

955 

1,041 

1,036 

1,106 

1,152 

1,062 

1,030 

994 

1,010 

12,023 

783 

731 

679 

764 

779 

836 

867 

884 

928 

868 

849 

825 

843 

9,853 

411 

406 

381 

419 

416 

445 

451 

460 

478 

451 

455 

451 

469 

5,282 

1,758 

1, 632 

1,  513 

1,966 

2, 157 

2, 206 

2,146 

1,930 

2, 247 

2, 232 

2,  372 

2,711 

4,119 

27,231 

1,267 

1,164 

1,044 

1,399 

1,535 

1,579 

1,544 

1,369 

1, 590 

1,  613 

1,724 

1,959 

2,972 

19,492 

1,007 

945 

850 

1, 146 

1,  253 

1,287 

1,  267 

1,110 

1,272 

1, 303 

1, 377 

1, 575 

2,422 

15,807 

255 

249 

265 

324 

363 

351 

352 

323 

367 

352 

360 

400 

751 

4,457 

139 

131 

121 

145 

156 

163 

137 

131 

180 

165 

183 

245 

267 

2,024 

988 

948 

795 

1,063 

1,307 

1,183 

1,121 

971 

1,096 

1,193 

1,214 

1,320 

2,127 

14,338 

202 

196 

149 

186 

221 

221 

233 

185 

192 

206 

226 

258 

467 

2,740 

196 

191 

145 

182 

217 

217 

229 

180 

187 

199 

217 

250 

456 

2,670 

377 

361 

312 

418 

496 

463 

407 

368 

414 

455 

468 

513 

801 

5,476 

331 

308 

270 

363 

431 

403 

356 

322 

363 

405 

413 

450 

698 

4,782 

190 

184 

155 

217 

262 

239 

228 

194 

216 

232 

248 

280 

465 

2,920 

173 

166 

145 

196 

270 

214 

212 

182 

215 

236 

212 

209 

305 

2,562 

823 

781 

725 

814 

789 

876 

894 

873 

948 

916 

962 

1,020 

1,216 

10,814 

513 

492 

461 

532 

529 

577 

580 

573 

625 

598 

627 

658 

745 

6,997 

372 

357 

328 

373 

368 

423 

425 

429 

472 

448 

462 

478 

563 

5,126 

310 

289 

264 

282 

260 

299 

314 

300 

323 

318 

335 

362 

471 

3,817 

227 

219 

198 

213 

202 

239 

252 

242 

253 

245 

250 

270 

346 

2,929 

923 

885 

873 

1,105 

1,287 

1,428 

1,434 

1, 397 

1,435 

1,343 

1,420 

1, 271 

1,190 

15,068 

518 

522 

501 

623 

728 

814 

829 

850 

874 

782 

846 

760 

609 

8,738 

347 

328 

314 

389 

467 

535 

558 

572 

595 

522 

560 

500 

398 

5,738 

173 

165 

151 

193 

222 

249 

239 

220 

222 

217 

222 

216 

312 

2,628 

3,458 

3,106 

2,994 

3,780 

3,763 

4, 026 

3,944 

3,567 

3,421 

2,808 

4, 082 

3,869 

3,434 

42,794 

3,277 

2,931 

2,832 

3, 579 

3,544 

3,786 

3,697 

3,334 

3,194 

2,599 

3,850 

3,641 

3,139 

40,126 

3,186 

2,855 

2,750 

3,477 

3,421 

3,648 

3, 532 

3, 177 

3,062 

2,495 

3,736 

3,542 

3,053 

38,748 

2,897 

2,612 

2, 507 

3, 143 

3, 078 

3,292 

3,174 

2,838 

2,716 

2,199 

3,404 

3,229 

2,784 

34,976 

181 

175 

162 

201 

219 

240 

247 

233 

227 

209 

232 

228 

295 

2,668 

1,530 

1,447 

1,333 

1,487 

1,  511 

1, 577 

1,623 

1,647 

1, 662 

1,564 

1,604 

1,561 

1,629 

18,645 

2,678 

2,466 

2,310 

2,  514 

2,  546 

2,653 

2,  522 

2,454 

2,484 

2,471 

2,634 

2,  797 

3,696 

31,547 

658 

651 

622 

657 

643 

•  669 

667 

646 

658 

632 

647 

660 

880 

8,032 

637 

629 

602 

636 

622 

647 

642 

619 

632 

606 

623 

636 

848 

7,742 

415 

391 

372 

408 

402 

424 

435 

437 

461 

436 

447 

488 

700 

5,401 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences' 


United  States,  total1*. 


EXirable-goods  stores,  total . 

Nondurable-goods  stores,  total1*. 


Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store  merchandise) . 

Apparel  group . 

Men's,  boys'  wear  stores3 . . . 

Women's  apparel,  accessory  stores4 . 

Sioe  stores . . . 


Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores . 

Lumber,  building,  hardware,  farm  equipment  group. 

Lumber  yards,  building  materials  dealers5 . 

Hardware  stores . 


Automotive  group . 

Passenger  car,  other  automotive  dealers. 
Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

Liquor  stores1- . . 


20,241 

18,  898 

19,027 

19,328 

19,  673 

19,  508 

19, 163 

19,  761 

19,645 

19,693 

19,821 

20,230 

20,203 

6,429 

5,920 

5,977 

6,180 

6, 332 

6,169 

6, 029 

6,378 

6,128 

6, 125 

6,481 

6, 523 

6,453 

13,812 

12,978 

13,050 

13,148 

13,341 

13,339 

13,134 

13,383 

13,517 

13,563 

13,340 

13,707 

13,750 

4,958 

4, 684 

4, 732 

4,680 

4,737 

4,801 

4,722 

4,  835 

4, 856 

4,915 

4,846 

4,813 

4,928 

4,490 

4, 236 

4,280 

4,237 

4, 318 

4, 335 

4, 269 

4,368 

4,391 

4, 453 

4,  390 

4,360 

4,474 

1,475 

1, 387 

1,414 

1,441 

1,426 

1,444 

1,464 

1,404 

1,461 

1,454 

1,443 

1,486 

1,465 

2,322 

2,133 

2,138 

2,246 

2,  253 

2,268 

2,198 

2,  287 

2,301 

2, 332 

2,229 

2,393 

2,340 

1,339 

1, 232 

1,241 

1,323 

1,308 

1, 320 

1,299 

1,344 

1,310 

1,362 

1,254 

1,355 

1,389 

367 

360 

366 

380 

379 

376 

357 

374 

381 

368 

371 

392 

356 

177 

163 

159 

162 

171 

167 

160 

167 

181 

182 

163 

177 

167 

1,224 

1,185 

1,170 

1,217 

1, 207 

1,196 

1,114 

1,200 

1,224 

1,203 

1,160 

1,  231 

1,219 

228 

224 

218 

232 

231 

236 

208 

229 

237 

236 

225 

231 

231 

461 

447 

438 

464 

450 

451 

431 

462 

463 

467 

442 

483 

467 

221 

214 

217 

215 

222 

205 

198 

208 

223 

208 

211 

217 

222 

934 

885 

879 

888 

888 

876 

861 

908 

909 

951 

891 

924 

949 

596 

569 

558 

576 

582 

562 

565 

604 

595 

625 

574 

585 

603 

338 

316 

321 

312 

306 

314 

296 

304 

314 

326 

317 

339 

346 

1,269 

1, 214 

1, 251 

1,225 

1, 273 

1, 257 

1,212 

1,269 

1, 261 

1,251 

1,237 

1,300 

1,308 

711 

714 

722 

715 

753 

728 

713 

763 

736 

710 

718 

744 

708 

224 

213 

210 

222 

219 

218 

210 

215 

215 

223 

209 

217 

247 

3,696 

3,348 

3,361 

3,557 

3,646 

3,520 

3,436 

3,658 

3,423 

3,372 

3,832 

3,760 

3,662 

3,468 

3,126 

3,138 

3,  329 

3,422 

3,297 

3,220 

3,446 

3,218 

3,149 

3,610 

3,533 

3,418 

228 

222 

223 

228 

224 

223 

216 

212 

205 

223 

222 

227 

244 

1,628 

1, 543 

1,539 

1,552 

1,547 

1,533 

1,553 

1,525 

1,  546 

1,563 

1,566 

1, 566 

1,605 

672 

655 

665 

658 

675 

677 

680 

674 

673 

651 

648 

690 

686 

467 

446 

446 

422 

459 

448 

433 

448 

471 

436 

456 

1  473 

448 

See  Explanatory  Material,  page  16. 


Revised . 


1  Final  estimates. 

2  Preliminary  estimates. 

3  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

4  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

5  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

6  Includes  both  franchised  and  nonf ranchised  car  dealers. 

7  Data  adjusted  for  seasonal  variations  and  trading  day  differences  by  Office  of  Business  Economics,  U.  S.  Department  of  Commerce. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  10,  page 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JANUARY  1963 


Percentage  change  in  sales — 
all  retail  stores 

Percentage  change  in  sales — 
all  retail  stores 

Kind  of  business 

January  1963  from — 

Kind  of  business 

January  1963  from — 

January 

1962 

December 

1962 

January 

1962 

December 

1962 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+7 

-24 

Durable-goods  stores,  total . 

+9 

-16 

Nondurable-goods  stores,  total . 

+7 

-27 

Food  group . 

+6 

--9 

Grocery  stores . 

+7 

-9 

Meat  markets . 

+5 

-6 

Fruit  stores,  vegetable  markets* . 

+10 

-18 

Candy,  nut,  confectionery  stores*.... 

-2 

-24 

Bakery  products  stores . 

+6 

-10 

Delicatessen  stores* . 

+4 

-7 

Eating  and  drinking  places . 

+6 

-9 

Eating  places . 

+6 

-8 

Restaurants,  cafeterias,  lunch¬ 
rooms  . 

+7 

-7 

Drinking  places . 

+1 

-12 

General  merchandise  group . 

+8 

-57 

Department  stores  and  dry  goods, 
general  merchandise  stores . 

+9 

-57 

Department  stores . 

+7 

-58 

Variety  stores . 

+2 

-66 

Mail  order  houses  (department  store 
merchandise) . 

+6 

-48 

Apparel  group . 

+4 

-54 

Men's,  boys'  clothing,  furnishings 
stores . 

+3 

-57 

Men's,  boys'  clothing  stores* . 

+6 

-56 

Men's,  boys'  furnishings  stores*... 

-10 

-63 

Women's  ready-to-wear  stores . 

+7 

-53 

Family  clothing  stores . 

+3 

-59 

Women's  apparel,  accessory, 
specialty  stores* . 

-3 

-55 

Shoe  stores . 

+4 

-43 

Furriers,  fur  shops* . 

-29 

-56 

Furniture  and  appliance  group . 

+5 

-32 

Furniture  stores . 

+4 

-34 

Floor  coverings  stores* . 

+16 

-19 

Household  appliance,  TV,  radio 

stores . 

+7 

-34 

Household  appliance  stores . 

+4 

-34 

TV,  radio  stores* . 

+22 

-34 

Lumber,  building,  hardware,  farm 

equipment  group . 

+4 

-22 

Lumber,  building  materials  dealers... 

-1 

-15 

Lumber  yards . 

+6 

-13 

Paint,  glass,  wallpaper  stores* . 

-17 

-22 

Heating  and  plumbing  equipment 

dealers* . 

-30 

-29 

Hardware  stores . 

+5 

-45 

Farm  equipment  dealers* . 

+15 

-14 

Automotive  group . 

+11 

+1 

Passenger  car  dealers . 

+12 

+4 

Passenger  car  dlrs.  (franchised)... 

+11 

+4 

Tire,  battery,  accessory  dealers . 

+3 

-39 

Gasoline  service  stations . 

+6 

-6 

Fuel,  fuel  oil  dealers* . 

+9 

+15 

Fuel  dealers,  except  fuel  oil* . 

+4 

+15 

Fuel  oil  dealers* . 

+13 

+15 

Drug  and  proprietary  stores . 

+1 

-25 

Drug  stores . 

+1 

-25 

Liquor  stores . 

+6 

-41 

Jewelry  stores* . 

+12 

-73 

Florists* . 

-2 

-36 

Book  stores* . 

+20 

-25 

Stationery  stores* . 

+16 

-13 

Music  stores* . 

+6 

-49 

Camera,  photographic  supply  stores* _ 

+16 

-37 

Luggage,  leather  goods  stores* . 

0 

-76 

Optical  goods  stores* . 

+21 

0 

Typewriter  stores* . 

+42 

+6 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences1 


United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 

Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores.... 
Shoe  stores . 


+7 

0 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores... 

+9 

0 

Household  appliance,  TV,  radio  stores. 

+6 

0 

+6 

+1 

Lumber,  building,  hardware,  farm 

+6 

o 

equipment  group . 

Lumber,  building,  materials  dealers.. 

+6 

+1 

Hardware  stores . 

+9 

-1 

Automotive  group . 

+9 

-4 

Passenger  car  and  other  automotive 

+2 

+3 

dealers . 

Tire,  battery,  accessory  dealers . 

+9 

+6 

Gasoline  service  stations . 

+3 

0 

+2 

-1 

Drug  and  proprietary  stores . 

+3 

-1 

+3 

0 

Liquor  stores . 

+6 

+5 

+7 


+5 

0 

+5 

+10 

+11 

+3 

+6 

+3 

+5 


-2 

-1 

-2 


-3 

0 

-9 


+1 

+1 

-7 

+1 

-2 

+4 


*  See  Explanatory  Material,  page  17. 

1  Adjusted  data  based  on  adjustment  factors  as  developed  by  Office  of  Business  Economics,  U.  S.  Department  of  Commerce. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  10,  page  10,  for  kinds  of  business  without  an  asterisk.  For 
kinds  of  business  with  an  asterisk,  see  table  11,  page  10. 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIIMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JANUARY  1963 


(Millions  of  dollars) 


Kind  of  business 

1963 

1962 

Total 

1962 

Jan. 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

P*T 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 

United  States,  total . 

4,075 

3,866 

3, 673 

4,508 

4, 464 

4, 594 

4,698 

4, 269 

4,670 

4,559 

4,692 

5,056 

6,527 

55,  576 

Durable-goods  stores,  total . 

283 

264 

259 

326 

335 

368 

368 

362 

378 

356 

392 

395 

468 

4,271 

Nondurable-goods  stores,  total . 

3,792 

3,602 

3,414 

4,182 

4,129 

4,  226 

4, 330 

3,907 

4,292 

4,  203 

4,300 

4,  661 

6,059 

51,305 

Food  group . 

1,951 

1,833 

1,792 

2,152 

1,863 

1,964 

2,096 

1,873 

2,015 

1,946 

1,943 

2,053 

2,165 

23,695 

Grocery  stores1 . 

1,897 

1,784 

1,744 

2,100 

1,805 

1,908 

2,041 

1,818 

1,960 

1,893 

1,890 

2,000 

2,103 

23,046 

Eating  and  drinking  places . 

91 

93 

88 

98 

98 

104 

106 

105 

106 

101 

103 

99 

101 

1,202 

General  merchandise  group . 

1,120 

1,052 

965 

1,253 

1,398 

1,424 

1,402 

1,262 

1,459 

1,436 

1,519 

1, 734 

2, 664 

17,568 

Department  stores  and  dry  goods, 

general  merchandise  stores . 

792 

745 

659 

889 

984 

1,012 

1,002 

887 

1,008 

1,019 

1,077 

1,  214 

1,849 

12,345 

Department  stores . 

689 

642 

576 

775 

858 

883 

875 

770 

870 

885 

939 

1, 062 

1,617 

10, 752 

Variety  stores . 

191 

183 

196 

241 

277 

268 

271 

248 

285 

271 

279 

307 

578 

3,404 

Apparel  group . 

232 

224 

198 

273 

361 

315 

299 

250 

291 

318 

314 

346 

546 

3,735 

Men's,  boys'  wear  stores2 . 

24 

24 

18 

25 

32 

29 

30 

22 

23 

25 

30 

35 

58 

351 

Women's  apparel,  accessory  stores3.... 

93 

85 

79 

108 

139 

128 

116 

100 

115 

125 

124 

143 

228 

1,490 

Women's  ready-to-wear  stores . 

86 

77 

72 

99 

126 

116 

105 

91 

106 

115 

114 

132 

209 

1,362 

Shoe  stores . 

70 

70 

64 

82 

118 

97 

95 

79 

96 

105 

93 

93 

142 

1,134 

Furniture  and  appliance  group . 

72 

75 

70 

83 

82 

88 

84 

85 

90 

89 

101 

104 

119 

1,070 

Tire,  battery,  accessory  dealers . 

69 

71 

65 

80 

87 

100 

101 

96 

91 

86 

92 

92 

126 

1,087 

Other  retail  stores . 

364 

345 

332 

382 

374 

387 

395 

383 

395 

386 

407 

431 

604 

4,821 

Drug  and  proprietary  stores . 

129 

124 

118 

130 

130 

132 

135 

129 

131 

129 

132 

137 

213 

1,640 

Liquor  stores . 

85 

82 

80 

91 

86 

90 

94 

92 

96 

91 

98 

106 

169 

1,175 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences4 


1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  For  January  1963,  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week 
ending  January  5  =  445;  January  12  =  440;  January  19  =  453;  January  26  =  443. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors.  r  Revised. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

4  I&ta  adjusted  for  seasonal  variations  and  trading  day  differences  by  Office  of  Business  Economics,  U.  S.  Department  of  Commerce. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIJMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JANUARY  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1963 

19621 

Total 

1962* 

Jan.  2 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

United  States,  total . 

4,852 

4,564 

4, 306 

5,252 

5,236 

5,396 

5,499 

5,041 

5,526 

5,413 

5,622 

6,044 

7,767 

65,666 

Food  group . 

2,205 

2,043 

1,986 

2,363 

2,058 

2, 178 

2,  314 

2,097 

2,251 

2,184 

2,200 

2,300 

2,439 

26, 413 

Grocery  stores . 

2,133 

1,963 

1,908 

2, 281 

1,975 

2,096 

2, 236 

2,019 

2,174 

2,110 

2, 125 

2, 225 

2,354 

25,466 

Eating  and  drinking  places . 

136 

133 

120 

135 

137 

144 

150 

149 

156 

148 

150 

149 

153 

1,724 

General  merchandise  group . 

1, 191 

1,148 

1,057 

1,380 

1,536 

1,  572 

1,534 

1,377 

1,620 

1,601 

1,694 

1,953 

2,973 

19,445 

Department  stores  and  dry  goods. 

general  merchandise  stores . 

837 

813 

722 

975 

1,077 

1,116 

1,103 

977 

1,132 

1,145 

1,212 

1,368 

2, 073 

13,713 

Department  stores . 

708 

694 

624 

843 

929 

958 

950 

835 

949 

968 

1,033 

1, 168 

1,782 

12,441 

Drug  and  proprietary  stores . 

156 

153 

144 

157 

157 

160 

164 

159 

164 

158 

161 

166 

256 

1,999 

1  Final  estimates.  \  _  _  ,  .  u  A  .  , 

2  Preliminary  estimates.  /  &e  ^lanatory  Material,  page  16. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Table  5.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  1  TO  10  RETAIL  STORES— CENSUS  REGIONS,  BY  KIND  OF  BUSINESS:  JANUARY  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1963 

19621 

Total 

Region  and  kind  of  business 

Jan.  2 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec.1! 

1962 1 

NORTHEAST  REGION,  TOTAL . 

3,639 

3,375 

3,063 

3,664 

3,735 

3,964 

3,915 

3,724 

3,796 

3,512 

3,918 

4,070 

4,554 

45,290 

Durable-goods  stores,  total . 

1, 271 

1,131 

1,013 

1,342 

1,403 

1,563 

1,525 

1,399 

1,345 

1,128 

1,503 

1,510 

1,483 

16, 345 

Nondurable-goods  stores,  total . 

2,368 

2,244 

2,050 

2,322 

2,332 

2,401 

2,390 

2,325 

2,451 

2,384 

2,415 

2,560 

3,071 

28,945 

Food  group . 

723 

711 

675 

753 

706 

747 

767 

763 

791 

752 

730 

747 

784 

8,907 

Grocery  stores . 

529 

515 

488 

551 

511 

542 

561 

554 

583 

552 

533 

546 

568 

6, 504 

Eating  and  drinking  places . 

374 

358 

329 

372 

374 

416 

441 

452 

463 

427 

414 

400 

408 

4,853 

Eating  places . 

253 

236 

214 

244 

249 

281 

305 

314 

323 

295 

280 

269 

271 

3,  280 

Drinking  places . 

121 

122 

115 

128 

125 

135 

136 

138 

140 

132 

134 

131 

137 

1,573 

General  merchandise  group . 

155 

136 

119 

159 

174 

185 

178 

154 

200 

201 

209 

258 

369 

2,  342 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

127 

110 

94 

132 

148 

159 

152 

130 

173 

174 

180 

214 

304 

1,970 

Department  stores . 

91 

84 

72 

103 

116 

118 

116 

91 

112 

119 

126 

153 

236 

1,446 

Apparel  group . 

266 

260 

204 

282 

343 

313 

300 

239 

266 

297 

312 

343 

524 

3,683 

Furniture  and  appliance  group . 

228 

206 

185 

210 

207 

232 

243 

235 

265 

254 

270 

296 

343 

2,946 

Gasoline  service  stations . 

265 

253 

235 

266 

273 

283 

287 

304 

309 

286 

293 

286 

288 

3,363 

Drug  and  proprietary  stores . 

135 

129 

123 

130 

129 

136 

134 

132 

133 

130 

132 

136 

169 

1,613 

Liquor  stores . 

105 

94 

92 

101 

99 

103 

106 

112 

120 

111 

109 

123 

192 

1,362 

NORTH  CENTRAL  REGION,  TOTAL1* . 

4,005 

3,757 

3/91 

4,143 

4,341 

4,627 

4,567 

4,292 

4,423 

4,259 

4,832 

4,713 

5,066 

52,511 

Durable-goods  stores,  total . 

1,459 

1,351 

1,291 

1,637 

1,746 

1,889 

1,881 

1,704 

1,717 

1,575 

2,047 

1,919 

1,817 

20,574 

Nondurable-goods  stores,  total1* . 

2, 546 

2,406 

2,200 

2,506 

2,595 

2,738 

2,686 

2,588 

2,706 

2,684 

2,785 

2,794 

3,249 

31,937 

Food  group . 

783 

734 

698 

764 

728 

788 

824 

775 

810 

794 

787 

796 

862 

9,360 

Grocery  stores . 

689 

649 

617 

679 

641 

693 

723 

679 

709 

695 

687 

694 

755 

8, 221 

Eating  and  drinking  places . 

359 

348 

319 

358 

368 

406 

418 

426 

458 

433 

428 

410 

408 

4,780 

Eating  places . 

215 

201 

181 

207 

221 

247 

257 

260 

279 

265 

258 

244 

238 

2,858 

Drinking  places . 

144 

147 

138 

151 

147 

159 

161 

166 

179 

168 

170 

166 

170 

1,922 

General  merchandise  group . 

183 

172 

164 

221 

232 

240 

227 

201 

236 

250 

262 

295 

444 

2,944 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

131 

122 

112 

150 

159 

162 

154 

135 

158 

173 

186 

205 

323 

2,039 

Department  stores . 

104 

95 

87 

118 

122 

125 

123 

108 

128 

137 

147 

168 

267 

1,625 

Apparel  group . 

181 

178 

139 

186 

219 

206 

189 

167 

187 

208 

216 

232 

371 

2,498 

Furniture  and  appliance  group . 

190 

188 

168 

191 

182 

203 

210 

203 

218 

217 

230 

237 

286 

2,533 

Lumber,  building,  hardware,  farm  equipment 

group . 

269 

261 

251 

335 

429 

471 

472 

439 

473 

469 

496 

443 

401 

4,940 

Gasoline  service  stations . 

473 

442 

396 

435 

454 

473 

475 

469 

473 

463 

491 

467 

496 

5,534 

Drug  and  proprietary  stores . 

151 

152 

142 

150 

145 

151 

148 

145 

150 

148 

151 

153 

194 

1,829 

Liquor  stores1* . 

77 

79 

71 

77 

75 

87 

88 

87 

96 

88 

89 

96 

123 

1,056 

SOUTH  REGION,  TOTAL . 

3,  864 

3,  504 

3,477 

4,006 

3,979 

4,198 

4,155 

3,988 

4,133 

3,855 

4,235 

4,175 

4,729 

48,434 

Durable-goods  stores,  total . 

1,570 

1,380 

1,437 

1,676 

1,637 

1,797 

1,757 

1,654 

1,692 

1,500 

1,807 

1,717 

1,786 

19,840 

Nondurable-goods  6tores,  total . 

2,294 

2,124 

2,040 

2,330 

2,342 

2,401 

2,398 

2,334 

2,441 

2,355 

2,428 

2,458 

2,943 

28,594 

Food  group . 

753 

688 

661 

748 

700 

750 

798 

769 

807 

784 

799 

786 

844 

9,134 

Grocery  stores . 

708 

647 

619 

699 

650 

699 

745 

716 

754 

738 

752 

739 

790 

8, 548 

Eating  and  drinking  places . 

262 

247 

240 

268 

279 

292 

299 

306 

314 

281 

280 

272 

280 

3,358 

Eating  places . 

192 

182 

181 

203 

213 

222 

223 

229 

237 

211 

209 

200 

205 

2,515 

Drinking  places . 

70 

65 

59 

65 

66 

70 

76 

77 

77 

70 

71 

72 

75 

843 

General  merchandise  group . 

172 

166 

163 

210 

219 

221 

200 

180 

205 

201 

212 

228 

349 

2,554 

Department  stores  and  dry  goods,  general 

merchandise  group . 

109 

109 

104 

137 

145 

144 

128 

116 

134 

132 

142 

160 

248 

1,699 

Department  stores . 

60 

68 

62 

82 

85 

86 

75 

65 

78 

79 

84 

97 

152 

1,013 

Apparel  group . 

205 

191 

175 

220 

265 

238 

215 

208 

234 

240 

247 

271 

453 

2,957 

Furniture  and  appliance  group . 

188 

176 

169 

189 

183 

215 

217 

210 

224 

212 

208 

219 

272 

2,494 

Lumber,  building,  hardware,  farm  equipment 

group . 

251 

230 

253 

307 

339 

372 

368 

358 

368 

339 

357 

310 

292 

3,893 

Gasoline  service  stations . 

404 

389 

367 

410 

405 

425 

438 

444 

455 

427 

430 

421 

437 

5,048 

Drug  and  proprietary  stores . 

140 

142 

142 

146 

139 

144 

142 

136 

137 

130 

133 

135 

166 

1,692 

WEST  REGION,  TOTAL . 

2,672 

2,  505 

2,338 

2,715 

2,732 

2,843 

2,919 

2,864 

2,898 

2,678 

2,899 

2,897 

3, 252 

33, 540 

Durable-goods  stores,  total . 

1,067 

1,048 

980 

1,158 

1,163 

1,211 

1,255 

1,210 

1,189 

1,045 

1,239 

1,201 

1,212 

13,911 

Nondurable -goods  stores,  total . 

1,605 

1,457 

1,358 

1,557 

1,569 

1,632 

1,664 

1,654 

1,709 

1,633 

1,660 

1,696 

2,040 

19,629 

Food  group . 

543 

504 

488 

554 

523 

542 

548 

552 

574 

546 

545 

535 

581 

6,492 

Grocery  stores . 

486 

448 

434 

493 

466 

484 

493 

500 

515 

491 

489 

477 

516 

5,807 

Eating  and  drinking  places . 

259 

228 

209 

240 

252 

268 

273 

278 

289 

271 

260 

264 

282 

3,114 

Eating  places . 

183 

155 

141 

166 

176 

189 

196 

199 

207 

192 

181 

183 

195 

2,180 

Drinking  places . 

76 

73 

68 

74 

76 

79 

77 

79 

82 

79 

79 

81 

87 

934 

Apparel  group . 

104 

95 

79 

102 

119 

111 

118 

107 

118 

129 

125 

128 

233 

1,464 

Furniture  and  appliance  group . 

146 

136 

133 

141 

136 

138 

140 

140 

151 

145 

153 

164 

196 

1,773 

Lumber,  building,  hardware,  farm  equipment 

group . 

177 

158 

158 

189 

210 

226 

234 

236 

226 

201 

215 

193 

202 

2,448 

Gasoline  service  stations . 

285 

256 

237 

273 

274 

288 

312 

317 

310 

285 

288 

288 

298 

3,426 

Drug  and  proprietary  stores . 

103 

104 

96 

101 

100 

106 

108 

105 

107 

95 

99 

99 

138 

1,258 

Liquor  stores . 

57 

57 

52 

53 

57 

59 

58 

57 

60 

61 

62 

69 

86 

731 

1  Final  estimates. 

Preliminary  estimates. 


See  Explanatory  Material,  page  16. 

Note:  Totals  include  data  for  kinds  of  business  not  shewn  separately, 
in  tables  12  and  13,  page 


r  Revised . 

See  page  19  for  definitions  of  Census  Regions.  Sampling  variabilities  are  shewn 
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Table  6.  PERCENTAGE  CHANGE  IN  SALES  OF  STORES  OF  FIRMS  OPERATING  1  TO  10  RETAIL  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS:  JANUARY  1963 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Standard  Metropolitan  Area 


Atlanta,  Ga . . 

Atlantic  City,  N.  J . . 

Baltimore,  Md . . 

Beaumont- Port  Arthur,  Tex. 

Birmingham,  Ala . . 

Boston,  Mass . . 

Buffalo,  N.  Y . . 

Charlotte,  N.  C . . 

Chicago,  Ill . . 

Cincinnati,  Ohio . . 

Cleveland,  Ohio . 

Des  Moines,  Iowa . 

Detroit,  Mich . 

Fort  Worth,  Tex . 

Houston,  Tex . 

Kansas  City,  Mo . 


Percentage 
change  in  sales1 
January  1963 
from 

December  1962 

Standard  Metropolitan  Area 

Percentage 
change  in  sales1 
January  1963 
from 

December  1962 

-19 

Lexington,  Ky . 

-31 

-26 

Los  Angeles-Long  Beach,  Calif . 

-16 

-28 

Milwaukee,  Wis . 

-19 

-5 

Minneapolis-St.  Paul,  Minn . 

-23 

-22 

New  Orleans,  La . 

-17 

-7 

New  York-Northeastern  New  Jersey . 

-17 

-28 

New  York  portion . 

-18 

-23 

New  Jersey  portion . 

-14 

Philadelphia,  Pa . 

-18 

-27 

Pittsburgh,  Pa . 

-16 

-21 

Providence,  R.  I . 

-25 

-12 

Richmond,  Va . 

-21 

-21 

St.  Joseph,  Mo . 

-22 

-20 

St.  Louis,  Mo . 

-24 

-10 

San  Francisco-Oakland,  Calif . 

-22 

-21 

Tampa-St.  Petersburg,  Fla . 

-3 

-16 

Washington  D.  C . 

-23 

1  Yeai^-to-year  percentage  changes  are  not  available. 

Note:  See  page  18  for  Standard  Metropolitan  Area  definitions. 


Table  7.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPAKMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  JANUARY  1963 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Area 

Percentage  change  in  sales 

Area 

Percentage  change  in  sales 

January  1963  from — 

January  1963  from — 

January 

1962 

December 

1962 

January 

1962 

December 

1962 

STANDARD  METROPOLITAN  AREA 

Norfolk- Portsmouth,  Va . 

+7 

-60 

Oklahoma  City,  Okla . 

+9 

-56 

+3 

-62 

-1 

-60 

Albany-Schenectady-Troy,  N.  Y . 

-2 

-64 

Peoria,  Ill . 

+4 

-62 

Asheville,  N.  C . 

+8 

-62 

Philadelphia,  Pa . 

-12 

-64 

Atlanta,  Ga . 

+12 

-55 

Phoenix,  Ariz . 

NA 

NA 

Augusta,  Ga . 

+  14 

-56 

Pittsburgh,  Pa . 

-2 

-56 

Baltimore,  Md . 

-4 

-68 

Portland,  Oreg . 

-1 

-59 

Baton  Rouge,  La . 

+  11 

-53 

Reading,  Pa . 

+  3 

-60 

Binghamton,  N.  Y . 

0 

-58 

Richmond,  Va . 

+4 

-60 

Birmingham,  Ala . 

+  1 

-61 

Boston,  Mass . 

+4 

-57 

Rochester,  N.  Y . 

+4 

-57 

Sacramento,  Calif . 

+7 

-60 

Buffalo,  N.  Y . 

+8 

-57 

St.  Louis,  Mo . 

+3 

-54 

Canton,  Ohio . 

-3 

-63 

Salt  Lake  City,  Utah . 

+  21 

-62 

Chattanooga,  Tenn . 

-3 

-65 

San  Antonio,  Tex . 

+  12 

-52 

Chicago,  Ill . 

+7 

-58 

San  Bernardino,  Calif . 

♦  8 

-53 

Cincinnati,  Ohio . 

+  1 

-61 

San  Diego,  Calif . 

+  9 

-53 

Cleveland,  Ohio . 

-2 

-56 

Savannah,  Ga . 

+9 

-58 

NA 

NA 

-1 

-61 

Columbus,  Ohio . 

+3 

-60 

Shreveport,  La . 

+  12 

-51 

Corpus  Christi,  Tex . 

+  2 

-60 

South  Bend,  Ind . 

0 

NA 

+6 

-56 

+  3 

-58 

0 

-57 

+10 

-60 

+5 

-58 

+  2 

-63 

Detroit,  Mich . 

+7 

-57 

Syracuse,  N.  Y . 

-1 

-60 

El  Paso,  Tex . 

+9 

-59 

+1 

-61 

-15 

-65 

+10 

-50 

Evansville,  Ind . 

NA 

NA 

♦  5 

-63 

Flint,  Mich . 

+14 

-62 

♦  2 

•61 

Fort  Wayne,  Ind . 

-4 

+10 

-57 

Fort  Worth,  Tex . 

NA 

♦  2 

Grand  Rapids,  Mich . . 

0 

NA 

+  3 

-59 

Houston,  Tex . 

+4 

-53 

♦  10 

-56 

Indianapolis,  Ind . 

+2 

42 

-68 

Jacksonville,  Fla . . 

+18 

-59 

+8 

-59 

Kansas  City,  Mo . 

+8 

-60 

-2 

-61 

Knoxville,  Tenn . 

+1 

-11 

-62 

Lancaster,  Pa . 

+  1 

-59 

Lexington,  Ky . . 

-18 

-65 

CITIES 

Los  Angeles-Long  Beach,  Calif . 

+8 

-57 

Louisville,  Ky . 

0 

4  1 

-59 

Macon,  Ga . 

+13 

-60 

-4 

Duluth,  Minn. -Superior,  Wis . 

-4 

-57 

Memphis,  Tenn . 

+7 

-57 

+8 

-57 

Miami,  Fla . 

+7 

-49 

♦  10 

-50 

Milwaukee,  Wis . 

-14 

-59 

+5 

-64 

.9 

-73 

New  Orleans,  La . 

+  11 

-52 

♦  8 

-65 

New  York-Northeastern  New  Jersey1 . 

+1 

-55 

St.  Paul,  Minn .  . 

-1 

-58 

New  York  city . 

-6 

-51 

San  Francisco,  Calif . 

♦  3 

-51 

Newark,  N.  J . 

-3 

-56 

Springfield,  Mass . 

+4 

-60 

NA  Not  available. 

1  The  breakdown  shown  does  not  Include  all  portions  of  the  area. 

Note:  See  page  18  for  Standard  Metropolitan  Area  definitions.  Data  are  furnished  by  Federal  Reserve  banks  and  subject  to  revision. 
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Table  8.  ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— UNITED  STATES  BY  KIND  OF  BUSINESS- 

JANUARY  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1963 

1962 

l 

Percentage 

change, 

Jan.  1963 
from — 

Jan. 1  2 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. 

1962 

Due. 

1962 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

13,504 

12,301 

12,007 

12, 135 

12, 678 

12,  868 

13,010 

12,948 

13,045 

13,156 

13, 390 

13,557 

14,307 

+10 

-6 

IXirable-goods  stores,  total . 

5,914 

5,698 

5,530 

5,609 

5,864 

5,948 

6, 088 

6, 153 

6,213 

6, 148 

6,  245 

6,203 

6,241 

-5 

Nondurable-goods  stores,  total . 

7,590 

6,  603 

6,477 

6, 526 

6,814 

6,920 

6,922 

6,795 

6,832 

7,008 

7,145 

7,354 

8,066 

+15 

-6 

Food  group . 

326 

354 

353 

347 

331 

343 

354 

351 

364 

365 

355 

345 

354 

-8 

-8 

Grocery  stores . 

270 

299 

299 

296 

280 

291 

305 

295 

300 

303 

297 

288 

297 

-10 

-9 

Eating  and  drinking  places . 

89 

71 

60 

65 

65 

64 

64 

58 

60 

57 

70 

76 

96 

+25 

-7 

General  merchandise  group . 

•4,522 

3,507 

3,454 

3,481 

3,658 

3,744 

3,843 

3,838 

3,885 

4,030 

4, 131 

4,278 

4,782 

+29 

-5 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

3,498 

2,689 

2,644 

2,647 

2,769 

2,856 

2,941 

2,940 

2,961 

3,080 

3,183 

3,278 

3,720 

+30 

-6 

Department  stores . 

3,114 

2,435 

2,379 

2,380 

2,479 

2,559 

2,638 

2,634 

2,642 

2,758 

2,847 

2,934 

3,340 

+28 

-7 

Mail  order  houses  (department  store  mdse.)... 

850 

670 

671 

696 

748 

739 

751 

755 

770 

794 

803 

838 

879 

+27 

-3 

Apparel  group . 

1,007 

1,004 

919 

905 

932 

898 

873 

821 

828 

893 

926 

930 

1,097 

0 

-8 

Women's  ready-to-wear  stores . 

452 

432 

406 

419 

437 

414 

386 

363 

367 

402 

420 

429 

509 

+5 

-11 

Furniture  and  appliance  group . 

2,050 

1,946 

1,902 

1,920 

1,937 

1,915 

1,909 

1,876 

1,926 

1,919 

1,982 

2,010 

2,130 

+5 

-4 

Furniture,  home  furnishings  stores . 

1,595 

1,480 

1,442 

1,463 

1,463 

1,442 

1,429 

1,410 

1,460 

1,468 

1,500 

1,535 

1,636 

+8 

-3 

Furniture  stores . 

1,452 

1,346 

1,309 

1,330 

1,317 

1,303 

1,290 

1,274 

1,321 

1,316 

1,332 

1,367 

1,481 

+8 

-2 

Household  appliance,  TV,  radio  stores . 

455 

466 

460 

457 

474 

473 

480 

466 

466 

451 

482 

475 

494 

-2 

-8 

Household  appliance  dealers . 

395 

408 

410 

405 

410 

415 

427 

419 

412 

400 

421 

419 

432 

-3 

-9 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,635 

1,595 

1,571 

1,605 

1,746 

1,830 

1,  890 

1,989 

2,001 

1,982 

1,995 

1,936 

1,747 

+3 

-6 

Lumberyards,  building  materials  dealers3.... 

1,195 

1,138 

1,121 

1,123 

1,242 

1,292 

1,320 

1,395 

1,426 

1,421 

1,445 

1,438 

1,265 

+5 

-6 

Limihpr  yard#? ,  . . 

899 

850 

828 

824 

917 

967 

1,002 

1,063 

1,077 

1,067 

1,066 

1,059 

951 

+6 

-5 

Automotive  group . 

1,333 

1,366 

1,307 

1,327 

1,409 

1,452 

1,483 

1,478 

1,462 

1,418 

1,470 

1,421 

1,432 

-2 

-7 

Passenger  car  dealers4 . 

873 

934 

883 

894 

965 

985 

990 

976 

967 

935 

986 

933 

939 

-7 

-7 

Passenger  car  dealers  (franchised) . 

821 

851 

807 

822 

879 

903 

913 

907 

895 

867 

916 

864 

872 

-4 

-6 

Tire,  battery,  accessory  dealers . 

428 

399 

393 

403 

414 

438 

461 

463 

456 

448 

443 

447 

459 

+7 

-7 

Gasoline  service  stations . 

429 

428 

423 

437 

437 

447 

462 

459 

457 

441 

456 

455 

420 

0 

+2 

Other  retail  stores . 

2,113 

2,030 

2,018 

2,048 

2,163 

2, 175 

2, 132 

2,078 

2,062 

2,051 

2,055 

2,106 

2,248 

+4 

-6 

CHARGE  ACCOUNTS 

United  States,  total . 

6,854 

6,812 

6,  541 

6,562 

6,901 

7,008 

7,008 

6,898 

6,973 

6,977 

7, 153 

7,223 

7.449 

+1 

-8 

IXirable-goods  stores,  total . 

3,085 

3,026 

2,912 

2,994 

3,197 

3,278 

3,  377 

3,422 

3,489 

3,434 

3, 578 

3,488 

3,312 

+2 

-7 

Nondurable-goods  stores,  total . 

3,769 

3,786 

3,629 

3,568 

3,704 

3,730 

3,631 

3,476 

3,484 

3,543 

3,575 

3,735 

4,137 

0 

-9 

Food  group . 

318 

338 

336 

330 

327 

331 

340 

344 

356 

357 

347 

338 

346 

-6 

-8 

General  merchandise  group . 

1,039 

1,036 

930 

856 

867 

890 

881 

834 

845 

877 

881 

958 

1,185 

0 

-12 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

947 

941 

841 

767 

776 

794 

781 

737 

741 

771 

787 

856 

1,087 

+1 

-13 

Department  stores . 

821 

855 

745 

676 

673 

694 

684 

644 

647 

680 

692 

760 

970 

-4 

-15 

Apparel  group . 

737 

747 

678 

678 

699 

657 

639 

589 

593 

656 

677 

696 

835 

-1 

-12 

Furniture  and  appliance  group . 

620 

595 

579 

612 

613 

559 

581 

560 

582 

588 

630 

616 

650 

+4 

-5 

Furniture,  home  furnishings  stores . 

471 

433 

422 

452 

455 

409 

423 

409 

437 

451 

468 

455 

477 

+9 

-1 

Lumber,  building,  hardware,  farm  equip,  group. . 

1,455 

1,411 

1,385 

1,398 

1,547 

1,  631 

1,698 

1,782 

1,803 

1,784 

1,810 

1,745 

1,553 

-3 

-6 

Lumber  yards,  building  materials  dealers3.... 

1,134 

1,076 

1,058 

1,060 

1,184 

1, 231 

1,269 

1,333 

1,367 

1,360 

1,386 

1,378 

1,204 

+5 

-6 

Lumber  yards . 

851 

801 

780 

777 

875 

922 

966 

1,017 

1,033 

1,022 

1,023 

1,014 

903 

+6 

-6 

Automotive  group . 

730 

774 

728 

751 

791 

832 

828 

824 

830 

800 

854 

820 

796 

-6 

-8 

Passenger  car  dealers  (franchised) . 

528 

576 

541 

546 

575 

604 

599 

585 

592 

566 

607 

578 

554 

-8 

-5 

Gasoline  service  stations . . 

419 

413 

408 

423 

421 

432 

446 

442 

446 

429 

445 

445 

409 

+1 

+2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

6,650 

5,489 

5,466 

5,573 

5,777 

5,860 

6,002 

6,050 

6,072 

6, 179 

6,  237 

6, 334 

6,858 

+21 

-3 

IXirable-goods  stores,  total . 

2,829 

2,672 

2,618 

2, 615 

2,667 

2, 670 

2,711 

2,731 

2,724 

2,714 

2,  667 

2,715 

2,929 

+6 

-3 

Nondurable-goods  stores,  total . 

3,821 

2,  817 

2,848 

2,958 

3,110 

3, 190 

3,291 

3,319 

3,348 

3,465 

3,570 

3,619 

3,929 

+36 

-3 

General  merchandise  group . 

3,483 

2,471 

2,524 

2, 625 

2,791 

2, 854 

2,962 

3,004 

3,040 

3,153 

3, 250 

3,320 

3,597 

+41 

-3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,551 

1,748 

1,803 

1,880 

1,993 

2,062 

2, 160 

2, 203 

2, 220 

2, 309 

2, 396 

2,422 

2,633 

+46 

-3 

Department  stores . 

2,293 

1,580 

1,  634 

1,704 

1,806 

1,865 

1,954 

1,990 

1,995 

2,078 

2, 155 

2, 174 

2,370 

+45 

-3 

Apparel  group . 

270 

257 

241 

227 

233 

241 

234 

232 

235 

237 

249 

234 

263 

+5 

+3 

Furniture  and  appliance  group . 

1,430 

1,351 

1,323 

1,  308 

1,  324 

1,356 

1,  328 

1,316 

1,344 

1, 331 

1,352 

1,394 

1,480 

+6 

-3 

Furniture,  home  furnishings  stores . 

1,124 

1,047 

1,020 

1,011 

1,008 

1,033 

1,006 

1,001 

1,023 

1,017 

1,032 

1,080 

1,159 

+7 

-3 

Household  appliance,  TV,  radio  stores . 

306 

304 

303 

297 

316 

323 

322 

316 

321 

314 

320 

314 

321 

+1 

-5 

Lumber,  building,  hardware,  farm  equip,  group.. 

180 

184 

186 

207 

199 

199 

192 

209 

198 

198 

185 

191 

194 

-2 

-7 

Automotive  group . 

603 

592 

579 

576 

618 

620 

655 

654 

632 

618 

616 

601 

636 

+2 

-5 

Tire,  battery,  accessory  dealers . 

260 

260 

260 

239 

243 

253 

273 

270 

269 

262 

254 

259 

266 

0 

-2 

See  Explanatory  Material,  page  16. 


1  Final  estimates. 

2  Preliminary  estimates. 

3  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

4  Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to -month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  14,  page  12. 


Table  9.  ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES, 
BY  CHARGE  AND  INST  ALIMENT  ACCOUNTS—  UN  IT  ED  STATES,  BY  KIND  OF  BUSINESS:  JANUARY  1963 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 
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Kind  of  business 

1963 

19621 

Percentage 
change, 
Jan.  1963 
from— 

Jan.  2 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. 

1962 

Dec. 

1962 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4,708 

3,627 

3, 619 

3,691 

3, 846 

3,936 

4,061 

4,119 

4, 178 

4, 308 

4,421 

4,524 

4, 894 

+30 

-4 

IXirable-goods  stores,  total . 

1,128 

1,046 

1,043 

1,050 

1,076 

1,074 

1,094 

1,126 

1,131 

1,136 

1,136 

1,151 

1, 155 

+8 

-2 

Nondurable-goods  stores,  total . 

3,580 

2,581 

2, 576 

2, 641 

2,770 

2, 862 

2,967 

2,993 

3,047 

3,172 

3,285 

3,373 

3,739 

+39 

-4 

General  merchandise  group . 

3,176 

2,197 

2, 206 

2, 268 

2, 401 

2,490 

2,600 

2,635 

2,700 

2, 823 

2,914 

3,000 

3,316 

+45 

-4 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2, 517 

1,734 

1,740 

1,781 

1,886 

1,961 

2,052 

2,083 

2,122 

2, 225 

2, 311 

2, 365 

2,  633 

+45 

-4 

Department  stores . 

2, 255 

1,587 

1,592 

1,923 

1,713 

1,775 

1,858 

1,883 

1,911 

2,005 

2,083 

2, 128 

2,382 

+42 

-5 

Apparel  group . 

237 

219 

205 

202 

205 

205 

202 

194 

190 

194 

203 

205 

251 

+8 

-6 

Furniture  and  appliance  group . 

338 

318 

323 

317 

320 

321 

322 

327 

328 

326 

335 

339 

350 

+6 

-3 

Tire,  battery,  accessory  dealers . 

267 

252 

248 

249 

252 

260 

279 

28  5 

279 

278 

271 

271 

280 

+6 

-5 

CHARGE  ACCOUNTS 

United  States,  total . 

986 

894 

842 

849 

874 

876 

875 

866 

872 

900 

934 

960 

1,067 

+10 

-8 

Durable-goods  stores,  total . 

282 

243 

239 

274 

295 

290 

297 

315 

311 

319 

331 

324 

304 

+16 

-7 

Nondurable-goods  stores,  total . 

704 

651 

603 

575 

579 

586 

578 

551 

561 

581 

603 

636 

763 

+8 

-8 

General  merchandise  group . 

435 

402 

360 

330 

327 

337 

333 

312 

328 

348 

353 

384 

481 

+8 

-10 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

397 

372 

330 

299 

294 

305 

298 

279 

287 

307 

316 

347 

440 

+7 

-10 

Department  stores . 

360 

352 

313 

282 

276 

285 

278 

260 

267 

287 

295 

325 

419 

+2 

-14 

Apparel  group . 

114 

111 

105 

101 

103 

101 

99 

95 

90 

92 

96 

97 

124 

+3 

-8 

Furniture  and  appliance  group . 

42 

28 

34 

31 

37 

34 

35 

41 

38 

39 

42 

43 

48 

+50 

-13 

INST  ALIMENT  ACCOUNTS 

United  States,  total . 

3,722 

2,733 

2,777 

2, 842 

2,972 

3, 060 

3, 186 

3,253 

3,306 

3,408 

3,487 

3,564 

3, 827 

+36 

-3 

IXirable-goods  stores,  total . 

846 

803 

804 

776 

781 

784 

797 

811 

820 

817 

805 

827 

851 

+5 

-1 

Nondurable-goods  stores,  total . 

2, 876 

1,930 

1,973 

2,066 

2,191 

2, 276 

2,389 

2,442 

2, 486 

2,  591 

2,  682 

2,737 

2,976 

+49 

-3 

General  merchandise  group . 

2,741 

1,795 

1,846 

1,938 

2, 074 

2,153 

2, 267 

2,323 

2, 372 

2,475 

2,561 

2,616 

2, 835 

+53 

-3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,120 

1,362 

1,410 

1,482 

1, 592 

1,656 

1,754 

1,804 

1,835 

1,918 

1,995 

2,018 

2, 193 

+56 

-3 

Department  stores . 

1,895 

1,235 

1,279 

1,341 

1,437 

1,490 

1, 580 

1, 623 

1,644 

1,718 

1,788 

1,803 

1,963 

+53 

-3 

Apparel  group . 

123 

108 

99 

101 

102 

104 

103 

99 

100 

102 

107 

108 

127 

+14 

-3 

Furniture  and  appliance  group . 

296 

290 

289 

286 

283 

287 

287 

286 

290 

287 

293 

296 

302 

+2 

-2 

1  Final  estimates.  \  _  __  .  „  .  .  _ 

2  Preliminary  estimates.  >  &e  ErPlanato1^  Material,  page  16. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to- month  and 
year-to-year  percentage  changes.  Sampling  variabilities  are  shown  in  table  15,  page  13. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES 
BY  SELECTED  KINDS  OF  BUSINESS-DECEMBER  1962,  AND  JANUARY  1963 


(Billions  of  dollars) 

1.0  1.5  2.0  2.5 


4.5  5.0 


GENERAL 

JAN. 

MERCHANDISE 

GROUP 

DEC. 

DEPARTMENT 

JAN. 

STORES 

DEC. 

FURNITURE  AND 

JAN. 

APPLIANCE  GROUP 

DEC. 

FURNITURE,  HOME 

JAN. 

FURNISHINGS 

STORES 

DEC. 

LUMBER,  BUILDING 

JAN. 

HARDWARE,  FARM 

EQUIPMENT  GROUP 

DEC. 

AUTOMOTIVE  GROUP 

JAN. 

DEC. 

APPAREL  GROUP 

JAN. 

DEC. 

TOTAL  ALL  STORES 

JAN. 

DEC. 

Percentage 

change 

_ 6.9 

7.4 

-8 

6,  6 

6.9 

-3 

13.5 

14.3 

-6 

^Bated  on  dote  shown 

In  toble  fl. 

0  0.5  1.0  1.5  2.0  2.5 

NOTEl  January  data  ora  bated  on  preliminary  ettlmotet  while  December  data  ore  bated  on  final  estimates. 


4.5  5.0 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month - to -month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable -goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5.9-6. 7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0. 5-0.9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3.2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1. 9-2.1 

2.0 

(Z)-0. 3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5.4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5. 9 

5.4 

1.6-2.  5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3.7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9.9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1.4-2. 1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1.3-2. 1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5.3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5.7 

5.1 

4.4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  ( franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1.9-2. 1 

2.0 

1. 8-2.0 

1.9 

0. 5-0.9 

0.6 

Other  retail  stores . 

2. 4-2. 6 

2.5 

2. 4-2. 5 

2.5 

0. 6-1.1 

0.8 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2.4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  16.)  This  month- to -month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCR  TWO  CONSECUTIVE  MONTHS1— UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

2.8 

1.7-3. 4 

2.7 

2. 0-3.0 

2.6 

4.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

4.6 

3. 1-5.9 

4.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

5.1-19.5 

14.9 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2.0-4 .8 

4.4 

3.6-NA 

5. 0-9. 5 

8.3 

3.1 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  22 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960 . 


Table  12.  RANGE  OF  SAMPLING  VARIABILITY  OF  ESTIMATES  OF  RETAIL  SALES,  FOR  STORES  OF  FIRMS  OPERATING  1  TO  10  RETAIL  STORES — CENSUS  REGIONS,  BY  KIND  OF  BUSINESS 

(Percent)  _ _ _ 
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The  ranges  of  sampling  error  shorn  above  are  based  on  the  unadjusted  data  for  January  through  June  1960. 
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Table  14.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change-  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4 .4 

4.3 

4. 0-4.4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4. 4-5 .4 

4.7 

4. 1-5.4 

4.3 

1.4-1. 9 

1.7 

CHARGE  ACCOUNTS 


United  States,  total . 

1.9-2 .3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2.3-2. 6 

2.4 

2. 2-2 .4 

2.4 

0. 7-1.1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3. 1-4.4 

4.1 

3. 0-4. 4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3. 7 

3.6 

3. 5-3. 6 

3.5 

0. 7-1.4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4. 7-5 .4 

4.9 

4.3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALIMENT  ACCOUNTS 


United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

0.8 

Nondurable -goods  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0. 1-0.8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . 

3. 9-4.4 

4.1 

3. 9-5. 4 

3.9 

0. 7-3.1 

1.1 

Furniture,  heme  furnishings  stores . 

4. 7-5 .4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4.4-6. 0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3.7^. 1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shewn  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  21.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 


Table  15.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES- - 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 
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Kind  of  business 


TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general  merchandise  stores, 

Department  stores . . 

Apparel  group . 

Furniture  and  appliance  group . 

Tire,  battery,  accessory  dealers . 

CHARGE  ACCOUNTS 


United  States,  total . 

IAirable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general  merchandise  stores 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Tire,  batteiy,  accessory  dealers . 

INSTALIMENT  ACCOUNTS 


United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general  merchandise  stores. . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Tire,  battery,  accessory  dealers . 

Z  Sampling  variability  is  less  than  0.1  percent. 

X  No  range  -  upper  and  lower  limits  and  median  are  identical. 
1  See  footnote  1,  table  14. 

Note:  See  Note,  table  14. 


Preliminary 

estimates 

Final  estimates 

Month- to- month 
percentage 
change  1 

Range 

Median 

Range 

Median 

Range 

Median 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-0.1 

0.1 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(ZJ-0.2 

0.1 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

0.3-0. 4 

0.4 

0. 3-0.4 

0.4 

(Z)-0.1 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

1.8-2. 2 

2.0 

1. 8-1.9 

1.9 

0.2-0. 5 

0.4 

0.8-1. 3 

1.0 

0.9-1. 4 

1.0 

(Z)-O.l 

0.1 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

2. 7-2. 8 

2.7 

2. 6-2.7 

2.7 

0.5-0. 8 

0.6 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0. 3-0.9 

0.3 

0. 6-1.7 

1.1 

0.7-1. 1 

1.0 

0.1-1. 3 

0.1 

0.7-1. 1 

0.9 

(X) 

0.8 

(ZJ-1.4 

(Z) 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(Z) 

3.7-4. 4 

4.0 

3.7-3. 8 

3.8 

0.3-0. 7 

0.7 

3. 1-3.7 

3.2 

2. 9-4.3 

3.1 

0.4-0. 8 

0.7 

0.3-0. 4 

0.3 

0.3-0. 4 

0.3 

(ZJ-0.2 

0.1 

0.9-1. 4 

1.1 

0.9-1. 4 

1.1 

0.1-0. 2 

0.1 

0. 3-0.4 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

0.1 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

(Z) 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.3 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(ZJ-0.1 

(Z) 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(ZJ-0.5 

0.2 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 

(Z) 

- 

- 

“ 

“ 

~ 

EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  thatihe  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959 .  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  may  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded .  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service,  Diners '  Club,  etc . 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts . 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows : 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  -the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations.  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores .  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  afbisiness. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample .  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  cf  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  can- 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  films  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  toa  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of-month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 
Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit— e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses .  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of -the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureauaf  the  Census  survey  results . 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi- 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System, "  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  a?  products. 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware  farm  equip¬ 
ment  group  and  the  automotive  group .  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  on  a  probabil¬ 
ity  sample  and  are,  therefore,  subject  to  sampling 
variability.  Estimates  of  these  sampling  varia¬ 
bilities  are  shown  in  tables  10  through  15.  In  order 
to  obtain  a  measure  of  the  variability  of  the  dollar 
volume  and  month-to-month  ratio  estimates  multiply 
the  estimate  by  its  associated  sampling  variability. 
Add  and  subtract  the  product  from  the  estimate .  Since 
the  sampling  variabilities  are  computed  at  the  one 
sigma  level,  the  chances  are  that  two  out  of  three 
times  the  "expected  value"  will  be  within  this  in¬ 
terval.  (The  "expected  value"  refers  to  that  value 
which  could  be  obtained  from  a  complete  enumeration 
using  the  same  techniques  in  collecting  and  process¬ 
ing  as  were  vised  for  the  sample . )  Doubling  the  sam¬ 
pling  variability  and  repeating  this  process  gives 
an  interval  which  will  include  the  "expected  value" 
approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
10  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  10,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio "is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability,  particularly  at  the  regional 


level.  Changes  in  the  sampling  error  for  the  same 
statistic  from  month  to  month,  therefore,  may  be  due 
to  the  variability  in  the  estimate  of  sampling  error. 
It  is  also  to  be  noted  that  measures  of  sampling 
variability  shown  in  this  report  do  not  include 
biases  which  might  arise  from  such  sources  as  non¬ 
reporting  or  response  errors .  Nonresponse  amounts 
to  about  6  percent  for  sales  and  10  percent  for 
accounts  receivable. 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month),  and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple.  Estimates  revised  in  similar  fashion  are  not 
available  for  months  prior  to  January  1960 .  A  more 
detailed  and  technical  description  of  the  development 
of  these  estimates  may  be  obtained  upon  request  to 
the  Bureau  of  the  Census .  A  description  of  the  sam¬ 
ple  as  constituted  in  October  1955,  estimating  pro¬ 
cedure  used,  and  additional  information  on  the  reli¬ 
ability  of  the  estimates  is  available  in  a  pamphlet 


entitled  "Description  of  the  Sample  for  the  Monthly- 
Retail  Trade  Report . " 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  9,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Unlike  the  new  month's  sales  data  fbr  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  will  not  be  final  since  the  same  firms  are 
not  requested  to  report  each  month;  i.e.,  a  portion 
of  the  Group  II  accounts  receivable  estimates  is  de¬ 
rived  from  "rotating"  panels  (see  Nature  of  the  Sam¬ 
ple  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2,  8,  and  9 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  Ihe  dollar  volume  estimates 
in  table  1.  Because  the  sampling  variability  of 
dollar  estimates  for  those  kinds  of  business  with  an 
asterisk  is  relatively  large,  such  estimates  are  not 
published;  however,  the  percentage  changes  which  are 
derived  from  such  estimates  have  a  smaller  sampling 
variability  than  the  estimates  themselves  and  are 
shown  in  table  2.  For  months  prior  to  May  1960,  the 
percentage  change  figures  shown  in  table  2  for  kinds 
of  business  with  an  asterisk  represent  ratios  based 
on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  tables  8  and  9  for  all  kinds  of  busi¬ 
ness  are  derived  directly  from  the  dollar  volume 
estimates  in  the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  9 

Separate  data  are  presented  in  tables  3  and  9  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  retail 
stores .  Since  all  such  firms  report  sales  figures 
each  month,  sales  estimates  for  this  group  (Table  3) 
are  not  subject  to  sampling  variability.  However, 
the  accounts  receivable  estimates  for  this  group 
(Table  9)  are  subject  to  sampling  variability  (see 
Table  15)  since  a  portion  of  such  estimates  are  de¬ 
rived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
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summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 
For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Sales  of  Stores  of  Firms  Operating  1  to  10 

Retail  Stores,  by  Census  Region — Table  5 

The  data  shown  in  table  5  exclude  figures  for 
Group  II  firms  because  such  firms  report  only  totals 
for  the  United  States  on  a  consolidated  basis  which 
do  not  permit  preparation  of  separate  estimates  by 
Census  regions. 

Percentage  Changes  in  Sales  of  Stores  of  Firms 

Operating  1  to  10  Retail  Stores — 

Specified  SMSA's — Table  6 

The  percentage  changes  in  table  6  are  based  on 
weighted  reports  received  fran  stores  of  organizations 
which  operate  1-10  stores.  They  represent  the  expe¬ 
riences  of  only  those  stores  which  were  in  business 
during  the  months  for  which  comparisons  are  made  and 
which  reported  their  individual  dollar  sales  figures 
to  the  Bureau  of  the  Census  in  time  to  be  included 
in  the  tabulations.  The  SMSA's  were  selected  for  in¬ 
clusion  in  this  table  on  the  basis  of  the  relatively 
low  sampling  variability  associated  with  the  esti¬ 
mates  for  these  areas. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume  es¬ 
timates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  haven*  been  included  in  this  publication 
basically  because  their  sampling  variability  is  so 
high  relative  to  the  changes  from  month  to  month,  or 
between  other  periods,  that  might  be  anticipated 
actually  to  occur,  as  to  make  them  potentially  mis¬ 
leading.  The  Bureau  of  the  Census,  on  request,  will 
release  such  figures  for  individual  use,  though  not 
for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of-business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 
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DEFINITIONS  OF  SELECTED  STANDARD  METROPOLITAN  AREAS  INCLUDED  IN  TABLES  6  AND  7 


AKRON,  OHIO:  Summit  County 

ALBANY-SCHENECTADY-TROY,  N.  Y. :  Albany,  Rensselaer, 
and  Schenectady  Counties 
ASHEVILLE ,  N .  C . :  Buncombe  County 
ATLANTA,  GA. :  Cobb,  De  Kalb,  and  Fulton  Counties 
ATLANTIC  CITY,  N.  J. :  Atlantic  County 
AUGUSTA,  GA. :  Richmond  County,  Ga. ;  Aiken  County, 

S.  C. 

BALTIMORE,  MD.:  Baltimore  City,  Anne  Arundel  and 
Baltimore  Counties 

BATON  ROUGE,  LA.:  East  Baton  Rouge  Parish 
BEAUMONT -PORT  ARTHUR,  TEX.:  Jefferson  County 
BINGHAMTON,  N.  Y. :  Broome  County 
BIRMINGHAM,  ALA. :  Jefferson  County 
BOSTON,  MASS.:  Suffolk  County  and  parts  of  Essex, 
Middlesex,  Norfolk  and  Plymouth  Counties 
BUFFALO,  N.  Y. :  Erie  and  Niagara  Counties 
CANTON,  OHIO:  Stark  County 
CHARLOTTE,  N.  C. :  Mecklenburg  County 
CHATTANOOGA,  TENN.:  Hamilton  County,  Term.; 

Walker  County,  Ga. 

CHICAGO,  ILL.:  Cook,  Du  Page,  Kane,  Lake  and 
Will  Counties,  Ill.;  Lake  County,  Ind. 

CINCINNATI,  OHIO:  Hamilton  County,  Ohio; 

Campbell  and  Kenton  Counties,  Ky. 

CLEVELAND,  OHIO:  Cuyahoga  and  Lake  Counties 
COLUMBUS,  GA. :  Chattahoochee  and  Muscogee 
Counties,  Ga. ;  Russell  County,  Ala. 

COLUMBUS,  OHIO:  Franklin  County 
CORPUS  CHRIST I ,  TEX.:  Nueces  County 
DALLAS,  TEX.:  Dallas  County 
DENVER,  COLO.:  Adams,  Arapahoe,  Denver  and 
Jefferson  Counties 
DES  MOINES,  IOWA:  Polk  County 
DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne 
Counties 

EL  PASO,  TEX.:  El  Paso  County 
ERIE,  PA. :  Erie  County 

EVANSVILLE,  IND.:  Vanderburgh  County,  Ind.; 

and  Henderson  County,  Ky. 

FLINT,  MICH.:  Genesee  County 
FORT  WAYNE,  IND.:  Allen  County 
FORT  WORTH,  TEX.:  Tarrant  County 
GRAND  RAPIDS,  MICH.:  Kent  County 
HOUSTON,  TEX.:  Harris  County 
INDIANAPOLIS,  IND.:  Marion  County 
JACKSONVILLE,  FLA.:  Duval  County 
KANSAS  CITY,  MO.:  Johnson  and  Wyandotte 

Counties,  Kans.;  Clay  and  Jackson  Comities,  Mo. 
KNOXVILLE,  TENN.:  Anderson,  Blount,  and  Knox 
Counties 

LANCASTER,  PA. :  Lancaster  County 
LEXINGTON,  KY. :  Fayette  County 
LOS  ANGELES-LONG  BEACH,  CALIF. :  Los  Angeles 
and  Orange  Counties 

LOUISVILLE,  KY.:  Jefferson  County,  Ky.;  Clark 
and  Floyd  Counties,  Ind. 

MACON,  GA. :  Bibb  and  Houston  Counties 
MEMPHIS,  TENN.:  Shelby  County 
MIAMI ,  FLA. :  Dade  County 
MILWAUKEE,  WIS. :  Milwaukee  County 
MINNEAPOLIS, ST.  PAUL,  MINN.:  Anoka,  Dakota, 
Hennepin  and  Ramsey  Counties 
MOBILE,  ALA.:  Mobile  County 
NASHVILLE,  TENN.:  Davidson  County 
NEW  ORLEANS,  LA.:  Jefferson,  Orleans  and 
St.  Bernard  Parishes 


NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

New  York  portion. — New  York  City  (Bronx,  Kings, 

New  York,  Queens,  and  Richmond  Counties); 

Nassau,  Rockland,  Suffolk,  and  Westchester 
Counties 

New  Jersey  portion. — Bergen,  Essex,  Hudson,  Middle¬ 
sex,  Morris,  Passaic,  Somerset  and  Union  Counties 
NORFOLK-PORTSMDUTH,  VA.:  Norfolk,  Portsmouth, 

South  Norfolk,  and  Virginia  Beach  cities; 

Norfolk  and  Princess  Anne  Counties 
OKLAHOMA  CITY,  OKLA. :  Oklahoma  County 
OMAHA,  NEBR. :  Douglas  and  Sarpy  Counties,  Nebr. ; 

Pottawattamie  County,  Iowa 
PEORIA,  ILL. :  Peoria  and  Tazewell  Counties 
PHILADELPHIA,  PA.:  Bucks,  Chester,  Delaware,  Mont¬ 
gomery,  and  Philadelphia  Counties,  Pa.;  Burling¬ 
ton,  Camden,  and  Gloucester  Counties,  N.  J. 

PHOENIX,  ARIZ.:  Maricopa  County 
PITTSBURGH,  PA.:  Allegheny,  Beaver,  Washington, 
and  Westmoreland  Counties 
PORTLAND,  OREG. :  Clackamas,  Multnomah,  and  Wash¬ 
ington  Counties,  Oreg.;  Clark  County,  Wash. 
PROVIDENCE,  R.  I.:  Bristol  County  and  parts  of 
Kent,  Providence,  and  Washington  Counties,  R.  I. ; 
parts  of  Bristol,  Norfolk,  and  Worcester 
Counties,  Mass. 

READING,  PA.:  Berks  County 

RICHMOND,  VA. :  Richmond  City,  Chesterfield,  and 
Henrico  Counties 

ROCHESTER,  N.  Y. :  Monroe  County 
SACRAMENTO,  CALIF.:  Sacramento  County 
ST.  JOSEPH,  MO.:  Buchanan  County 
ST.  LOUIS,  MO.:  St.  Louis  City,  St.  Charles  and 
St.  Louis  Counties,  Mo.;  Madison  and  St.  Clair 
Counties,  Ill. 

SALT  LAKE  CITY,  UTAH:  Salt  Lake  County 
SAN  ANTONIO,  TEX.:  Bexar  County 
SAN  DIEGO,  CALIF.:  San  Diego  County 
SAN  FRANCISCO-OAKLAND,  CALIF.:  Alameda,  Contra 
Costa,  Marin,  San  Francisco,  San  Mateo,  and 
Solano  Counties 

SAVANNAH,  GA. :  Chatham  County 
SEATTLE,  WASH.:  King  County 
SHREVEPORT,  LA.:  Bossier  and  Caddo  Parishes 
SOUTH  BEND,  IND. :  St.  Joseph  County 
SPOKANE,  WASH.:  Spokane  County 
SPRINGFIELD,  MO.:  Greene  County 
SPRINGFIELD,  OHIO:  Clark  County 
SYRACUSE,  N.  Y.:  Onondaga  County 
TACOMA,  WASH.:  Pierce  County 
TAMPA, ST.  PETERSBURG,  FLA.:  Hillsborough  and 
Pinellas  Counties 
TOLEDO,  OHIO:  Lucas  County 
TRENTON,  N.  J.:  Mercer  County 
TULSA,  OKLA.:  Tulsa  County 

UTICA-ROME,  N.  Y.:  Herkimer  and  Oneida  Counties 
WACO ,  TEX . :  McLennan  County 
WASHINGTON,  D.  C.:  The  District  of  Columbia; 
Alexandria  and  Falls  Church  cities;  Arlington 
and  Fairfax  Counties,  Va. ;  Montgomery  and  Prince 
Georges  Counties,  Md. 

WHEELING,  W.  VA. :  Brooke,  Hancock,  Marshall,  and 
Ohio  Counties,  W.  Va.;  Belmont,  Ohio 
WICHITA,  KANS.:  Sedgwick  County 
WORCESTER,  MASS.:  Part  of  Worcester  County 
YOUNGSTOWN,  OHIO:  Mahoning  and  Trumbull  Counties, 
Ohio;  Mercer  County,  Pa. 


Note:  The  above  definitions  of  the  selected  Standard  Metropolitan  Areas  correspond  to  the  descriptions 
as  defined  prior  to  May  1956  by  the  Bureau  of  the  Budget. 
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CENSUS  REGIONS 

NORTHEAST  REGION 

NORTH  CENTRAL  REGION 

SOUTH  REGION 

WEST  REGION 

New  England  Division 

East  North  Central  Division 

South  Atlantic  Division 

Mountain  Division 

Maine 

Ohio 

Delaware 

Montana 

New  Hampshire 

Indiana 

Maryland 

Idaho 

Vermont 

Illinois 

District  of  Columbia 

Wyoming 

Massachusetts 

Michigan 

Virginia 

Colorado 

Rhode  Island 

Wisconsin 

West  Virginia 

New  Mexico 

Connecticut 

North  Carolina 

Arizona 

South  Carolina 

Utah 

Middle  Atlantic  Division 

West  North  Central  Division 

Georgia 

Florida 

Nevada 

New  York 

Minnesota 

New  Jersey 

Iowa 

Pennsylvania 

Missouri 
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SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  February  1963  were  estimated  at  $17.2 
billion,  6  percent  below  sales  for  January  1963,  but 
7  percent  higher  than  February  1962.  After  adjust¬ 
ment  for  seasonal  variations  and  trading  day  differ¬ 
ences,  but  not  for  price  changes,  February  1963 
sales  amounted  to  $20.5  billion,  7  percent  higher 
than  February  a  year  ago  and  1  percent  higher  than 
January  1963.  Adjusted  sales  of  durable-goods  stores 
in  February  1963  increased  2  percent  from  January 
1963,  and  were  10  percent  above  February  1962.  Ad¬ 
justed  sales  of  nondurable-goods  stores  were  1  per¬ 
cent  higher  than  January  1963,  and  6  percent  above 
the  February  1962  level. 

Based  on  adjusted  data,  the  increase  since  January 
1963  in  sales  of  durable-goods  stores  reflected  in¬ 
creases  in  the  automotive  group  and  furniture  and 
appliance  group  ( +2$  and  +1$  respectively) .  In  the 
nondurable-goods  stores  category,  sales  increases 
were  shown  for  eating  and  drinking  places  (+4)6)  and 
the  apparel  group  ( +1$) .  Sales  for  the  food  group 
decreased  1  percent. 

A  comparison  of  adjusted  sales  for  February  1963 
with  those  for  the  same  month  a  year  ago,  shows  that 
all  major  kinds-of-business  groups  increased  over 
last  year.  In  the  nondurable-goods  category,  sales 
for  the  general  merchandise  group  were  up  9  percent, 
followed  by  the  apparel  group  and  gasoline  service 
stations  ( +5$  each),  and  the  food  group  (+4$).  The 
automotive  group  led  durable-goods  stores  with  an 
increase  of  13  percent,  followed  by  the  furniture 
and  appliance  group  (+8$),  and  the  lumber,  building, 
hardware,  farm  equipment  group  (+1$) . 

Cumulative  sales  of  all  retail  stores  for  the  first 
two  months  of  1963  amounted  to  $35.4  billion  or  7 
percent  above  the  $33.0  billion  reported  for  the 
same  period  in  1962.  On  an  adjusted  basis  all  major 
kinds-of-business  groups  showed  sales  increases, 
with  the  automotive  group  reporting  a  cumulative 
sales  increase  of  12  percent,  followed  by  the  general 
merchandise  group  (+9$). 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $12.7 
billion  in  total  accounts  receivable  balances  owed 


SALES  OF  ALL  RETAIL  STORES- 
FIRST  TWO  M0NTNS-1960  THROUGH  1963 

[Not  adjusted  for  seasonal  variations  or  trading  day  differences  J 


1960  1961  1962  1963 
|  NONDURABLE-GOODS  STORES  DURABLE-GOODS  STORES 

^CTcentage^flgures^repreBen^ercent^oMolaj^sale^^^^^^^^Buec^Au^o^^M^^^N*^^ 

by  customers  as  of  February  28,  1963.  This  amount 
was  6  percent  more  than  the  $12.0  billion  reported 
as  of  February  28,  1962,  and  about  5  percent  less 
than  the  $13.5  billion  outstanding  at  the  end  of 
January  1963.  The  increase  in  total  credit  balances 
from  the  February  1962  level,  based  on  data  not  ad¬ 
justed  for  seasonal  variations,  reflected  a  12  per¬ 
cent  increase  in  installment  account  balances  and  a 
1  percent  increase  in  charge  account  balances.  Com¬ 
pared  with  January  1963,  installment  account  balances 
decreased  8  percent,  while  charge  account  balances 
decreased  3  percent. 

Total  receivable  balances  of  durable-goods  stores 
as  of  February  28,  1963  were  3  percent  lower  than 
balances  for  the  previous  month,  but  3  percent  above 
February  1962.  Nondurable-goods  stores  reported  a  7 
percent  decrease  in  total  credit  outstanding  from  the 
January  31,  1963  total,  but  an  8  percent  increase 
over  the  total  for  the  end  of  February  a  year  ago. 


For  sale  by  the  Superintendent  of  Documents,  Government  Printing  Office,  Washington  25,  D.C.  Annual  subscription  to  Current  Retail  Trade  Reports 
(Weekly  Retail  Sales  Report,  Advance  Monthly  Retail  Sales  Report,  Monthly  Retail  Trade  Report,  and  Annual  Retail  Trj-lTT??,  i  rt~  injl  MsfUrsWle 
subscription)  $5.00.  Single  copies,  available  only  from  the  Bureau  of  the  Census,  10«  each. 
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(Millions  of  dollars) 


Kind  of  business 

1963 

1962 1 

TotJ 
2  mon 

al 

_ 

1  Jan.1 

Feb.  2 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1963 

1962 

Data 

NOT  ADJUSTED  for  seasonal  variations  or 

trading  day  differences 

United  States,  total . 

18,261 

17,169 

16, 042 

19,036 

19,251 

20,226 

20,254 

19,138 

19,920 

18,863 

20,576 

20,911 

24,127 

35,430 

33,049 

Durable-goods  stores,  total . 

5,695 

5,448 

4,980 

6,139 

6, 284 

6,  828 

6,786 

6, 330 

6, 321 

5,604 

6,988 

6,742 

6,766 

11,143 

10,154 

Nondurable-goods  stores,  total . 

12,566 

11,721 

11,062 

12,  897 

12,967 

13,398 

13, 468 

12,808 

13, 599 

13, 259 

13,588 

14,169 

17,  361 

24,287 

22,895 

Pood  group . 

4,738 

4,479 

4, 314 

4,971 

4,  520 

4,791 

5,033 

4,733 

4,997 

4, 823 

4, 803 

4,917 

5,237 

9,217 

8,784 

Grocery  stores  . 

4,303 

4,058 

3,902 

4,522 

4,073 

4,  326 

4,563 

4, 267 

4,521 

4,  369 

4, 350 

4,456 

4,732 

8,361 

7,945 

Meat  markets . 

124 

117 

118 

126 

120 

128 

127 

122 

125 

121 

124 

127 

134 

241 

238 

Bakery  products  stores . 

90 

86 

80 

90 

86 

85 

88 

84 

89 

90 

95 

97 

102 

176 

167 

Eating  and  drinking  places . 

1,334 

1,270 

1,185 

1,336 

1,371 

1,486 

1,537 

1,566 

1,630 

1,  513 

1,485 

1,445 

1,479 

2,604 

2,457 

Eating  places . 

920 

877 

804 

917 

955 

1,041 

1,086 

1,106 

1,152 

1,062 

1,030 

994 

1,010 

1,797 

1,670 

Restaurants,  cafeterias,  lunchrooms . 

775 

738 

679 

764 

779 

836 

867 

884 

928 

868 

849 

825 

843 

1,513 

1,410 

Drinking  places . 

414 

393 

381 

419 

416 

445 

1  451 

460 

478 

451 

455 

451 

469 

807 

787 

General  merchandise  group . 

1,756 

1,633 

1,513 

1,966 

**2,152 

*2,201 

**2,141 

*1,926 

r2,241 

2,232 

2,372 

2,711 

4, 119 

3,389 

3, 145 

Department  stores  and  dry  goods,  general 

_ 

merchandise  stores . 

1,260 

1,136 

1,044 

1,399 

'1,530 

*1,574 

*1,539 

■.1,365 

11,584 

1,613 

1,724 

1,959 

2,972 

2,396 

2,208 

Department  stores . 

1,005 

904 

850 

1,146 

1,248 

1,282 

1,262 

1,106 

1,266 

1,303 

1,377 

1,575 

2,422 

1,909 

1,795 

Variety  stores . 

259 

275 

265 

324 

363 

351 

352 

323 

367 

352 

360 

400 

751 

534 

514 

Mail  order  houses  (department  store 

merchandise) . . . 

139 

131 

121 

145 

156 

163 

137 

131 

180 

165 

183 

245 

267 

270 

252 

Apparel  group . 

986 

837 

795 

1,063 

1,307 

1,183 

1, 121 

971 

1,096 

1,193 

1,214 

1,320 

2,127 

1,823 

1,743 

Men's,  boys'  wear  stores3 . 

204 

163 

149 

186 

221 

221 

233 

185 

192 

206 

226 

258 

467 

367 

345 

Men's,  boys'  clothing,  furnishings  stores. 

197 

158 

145 

182 

217 

217 

229 

180 

187 

199 

217 

250 

456 

355 

336 

Women's  apparel,  accessory  stores4 . 

377 

328 

312 

418 

496 

463 

407 

368 

414 

455 

468 

513 

801 

705 

673 

Women's  ready-to-wear  stores . 

329 

287 

270 

363 

431 

403 

356 

322 

363 

405 

413 

450 

698 

616 

578 

190 

159 

155 

217 

262 

239 

228 

194 

216 

232 

248 

28C 

465 

349 

339 

Shoe  stores . 

169 

148 

145 

196 

270 

214 

212 

182 

215 

236 

212 

209 

305 

317 

311 

Furniture  and  appliance  group . 

830 

779 

725 

814 

789 

876 

894 

873 

948 

916 

962 

1, 020 

1,216 

1,609 

1,506 

Furniture,  home  furnishings  stores . 

517 

502 

461 

532 

529 

577 

580 

573 

625 

598 

627 

658 

745 

1,019 

953 

Furniture  stores . 

374 

357 

328 

373 

368 

423 

425 

429 

472 

44 3 

462 

478 

563 

731 

685 

Household  appliance,  TV,  radio  stores . 

313 

277 

264 

282 

260 

299 

314 

300 

323 

318 

335 

362 

471 

590 

553 

Household  appliance  dealers . 

228 

200 

198 

213 

202 

239 

252 

242 

253 

245 

250 

270 

346 

428 

417 

Lumber,  building,  hardware,  farm  equipment 

921 

891 

873 

1,105 

1,287 

1,428 

1,434 

1, 397 

1,435 

1, 343 

1,420 

1,271 

1, 190 

1,812 

1,758 

Lumber  yards,  building  materials  dealers5... 

520 

493 

501 

623 

728 

814 

829 

850 

874 

782 

846 

760 

609 

1,013 

1,023 

Lumber  yards . 

347 

322 

314 

389 

467 

535 

558 

572 

595 

522 

560 

500 

398 

669 

642 

Hardware  stores . 

175 

158 

151 

193 

222 

249 

239 

220 

222 

217 

222 

216 

312 

333 

316 

Automotive  group . 

3,487 

3,318 

2,994 

3,780 

3,763 

4,026 

3,944 

3,567 

3,421 

2, 808 

4,082 

3,869 

3,434 

6,805 

6, 100 

Passenger  car,  other  automotive  dealers . 

3,309 

3,153 

2,  832 

3, 579 

3,544 

3,786 

3,697 

3, 334 

3, 194 

2,599 

3,  85C 

3, 641 

3,139 

6,462 

5,763 

Passenger  car  dealers6 . 

3,215 

3,044 

2,750 

3,477 

3,421 

3,648 

3, 532 

3,177 

3,062 

2,495 

3,736 

3, 542 

3,053 

6,259 

5,605 

Passenger  car  dealers  (franchised) . 

2,921 

2,745 

2, 507 

3,143 

3,078 

3,292 

3, 174 

2, 838 

2,716 

2,199 

3,404 

3, 229 

2,784 

5,666 

5,119 

Tire,  battery,  accessory  dealers . 

178 

165 

162 

201 

219 

240 

247 

233 

227 

209 

232 

228 

295 

343 

337 

Gasoline  service  stations . . 

1,540 

1,402 

1, 333 

1,487 

1,511 

1, 577 

1,623 

1,647 

1,662 

1,564 

1,604 

1,561 

1, 629 

2,942 

2,780 

Other  retail  stores . 

2,669 

2, 560 

2, 310 

2,514 

*2,551 

**2,658 

**2,527 

**2,458 

**2,490 

2,471 

2, 634 

2,797 

3,696 

5,229 

4,776 

Drug  and  proprietary  stores . 

649 

639 

622 

657 

643 

669 

667 

646 

658 

632 

647 

660 

88C 

1,288 

1,273 

Drug  stores . 

630 

619 

602 

636 

622 

647 

642 

619 

632 

606 

623 

636 

848 

1,249 

1,231 

Liquor  stores . 

409 

387 

372 

408 

402 

424 

435 

437 

461 

436 

447 

488 

700 

796 

763 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences7 

United  States,  total . 

20.247 

20.452 

19,027 

19,328 

19, 673 

19, 508 

19, 163 

19, 761 

19,645 

19, 693 

19,  821 

20,  230 

20,203 

40,699 

37,925 

Durable-goods  stores,  total . 

6,477 

6,602 

5,977 

6,180 

6,332 

6,169 

6, 029 

6,378 

6, 128 

6,125 

6,4S1 

6,523 

6,453 

13,079 

11,897 

Nondurable-goods  stores,  total . 

13,770 

13,850 

13,050 

13,148 

13, 341 

13, 339 

13,134 

13, 383 

13, 517 

13,568 

13,340 

13,707 

13,750 

27,620 

26,028 

Food  group . 

4,943 

4,911 

4,732 

4,680 

4,787 

4,  801 

4,722 

4, 835 

4,  856 

4,915 

4,846 

4, 813 

4,921 

9,854 

9,416 

Grocery  stores  . 

4,485 

4,451 

4,280 

4,237 

4,  318 

4, 335 

4, 269 

4, 368 

4,391 

4,453 

4,  39C 

4,  36C 

4,474 

8,936 

8,516 

Eating  and  drinking  places . . 

1,463 

1,520 

1,414 

1,441 

1,426 

1,444 

1,464 

1,404 

1,461 

1,454 

1,443 

1, 486 

1,465 

2,983 

2,801 

General  merchandise  group . 

2,320 

2,329 

2,138 

2, 246 

*2,248 

^2, 263 

*2,193 

*2.283 

32, 294 

2,332 

2,  229 

2,393 

2,  34C 

4,649 

4,271 

Department  stores . 

1,336 

1,337 

1,241 

1,323 

1,301 

1,315 

1,294 

1,340 

1,303 

1,362 

1,254 

1,355 

1,  389 

2,673 

2,473 

Variety  stores . 

373 

379 

366 

380 

379 

376 

357 

374 

381 

366 

371 

392 

356 

752 

726 

Mail  order  houses  (department  store  mdse.).. 

177 

174 

159 

162 

171 

167 

160 

167 

181 

182 

163 

177 

167 

351 

322 

Apparel  group . 

1,220 

1,231 

1,170 

1,217 

1,207 

1,196 

1,114 

1,200 

1, 224 

1,203 

1, 16C 

1, 231 

1,219 

2,451 

2,355 

Men's,  boyB '  wear  stores3 . 

230 

240 

218 

232 

231 

236 

208 

229 

237 

236 

225 

231 

231 

470 

442 

Yemen's  apparel,  accessory  stores  4 . 

461 

464 

438 

464 

450 

451 

431 

462 

463 

467 

44; 

483 

467 

925 

885 

Shoe  stores . 

215 

218 

217 

215 

222 

205 

198 

208 

223 

20f 

211 

217 

22; 

433 

431 

Furniture  and  appliance  group . 

941 

949 

879 

888 

888 

876 

861 

906 

909 

951 

891 

924 

949 

1,890 

1,764 

Furniture,  home  furnishings  stores . 

600 

611 

558 

576 

582 

562 

565 

604 

595 

625 

574 

585 

603 

1,211 

1,127 

Household  appliance,  TV,  radio  stores . 

341 

338 

321 

312 

306 

314 

296 

304 

314 

326 

3  n 

339 

346 

679 

637 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,266 

1,267 

1,251 

1,225 

1,273 

1,257 

1,  212 

1,269 

1,261 

1,251 

1, 237 

1,  30C 

1,30* 

2,533 

2,465 

Lumber  yards,  building  materials  dealers5... 

714 

710 

722 

715 

753 

728 

712 

763 

736 

71C 

71  f 

744 

70f 

1,424 

1,436 

Hardware  stores . . . 

227 

218 

210 

222 

219 

218 

21C 

215 

215 

223 

209 

217 

247 

445 

423 

Automotive  group . . . 

3,726 

3,803 

3, 361 

3,557 

3,646 

3,520 

3,436 

3,658 

3,423 

3,372 

3,83i 

3, 76C 

3,66; 

7,529 

6,709 

Pmsaenger  cm,  other  auti^otlve  deeler* . 

3,502 

3,576 

3,138 

3,329 

3,422 

3,297 

3,22C 

3,446 

3,218 

3,14<3 

3, 61C 

3,533 

3, 41  f 

7,078 

6,264 

Tire,  battery,  accessory  dealers . 

224 

227 

223 

228 

224 

223 

216 

212 

205 

223 

22; 

27) 

20- 

451 

445 

Gasoline  service  stations . 

1,639 

1,616 

1, 539 

1,552 

1,547 

1,533 

1,553 

1,525 

1, 546 

1,563 

1,566 

1,  566 

1,  60! 

3,255 

3,082 

Drug  and  proprietary  stores . 

663 

686 

665 

658 

675 

677 

68C 

674 

673 

651 

646 

69C 

68< 

1,349 

1,320 

Liquor  stares . 

460 

461 

446 

422 

459 

448 

433 

446 

471 

436 

45< 

47* 

44 < 

921 

892 

1  Final  estimates.  \  r  Revised. 

2  Preliminary  estimates.  /  899  Explanatory  Material,  page  14. 

*  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

5  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores.  6  Includes  both  franchised  and  nonfranchiaed  car  dealers. 

7  Data  adjusted  for  seasonal  variations  and  trading  day  differences  by  Office  of  Business  Economics,  U.  S.  Department  of  C crane rce . 

Note:  United  States  and  group  totals  Include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shewn  In  table  8,  page  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES — UNITED  STATES,  BY  KIND  OF  BUSINESS:  FEBRUARY  1963 


Percentage  changes  in  sales— 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

February  1963 
from — 

2  mos. 
1963 

Kind  of  business 

February  1963 
from — 

2  mos. 
1963 
from 

2  mos. 
1962 

Feb. 

1962 

Jan. 

1963 

2  mos. 
1962 

Feb. 

1962 

Jan. 

1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+7 

-6 

+7 

Durable-goods  stores,  total . 

+9 

-4 

+10 

Nondurable-goods  stores,  total . 

+6 

-7 

+6 

Food  group . 

+4 

-5 

+5 

Grocery  stores . 

+4 

-6 

+5 

Meat  markets . 

-i 

-6 

+1 

Fruit  stores, vegetable  markets* . 

+12 

-3 

+5 

Candy,  nut,  confectionery  stores* . 

+5 

+16 

0 

Bakery  products  stores . 

+8 

-4 

+5 

Delicatessen  stores* . 

-4 

-8 

-2 

Eating  and  drinking  places . 

+7 

-5 

+6 

Eating  places . 

Restaurants,  cafeterias,  lunch- 

+9 

-5 

+8 

rooms . 

+9 

-5 

+7 

Drinking  places . 

+3 

-5 

+3 

General  merchandise  group . 

Department  stores  and  dry  goods. 

+8 

-7 

+8 

general  merchandise  stores . 

+9 

-10 

+9 

Department  stores . 

+6 

-10 

+6 

Variety  stores . 

Mail  order  houses ( department 

+4 

+6 

+4 

store  merchandise) . 

+8 

-6 

+7 

Apparel  group . 

Men's,  boys'  clothing,  furnishings 

+5 

-15 

+5 

stores . . . . 

+9 

-20 

+6 

Men's,  boys'  clothing  stores* . 

+12 

-20 

+10 

Men's,  boys'  furnishings  stores*.... 

-3 

-19 

-7 

Women's  ready-to-wear  stores . 

+6 

-13 

+7 

Family  clothing  stores . 

Women's  apparel,  accessory, 

+3 

-16 

+3 

specialty  stores* . 

0 

-11 

+1 

Sioe  stores . - . . . 

+2 

-12 

+2 

Furriers,  fur  shops* . 

-18 

-25 

-25 

Furniture  and  appliance  group . 

+7 

-6 

+7 

Furniture  stores . 

+9 

-5 

+7 

Floor  coverings  stores* . 

Household  appliance,  TV,  radio 

+6 

+2 

+13 

stores . 

+5 

-12 

+7 

Household  appliance  stores . 

+1 

-12 

+3 

TV,  radio  stores* . 

+18 

-9 

+22 

Lumber,  building,  hardware,  farm 

equipment  group . 

+2 

-3 

+3 

Lumber,  building  materials  dealers... 

-2 

-5 

-1 

Lumber  yards . 

+3 

-7 

+4 

Paint,  glass,  wallpaper  stores* . 

Heating  and  plumbing  equipment 

0 

0 

-9 

dealers* . 

-21 

0 

-26 

Hardware  stores . 

+5 

-10 

+5 

Farm  equipment  dealers* . 

+9 

+6 

+10 

Automotive  group . 

+11 

-5 

+12 

Passenger  car  dealers . 

+11 

-5 

+12 

Passenger  car  dlrs. (franchised) _ 

+9 

-6 

+11 

Tire,  battery,  accessory  dealers . 

+2 

-7 

+2 

Gasoline  service  stations . 

+5 

-9 

+6 

Fuel,  fuel  oil  dealers* . 

+18 

-13 

+16 

Fuel  dealers,  except  fuel  oil* . 

+19 

-13 

+16 

Fuel  oil  dealers* . 

+18 

-15 

+16 

Drug  and  proprietary  stores . 

+3 

-2 

+1 

Drug  stores . 

+3 

-2 

+1 

Liquor  stores . 

+4 

-5 

+4 

Jewelry  stores* . 

+7 

-5 

+12 

Florists* . 

+15 

+5 

+9 

Book  stores* . 

+32 

+25 

+27 

Stationery  stores* . 

+17 

-7 

+16 

Music  stores* . 

+24 

-9 

+15 

Camera,  photographic  supply  stores*.... 

+44 

-10 

+28 

Luggage,  leather  goods  stores* . 

-25 

0 

-25 

Optical  goods  stores* . . . 

+33 

0 

+23 

Typewriter  stores* . 

+60 

-6 

+50 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences1 


United  States,  total . 

+7 

+1 

+7 

Furniture  and  appliance  group . 

+8 

+1 

+7 

Furniture,  home  furnishings  stores... 

+9 

-2 

+7 

Durable-goods  stores,  total . 

+10 

+2 

+10 

Household  appliance,  TV,  radio  stores. 

+5 

-1 

+7 

Nondurable-goods,  stores,  total . 

+6 

+1 

+6 

Food  group . 

+4 

-1 

+5 

Lumber,  building,  hardware,  farm 

Grocery  stores . 

+4 

-1 

+5 

equipment  group . 

+1 

0 

+3 

lumber,  building,  materials  dealers.. 

-2 

-1 

-i 

Eating  and  drinking  places . 

+7 

+4 

+6 

Hardware  stores . 

+4 

-4 

+5 

General  merchandise  group . 

+9 

0 

+9 

Automotive  group . 

+13 

+2 

+12 

Department  stores . 

+8 

0 

+8 

Passenger  car  and  other  automotive 

Variety  stores . 

+4 

+2 

+4 

+14 

+2 

+1  3 

Mail  order  houses  (department  store 

Tire,  battery,  accessory  dealers . 

+2 

+i 

+i 

merchandise) . 

+9 

-2 

+9 

Gasoline  service  stations . 

+5 

-1 

+6 

Apparel  group . 

+5 

+1 

+4 

+10 

+6 

+3 

+3 

+2 

Women's  apparel,  accessory  stores . 

+6 

-1 

+5 

Sioe  stores . 

0 

-1 

0 

+3 

o 

+3 

*  See  Explanatory  Material,  page  15. 

1  Adjusted  data  based  on  adjustment  factors  as  developed  by  Office  of  Business  Economics,  U.  S.  Department  of  Commerce. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds 
of  business  with  an  asterisk,  see  table  9,  page  9. 


Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  FEBRUARY  1963 

(Millions  of  dollars) 
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1963 


1962 


Total 
2  months 


Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1963 

1962 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,075 

3, 826 

3,673 

4, 508 

4,464 

4, 594 

4,698 

4, 269 

4,670 

4,559 

4,692 

5,056 

6, 527 

7,901 

7, 539 

Durable-goods  stores,  total . 

283 

272 

259 

326 

335 

368 

368 

362 

378 

356 

392 

395 

468 

555 

523 

Nondurable-goods  stores,  total . 

3,792 

3, 554 

3,414 

4,182 

4, 129 

4, 226 

4, 330 

3,907 

4, 292 

4, 203 

4, 300 

4, 661 

6,059 

7, 346 

7,016 

Food  group . 

1,951 

1,842 

1,792 

2,152 

1, 863 

1,964 

2,096 

1,873 

2,015 

1,946 

1,943 

2,053 

2,165 

3,793 

3,625 

Grocery  stores1 . 

1, 897 

1,790 

1,744 

2, 100 

1,805 

1,908 

2,041 

1,818 

1,960 

1,893 

1,890 

2,000 

2, 103 

3,687 

3,528 

Eating  and  drinking  places . 

91 

89 

88 

98 

98 

104 

106 

105 

106 

101 

103 

99 

101 

180 

181 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1, 120 

1,035 

965 

1,253 

1,398 

1,424 

1,402 

1, 262 

1,459 

1,436 

1,519 

1, 734 

2,664 

2, 155 

2,017 

merchandise  stores . 

792 

708 

659 

889 

984 

1,012 

1,002 

887 

1,008 

1,019 

1,077 

1,214 

1,849 

1,500 

1,404 

Department  stores . 

689 

618 

576 

775 

858 

883 

875 

770 

870 

885 

939 

1,062 

1,617 

1,307 

1,218 

Variety  stores . 

191 

204 

196 

241 

277 

268 

271 

248 

285 

271 

279 

307 

578 

395 

379 

Apparel  group . 

232 

202 

198 

273 

361 

315 

299 

250 

291 

318 

314 

346 

546 

434 

422 

Men's,  boys'  wear  stores2 . 

24 

19 

18 

25 

32 

29 

30 

22 

23 

25 

30 

35 

58 

43 

42 

Women's  apparel,  accessory  stores3 . 

93 

82 

79 

108 

139 

128 

116 

100 

115 

125 

124 

143 

228 

175 

164 

Women's  ready-to-wear  stores . 

86 

76 

72 

99 

126 

116 

105 

91 

106 

115 

114 

132 

209 

162 

149 

Shoe  stores . 

70 

64 

64 

82 

118 

97 

95 

79 

96 

105 

93 

93 

14  2 

134 

134 

Furniture  and  appliance  group . 

72 

71 

70 

83 

82 

88 

84 

85 

90 

89 

101 

104 

119 

143 

145 

Tire,  battery,  accessory  dealers . 

69 

62 

65 

80 

87 

100 

101 

96 

91 

86 

92 

92 

126 

131 

136 

Other  retail  stores . 

364 

362 

332 

382 

374 

387 

395 

383 

395 

386 

407 

431 

604 

726 

677 

Drug  and  proprietary  stores . 

129 

128 

118 

130 

130 

132 

135 

129 

131 

129 

132 

137 

213 

257 

242 

Liquor  stores . 

85 

84 

80 

91 

86 

90 

94 

92 

96 

91 

98 

106 

169 

169 

162 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences4 


United  States,  total . 

4,731 

4,708 

4,523 

4,653 

4,582 

4,591 

4,523 

4,635 

4,670 

4,691 

4, 610 

4,743 

4,741 

9,439 

9,024 

Grocery  stores1 . 

1,965 

1,951 

1, 890 

1,903 

1,921 

1,906 

1,899 

1,913 

1,921 

1,936 

1,940 

1,937 

1,965 

3,916 

3,755 

Eating  and  drinking  places . 

98 

77 

99 

100 

100 

102 

102 

99 

99 

99 

100 

102 

101 

175 

200 

General  merchandise  group . 

1, 505 

1,510 

1,407 

1,511 

1,414 

1,451 

1,420 

1,472 

1,487 

1,496 

1,428 

1,523 

1,503 

3,015 

2,  815 

Department  stores . 

923 

922 

858 

941 

852 

878 

870 

896 

886 

916 

863 

929 

962 

1,845 

1,706 

Variety  stores . 

280 

284 

272 

288 

283 

287 

275 

287 

302 

284 

288 

302 

269 

564 

540 

Apparel  group . 

315 

319 

313 

311 

302 

311 

291 

314 

330 

313 

305 

320 

309 

634 

627 

Men's,  boys'  wear  stores  2 . 

27 

31 

29 

31 

29 

30 

28 

30 

32 

30 

29 

29 

28 

58 

59 

Women's  apparel,  accessory  stores  3 . 

130 

131 

125 

124 

119 

122 

117 

125 

127 

129 

121 

130 

125 

261 

251 

Shoe  stores . 

95 

97 

97 

95 

92 

93 

86 

92 

98 

93 

95 

97 

93 

192 

192 

Tire,  battery,  accessory  dealers . 

88 

86 

88 

91 

89 

89 

87 

89 

86 

93 

90 

94 

98 

174 

180 

Drug  and  proprietary  stores . . . ; . 

138 

146 

135 

133 

138 

134 

136 

134 

135 

135 

136 

142 

142 

284 

268 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  For  February  1963,  weekly  sales  (in  millions  of  dollars)  were  as  follows.  For  week  ending 
February  2  =  461 ;  February  9  =  449  ;  February  16  =  446  ;  February  23  =  439  . 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

4  Data  adjusted  for  seasonal  variations  and  trading  day  differences  by  Office  of  Business  Economics,  U.  S.  Department  of  Commerce. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  FEBRUARY  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1963 

19621 

Total 

2  months 

Jan.1 

ret.2 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1963 

1962 

United  States,  total . 

4,901 

4, 596 

4,306 

5,252 

5, 236 

5,396 

5,499 

5,041 

5,526 

5,413 

5,622 

6,044 

7,767 

9,497 

8,870 

Food  group . 

2, 211 

2,087 

1,986 

2, 363 

2, 058 

2,178 

2,314 

2,097 

2,251 

2,184 

2,200 

2,300 

2,439 

4,298 

4,029 

Grocery  stores . 

2, 138 

2,016 

1,908 

2,281 

1,975 

2,096 

2,236 

2,019 

2, 174 

2,110 

2,125 

2, 225 

2,354 

4,154 

3,871 

Eating  and  drinking  places . 

135 

130 

120 

135 

137 

144 

150 

149 

156 

148 

150 

149 

153 

265 

253 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,235 

1,147 

1,057 

1,380 

*1,  531 

rl,567 

*1, 529 

rl,  373 

*1,614 

1,601 

1,694 

1,953 

2,973 

2,382 

2,205 

merchandise  stores . 

880 

790 

722 

975 

r1.072 

’'l^lll 

953 

rl  098 

*973 

*1*126 

1,145 

1,212 

1,368 

2,073 

1,670 

1,535 

Department  stores . 

753 

677 

624 

843 

*924 

*945 

*831 

*943 

968 

1,033 

1,168 

1,782 

1,430 

1,318 

Drug  and  proprietary  stores . 

156 

155 

144 

157 

157 

160 

164 

159 

164 

158 

161 

166 

256 

3U 

297 

1  Final  estimates.  't  _  __  .  „  .  .  ,  , , 

2  Preliminary  estimate..  /  See  Erpl<mat0’7  Materla1'  P“«e  14 ' 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Revised  Geographic  Area  Data 

The  data  previously  shown  as  Table  5 — "Sales  of  Stores  of  Firms  Operating  1  to  10  Retail  Stores,  by  Census  Region,"  and  as  Table  6 — 'Tercentage 
Change  in  Sales  of  Stores  of  Firms  Operating  1  to  10  Retail  Stores,  by  Specified  Standard  Metropolitan  Areas"  have  been  omitted  from  this  pub¬ 
lication.  Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas,  covering  all  retail  stores  rather  than  only  stores  that  are 
part  of  firms  operating  one  to  ten  stores,  will  be  shown  for  the  first  time  in  a  supplementary  publication  to  be  released  subsequently . 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES  —SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  FEBRUARY  1963 
(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Area 

Percentage  change  in  sales 

Percentage  change  in  sales 

February  1963  from — 

2  mos .  1963 
from 

2  mos.  1962 

Area 

February  1963  from — 

2  mos.  1963 
from 

2  mos.  1962 

February 

1962 

January 

1963 

February 

1962 

January 

1963 

STANDARD  METROPOLITAN  AREA 

New  York- Northeastern  New  Jersey  \  . . 

+2 

-14 

+1 

New  York  City . 

-6 

-17 

-6 

Newark,  N.  J . 

+3 

-6 

0 

Akron,  Ohio . 

+2 

-14 

+2 

Norfolk- Portsmouth,  Va . 

-3 

-16 

+2 

Albany- Schenectady- Troy,  N.  Y . 

+5 

-24 

+1 

Oklahoma  City,  Okla . 

-3 

-8 

+3 

Asheville,  N.  C . 

-3 

-13 

+3 

Atlanta,  Ga . 

+1 

-17 

+7 

Omaha,  Nebr . 

+10 

-2 

44 

Augusta,  Ga . 

-2 

-21 

+7 

Peoria,  Ill . 

+3 

+1 

44 

Philadelphia,  Pa . 

+5 

+12 

-4 

Phoenix,  Ariz . 

NA 

NA 

NA 

Baltimore,  Md . 

+1 

-3 

-1 

Pittsburgh,  Pa . 

-4 

-15 

-3 

Baton  Rouge,  La . 

-11 

-22 

0 

Binghamton,  N.  Y . 

+6 

-1 

+3 

Portland,  Oreg . 

+7 

+1 

+3 

Birmingham,  Ala . 

-8 

-7 

-4 

Reading,  Pa . 

+5 

-10 

44 

Boston,  Mass . 

+11 

-21 

+7 

Richmond,  Va . 

-4 

-15 

0 

Rochester,  N.  Y . 

+6 

-12 

+5 

Sacramento,  Calif . 

+14 

-4 

+10 

Buffalo,  N.  Y . 

+6 

-11 

+7 

Canton,  Ohio . 

-5 

-6 

-4 

St.  Louis,  Mo . 

-6 

-14 

-1 

Chattanooga,  Tenn . 

-4 

-6 

-4 

Salt  Lake  City,  Utah . 

+7 

-3 

+9 

Chicago,  Ill . 

+3 

-9 

+5 

San  Antonio,  Tex . 

+1 

-15 

+7 

+1 

-16 

+1 

+6 

NA 

+7 

San  Diego,  Calif . 

+3 

-12 

+8 

Cleveland,  Ohio . 

-7 

-14 

-5 

Savannah,  Ga . 

+2 

-8 

+5 

Columbus,  Ga . 

NA 

NA 

NA 

Seattle,  Wash . 

-3 

-12 

-2 

Columbus,  Ohio . 

-3 

-14 

0 

Shreveport,  La . 

-2 

-20 

+6 

Corpus  Christi,  Tex . 

-5 

-2 

-2 

South  Bend,  Ind . 

+2 

-13 

+1 

Dallas,  Tex . 

-1 

-10 

+2 

Spokane,  Wash . 

-1 

44 

+1 

Springfield,  Mo . 

-4 

-8 

+3 

Denver,  Colo . 

+3 

-9 

+1 

Springfield,  Ohio . 

+12 

-3 

+7 

Des  Moines,  Iowa . 

+10 

-3 

+7 

Syracuse,  N.  Y . 

+1 

-13 

0 

Detroit,  Mich . 

+6 

-5 

+7 

Tacoma,  Wash . 

+1 

-6 

+1 

El  Paso,  Tex . 

+3 

-9 

+6 

Tampa-St.  Petersburg,  Fla . 

+6 

-3 

+8 

Erie,  Pa . 

-4 

-12 

-10 

Toledo,  Ohio . 

+6 

-8 

+6 

Trenton,  N.  J . 

+3 

-3 

+2 

Evansville,  Ind . 

NA 

NA 

NA 

Tulsa,  Okla . 

0 

-9 

+5 

Flint,  Mich . 

+17 

-8 

+16 

Utica- Rome,  N.  Y . 

+8 

-8 

+5 

Fort  Wayne,  Ind . 

+2 

-6 

-1 

Waco,  Tex . 

0 

-5 

+3 

Fort  Worth,  Tex . 

NA 

NA 

NA 

Grand  Rapids,  Mich . 

+2 

-4 

+1 

Washington,  D.  C . 

+10 

-11 

+10 

Wheeling,  W.  Va . 

+1 

+2 

+1 

Wichita,  Kans . 

-2 

-5 

+3 

Houston,  Tex . 

-1 

-17 

+1 

Worcester,  Mass . 

+6 

-15 

+2 

Indianapolis,  Ind . 

+4 

-12 

+3 

Youngstown,  Ohio . 

-7 

+1 

-9 

Jacksonville,  Fla . 

+4 

-13 

+11 

Kansas  City,  Mo . 

+3 

-5 

+6 

Knorville,  Tenn . 

-12 

-19 

-6 

CITIES 

Lancaster,  Pa . 

+6 

-12 

+3 

Bridgeport,  Conn . 

+5 

-22 

+2 

Lexington,  Ky . 

-1 

+6 

-5 

Bristol,  Tenn.-Va . 

-15 

-13 

-9 

Los  Angeles-Long  Beach,  Calif . 

49 

-9 

+8 

Duluth,  Minn. -Superior,  Wis . 

+2 

-9 

-1 

Louisville,  Ky . 

+3 

-2 

+1 

Minneapolis,  Minn . 

+2 

-3 

+5 

Macon,  Ga . 

-L 

-18 

+5 

Oakland- Berkeley,  Calif . 

+2 

-16 

+7 

Memphis,  Tenn . 

+1 

-7 

44 

Portsmouth,  Ohio . 

-8 

+10 

-8 

Miami,  Fla . 

+6 

-4 

+6 

Rome,  Ga . 

-6 

-13 

+1 

Milwaukee,  Wis . 

+9 

-12 

-5 

St.  Paul,  Minn . 

+3 

-2 

+1 

Mobile,  Ala . 

-6 

-10 

0 

San  Francisco,  Calif . 

+3 

-19 

+3 

New  Orleans,  La . 

-2 

-13 

+5 

Springfield,  Mass . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  banks  and  subject  to  revision. 


7 


Table  6.  ESTIMATED  END-0  F-MD  NTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS — UNITED  STATES,  BY  KIND  OF  BUSINESS:  FEBRUARY  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1963 

19621 

Percentage 
change, 
February  1963 

Jan. 1 

Feb.  2 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Feb. 

1962 

Jan. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

13,474 

12,740 

12,007 

12,135 

12, 678 

12, 868 

13,010 

12,948 

13,045 

13,156 

13,390 

13,557 

14,299 

+6 

-5 

Durable-goods  stores,  total . 

5, 892 

5,714 

5,530 

5,609 

5, 864 

5,948 

6,088 

6,153 

6, 213 

6, 148 

6,  245 

6,  203 

6,241 

+3 

-3 

Nondurable-goods  stores,  total . 

7,582 

7,026 

6,477 

6, 526 

6, 814 

6,920 

6,922 

6,795 

6, 832 

7,008 

7, 145 

7,354 

8,058 

-7 

Food  group . 

328 

325 

353 

347 

331 

343 

354 

351 

364 

365 

355 

345 

354 

-8 

-1 

Grocery  stores . 

270 

269 

299 

296 

280 

291 

305 

295 

300 

303 

297 

288 

297 

-10 

0 

Eating  and  drinking  places . 

87 

87 

60 

65 

65 

64 

64 

58 

60 

57 

70 

76 

96 

+45 

0 

General  merchandise  group . 

4,510 

3,986 

3,454 

3,451 

3, 658 

3,744 

3,843 

3, 838 

3,  885 

4,030 

4, 131 

4,278 

4, 782 

+15 

-12 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

3,489 

3,034 

2,644 

2,647 

2,769 

2,856 

2,941 

2,940 

2,961 

3,080 

3,183 

3,278 

3,720 

+15 

-13 

Department  stores . 

3,104 

2, 682 

2,379 

2,380 

2,479 

2,559 

2,638 

2,634 

2,642 

2, 758 

2,847 

2,934 

3,340 

+13 

-14 

Mail  order  houses  (department  store  mdse.).. 

850 

791 

671 

696 

748 

739 

751 

755 

770 

794 

803 

838 

879 

+18 

-7 

Apparel  group . . . 

998 

914 

919 

905 

932 

898 

873 

821 

828 

893 

926 

930 

1,090 

-1 

-8 

Women's  ready-to-wear  stores . 

453 

419 

406 

419 

437 

414 

386 

363 

367 

402 

420 

429 

509 

+3 

-8 

Furniture  and  appliance  group . 

2,073 

2,040 

1,902 

1,920 

1,937 

1,915 

1, 909 

1, 876 

1,926 

1,919 

1,982 

2, 010 

2, 130 

+7 

-2 

Furniture ,  home  furnishings  stores . 

1,601 

1, 577 

1,442 

1,463 

1,463 

1,442 

1,429 

1,410 

1,460 

1,468 

1,500 

1,535 

1,636 

+9 

-2 

Furniture  stores . 

1,454 

1,432 

1,309 

1, 330 

1,317 

1,303 

1,  290 

1,274 

1,  321 

1,316 

1,332 

1,367 

1,481 

+9 

-2 

Household  appliance,  TV,  radio  stores . 

472 

463 

460 

457 

474 

473 

480 

466 

466 

451 

482 

475 

494 

+1 

-2 

Household  appliance  dealers . 

408 

406 

410 

405 

410 

415 

427 

419 

412 

400 

421 

419 

432 

-1 

-1 

Lumber,  building,  hardware,  farm  equip,  group. 
Lumber  yards,  building  materials  dealers3 . . . 

1,619 

1, 555 

1,571 

1, 605 

1,746 

1, 830 

1, 890 

1,989 

2,001 

1,982 

1,995 

1,936 

1,747 

-1 

-4 

1,177 

1,114 

1, 121 

1,123 

1,242 

1,292 

1, 320 

1,395 

1,426 

1,421 

1,445 

1,438 

1,265 

-1 

-5 

Lumber  yards . 

878 

828 

828 

824 

917 

967 

1,002 

1,063 

1,077 

1,067 

1,066 

1,059 

951 

0 

-6 

Automotive  group . , . 

1,329 

1,294 

1, 307 

1,327 

1,409 

1,452 

1,483 

1,478 

1,462 

1,418 

1,470 

1,421 

1,432 

-1 

-3 

Passenger  car  dealers4 . 

877 

854 

883 

894 

965 

985 

990 

976 

967 

935 

986 

933 

939 

-3 

-3 

Passenger  car  dealers  (franchised) . 

821 

796 

807 

822 

879 

903 

913 

907 

895 

867 

916 

864 

872 

-1 

-3 

Tire,  battery,  accessory  dealers . 

422 

410 

393 

403 

414 

438 

461 

463 

456 

448 

443 

447 

459 

+4 

-3 

Gasoline  service  stations . 

431 

425 

423 

437 

437 

447 

462 

459 

457 

441 

456 

455 

420 

0 

-1 

Other  retail  stores . 

2,099 

2, 114 

2,018 

2,048 

2,163 

2,175 

2,132 

2,078 

2, 062 

2,051 

2,005 

2,106 

2,248 

+■5 

+1 

CHARGE  ACCOUNTS 

United  States,  total . 

6,  842 

6, 608 

6, 541 

6,562 

6,901 

7,008 

7,008 

6,898 

6,973 

6,977 

7,153 

7,223 

7,441 

+1 

-3 

Durable-goods  stores,  total . 

3,076 

2,972 

2,912 

2,994 

3,197 

3,278' 

3,377 

3,422 

3,489 

3,434 

3,578 

3,488 

3,312 

+2 

-3 

Nondurable-goods  stores,  total . 

3,766 

3,636 

3,629 

3,568 

3,704 

3,730 

3,631 

3,476 

3,484 

3,543 

3,575 

3,735 

4,129 

0 

-3 

Food  group . 

321 

316 

336 

330 

327 

331 

340 

344 

356 

357 

347 

338 

346 

-6 

+2 

General  merchandise  group . 

1,034 

916 

930 

856 

867 

890 

881 

834 

845 

877 

881 

958 

1,185 

-2 

-11 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

942 

826 

841 

767 

776 

794 

781 

737 

741 

771 

787 

856 

1,087 

-2 

-12 

Department  stores . 

820 

709 

745 

676 

673 

694 

684 

644 

647 

680 

692 

760 

970 

-5 

-14 

Apparel  group . 

727 

652 

678 

678 

699 

657 

639 

589 

593 

656 

677 

696 

827 

-4 

-10 

Furniture  and  appliance  group . 

630 

623 

579 

612 

613 

559 

581 

560 

582 

588 

630 

616 

650 

+8 

-1 

Furniture,  home  furnishings  stores . 

477 

478 

422 

452 

455 

409 

423 

409 

437 

451 

468 

455 

477 

+13 

0 

Lumber,  building,  hardware,  farm  equip,  group. 

1,430 

1,376 

1,385 

1, 398 

1,547 

1,631 

1,698 

1,782 

1,803 

1,784 

1,810 

1,745 

1,553 

-1 

-4 

Lumber  yards,  building  materials  dealers3... 

1,109 

1,046 

1,058 

1,060 

1, 184 

1,231 

1,  269 

1,333 

1,367 

1,360 

1,386 

1,378 

1,204 

-1 

-6 

Lumber  yards . 

823 

771 

780 

777 

875 

922 

966 

1,017 

1,033 

1,022 

1,023 

1,014 

903 

-1 

-6 

Automotive  group . 

745 

728 

728 

751 

791 

832 

828 

824 

830 

800 

854 

820 

796 

0 

-2 

Passenger  car  dealers  (franchised) . 

540 

530 

541 

546 

575 

604 

599 

585 

592 

566 

607 

578 

554 

-2 

-2 

Gasoline  service  stations . 

419 

415 

408 

423 

421 

432 

446 

442 

446 

429 

445 

445 

409 

+2 

-1 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

6,632 

6,132 

5,466 

5,573 

5,777 

5,860 

6,002 

6,050 

6,072 

6, 179 

6,237 

6,334 

6, 85  8 

+12 

-8 

Durable-goods  stores,  total . 

2, 816 

2,742 

2,618 

2, 615 

2,667 

2,670 

2,711 

2,731 

2,724 

2,714 

2, 667 

2,715 

2,929 

+5 

-3 

Nondurable-goods  stores,  total . 

3,816 

3,390 

2,848 

2,958 

3,110 

3,190 

3, 291 

3, 319 

3,348 

3,465 

3, 570 

3,619 

3,929 

+19 

-11 

General  merchandise  group . 

3,476 

3,070 

2,524 

2, 625 

2,791 

2, 854 

2,962 

3,004 

3,040 

3,153 

3, 250 

3, 320 

3, 597 

♦22 

-12 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2, 547 

2, 208 

1,803 

1,  880 

1,993 

2,062 

2,160 

2, 203 

2,  220 

2,309 

2,396 

2,422 

2,633 

+22 

-13 

Department  stores . 

2,284 

1,973 

1,634 

1,704 

1,806 

1,865 

1,954 

1,990 

1,995 

2,078 

2,155 

2,174 

2,370 

+21 

-14 

Apparel  group . 

271 

262 

241 

227 

233 

241 

234 

232 

235 

237 

249 

234 

263 

+9 

-3 

Furniture  and  appliance  group . 

1,443 

1,417 

1,323 

1,308 

1,324 

1,356 

1,328 

1,316 

1,344 

1,331 

1,352 

1,394 

1,480 

+7 

-2 

Furniture,  home  furnishings  stores . 

1,124 

1,099 

1,020 

1,011 

1,008 

1,033 

1,006 

1,001 

1,023 

1,017 

1,032 

1,080 

1,159 

+8 

-2 

Household  appliance,  TV,  radio  stores . 

319 

318 

303 

297 

316 

323 

322 

316 

321 

314 

320 

314 

321 

+5 

0 

Lumber,  building,  hardware,  farm  equip,  group. 

189 

179 

186 

207 

199 

199 

192 

209 

198 

198 

185 

191 

194 

-4 

-5 

Automotive  group . 

584 

566 

579 

576 

618 

620 

655 

654 

632 

618 

616 

601 

636 

-2 

-3 

Tire,  battery,  accessory  dealers . 

254 

252 

260 

239 

243 

253 

273 

270 

269 

262 

254 

259 

266 

-3 

-1 

1  Final  estimates.  > 

2  Preliminary  estimates./  366  EtP^toiy  Material,  page  15. 

3  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 
Includes  both  franchised  and  n enfranchised  car  dealers. 


Note:  teta  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  In  the  month- to- mirth  and 
year-to-year  percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10, 
page  10. 
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Table  7.  *  ESTIMATED  END-OF-MDNTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  LL  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  tmstat.tmrmt  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  FEBRUARY  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1963 

19621 

Perce 

char 

Februai 

fron 

ntage 

ige, 

*y  1963 
— 

Jan. 1 

Feb.2 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Feb. 

1962 

Jan. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4, 688 

4,  201 

3,619 

3,691 

3,346 

3,936 

4,061 

4, 119 

4, 178 

4, 308 

4,421 

4,524 

4, 894 

+16 

-10 

Durable-goods  stores,  total . 

1, 126 

1,086 

1,043 

1,050 

1,076 

1,074 

1,094 

1,126 

1,131 

1, 136 

1, 136 

1,151 

1,155 

44 

-4 

Nondurable-goods  stores,  total . 

3,562 

3,115 

2,576 

2,641 

2,770 

2,  862 

2,967 

2,993 

3,047 

3,172 

3,285 

3,373 

3,739 

+21 

-13 

General  merchandise  group . 

3,162 

2,737 

2, 206 

2,  268 

2,401 

2,490 

2,600 

2,635 

2,700 

2, 823 

2,914 

3,000 

3, 316 

+24 

-14 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,  507 

2,143 

1,740 

1,781 

1,886 

1,961 

2,052 

2,083 

2,122 

2,  225 

2,  311 

2,365 

2,633 

+23 

-15 

Department  stores . 

2, 249 

1,916 

1,  592 

1,923 

1,713 

1,775 

1,858 

1,883 

1,911 

2,005 

2,083 

2,128 

2,382 

+20 

-15  • 

Apparel  group . 

234 

211 

205 

202 

205 

205 

202 

194 

190 

194 

203 

205 

251 

+3 

-10 

Furniture  and  appliance  group . 

339 

331 

323 

317 

320 

321 

322 

327 

328 

326 

335 

339 

350 

+2 

-2 

Tire,  battery,  accessory  dealers . 

264 

259 

248 

249 

252 

260 

279 

285 

279 

278 

271 

271 

280 

+4 

-2 

CHARGE  ACCOUNTS 

United  States,  total . 

972 

890 

842 

849 

874 

876 

875 

866 

872 

900 

934 

960 

1,067 

+6 

-8 

Durable-goods  stores,  total . 

277 

265 

239 

274 

295 

290 

297 

315 

311 

319 

331 

324 

304 

+11 

-4 

Nondurable-goods  stores,  total . 

695 

625 

603 

575 

579 

586 

578 

551 

561 

581 

603 

636 

763 

+4 

-10 

General  merchandise  group . 

429 

374 

360 

330 

327 

337 

333 

312 

328 

348 

353 

384 

481 

+4 

-13 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

392 

338 

330 

299 

294 

305 

298 

279 

287 

307 

316 

347 

440 

+2 

-14 

Department  stores . 

358 

306 

313 

282 

276 

285 

278 

260 

267 

28 7 

295 

325 

419 

-2 

-15 

Apparel  group . 

113 

94 

105 

101 

103 

101 

99 

95 

90 

92 

96 

97 

124 

-10 

-17 

Furniture  and  appliance  group . 

39 

39 

34 

31 

37 

34 

35 

41 

38 

39 

42 

43 

48 

+15 

0 

INSTALLMENT  ACCOUNTS 

United  States,  total . . . 

3,716 

3, 311 

2,777 

2,842 

2,972 

3, 060 

3,186 

3,  253 

3, 306 

3,408 

3,487 

3, 564 

3, 827 

+19 

-11 

Durable-goods  stores,  total . 

849 

821 

804 

776 

781 

784 

797 

811 

820 

817 

805 

827 

851 

+2 

-3 

Nondurable-goods  stores,  total . 

2,  867 

2,490 

1,973 

2,066 

2, 191 

2,276 

2,389 

2,442 

2,486 

2,  591 

2,  682 

2,737 

2,976 

+26 

-13 

General  merchandise  group . 

2,733 

2, 363 

1,846 

1,938 

2,074 

2,153 

2, 267 

2,323 

2, 372 

2,475 

2,561 

2, 616 

2, 835 

+28 

-14 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,115 

1,805 

1,410 

1,482 

1,592 

1,656 

1,754 

1,804 

1, 835 

1,918 

1,995 

2, 018 

2,193 

+28 

-15 

Department  stores . 

1,  891 

1,610 

1,279 

1,341 

1,437 

1,490 

1,580 

1,623 

1,644 

1,718 

1,788 

1,803 

1,963 

+26 

-15 

Apparel  group . 

121 

117 

99 

101 

102 

104 

103 

99 

100 

102 

107 

108 

127 

+18 

-3 

Furniture  and  appliance  group . 

300 

292 

289 

286 

283 

287 

287 

286 

290 

287 

293 

296 

302 

+1 

-3 

1  Final  estimates.  \  _  _ _ ,  . 

2  Preliminary  estlmtee.  /  See  ElPlanat°^  P«Se  15  • 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  Indicated.  Amounts  transferred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to- month  and 
year-to-year  percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES 
BY  SELECTED  KINDS  OF  BUSINESS-IANUARY  AND  FEBRUARY  1963 

(Billions  of  dollars) 

1.5  2.0  2.5  3.0  3.5  4.0  4.5 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 

FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


FEB. 

JAN. 

FEB. 

JAN. 

FEB. 

JAN. 

FEB. 

JAN. 

FEB. 

JAN. 

FEB. 

JAN. 

FEB. 

JAN. 


TOTAL  ALL  STORES 

FEB. 

JAN. 

Percentage 
change  ^ 

$  6.6 

$  6.8 

-3 

6.1 

6.6 

-8 

12.7 

13.4 

-5 

^  Based  on  data  shown  In  table  b. 


5.0 


NOTE:  February  data  are  based  on  preliminary  estimates  while  January  data  are  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES --UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month -to -month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0. 2-0. 3 

0.2 

Durable -goods  stores,  total . 

1. 7-2.0 

1.9 

1. 7-1.9 

1.9 

0.6-0. 7 

0.7 

Nondurable -goods  stores,  total . 

0. 8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . . . 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6.7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2.8 

2.7 

0.5-1. 3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0.5-1. 2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1.9-2. 1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5.9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0. 7-1.2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6.0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1.3-2. 1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4.4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2.7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0. 8-1.2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6.6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0. 5-0.9 

0.6 

Other  retail  stores . 

2. 4-2. 6 

2.5 

2. 4-2. 5 

2.5 

0.6-1. 1 

0.8 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2.4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3.4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCR  TWO  CONSECUTIVE  MONTHS1  — UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5.9 

4.1 

2.2-10.3 

5.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

Furriers,  fur  shops . 

5.1-19.5 

14.9 

4.4-7. 5 

6.1 

2. 3-8.6 

4.8 

2. 2-4. 2 

2. 0-4.8 

4.4 

3.6-NA 

21.2 

5. 0-9. 5 

8.3 

1.4-6. 7 

3.1 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . . . 

5.2-10.5 

5.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  15 

Note:  The  ranges  of  sampling  error  shewn  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change-  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1. 6-2.3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(Z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4.3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . 

4 .4-5.3 

5.0 

4.1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5 .7 

5.4 

4 .5-5.8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4.2^.4 

4.3 

4. 0-4 .4 

4.1 

0.8-1. 5 

0.9 

0. 9-2.0 

Passenger  car  dealers  (franchised) . . . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0.8-1 .4 

1.0 

Gasoline  service  stations . 

4.4-5 .4 

4.7 

4.1-5 .4 

4.3 

1.4-1. 9 

1.7 

4.0 

CHARGE  ACCOUNTS 

United  States,  total . 

1. 9-2.3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2.3-2. 6 

2.4 

2. 2-2 .4 

2.4 

0.7-1. 1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3. 1^.6 

4.3 

0.6-1. 2 

0.9 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4.3^. 5 

4.4 

4. 1^.5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6.3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4. 7-5 .4 

4.9 

4.3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

0.8 

Nondurable -good s  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . 

3. 9-4.4 

4.1 

3. 9-5. 4 

3.9 

0. 7-3.1 

1.1 

Furniture,  home  furnishings  stores . . . 

4. 7-5 .4 

5.0 

4. 8-5 .4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4.4-6. 0 

5.8 

4.3-6. 1 

5.5 

0.6-2 .4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8.0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3.7--;.  1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  ie  less  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  14.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 

January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to- month 
percentage 
change  1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-0.X 

0.1 

Durable-goods  stores,  total . 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

Nondurable-goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

(x) 

0.4 

(X) 

0.4 

(X) 

<z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0. 4 

0.4 

0. 3-0.4 

0.4 

(Z)-O.l 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

Apparel  group . 

1.8-2. 2 

2.0 

1. 8-1.9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.9-1. 4 

1.0 

(Z)-O.l 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2. 6-2.7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0. 6-1.7 

1.1 

0.7-1. 1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.7-1. 1 

0.9 

(X) 

0.8 

(Z)-l.A 

(Z) 

Department  stores . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(Z)-O.l 

(Z) 

Apparel  group . 

3. 7-4. 4 

4.0 

3.7-3. 8 

3.8 

0.3-0. 7 

0.7 

Furniture  and  appliance  group . 

3. 1-3.7 

3.2 

2. 9-4.3 

3.1 

0.4-0. 8 

0.7 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

- 

- 

“ 

INSTALMENT  ACCOUNTS 

United  States,  total . 

0. 3-0.4 

0.3 

0.3-0. 4 

0.3 

(ZJ-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1. 4 

1.1 

0.9-1. 4 

1.1 

0.1-0. 2 

0.1 

Nondurable- goods  stores,  toted . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(ZJ-0.1 

(Z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(ZJ-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 

(Z) 

Tire,  battery,  accessory  deeders . 

- 

- 

- 

- 

- 

Z  Sampling  variability  is  less  than  0.1  percent. 

X  No  range  -  upper  and  lower  limits  and  median  are  identical. 
1  See  footnote  1,  table  10. 

Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that -the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
Juily  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes).  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  may  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  Eire  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service,  Diners  1  Club,  etc . 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts . 

Nature  of  the  Sample 

I.  Sales 


The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas .  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample. 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations.  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of  bvsdness . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  lemaining  retail  establishments  not  qualifying 
for  one  cf  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 


13 


II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  can- 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  fimns  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  toa  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end -of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 
Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses .  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of  ihe  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureauaf  the  Census  survey  results . 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business .  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  cr  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manuf acturing .  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable -Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups :  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group ; Ihe  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  on  a  probabil¬ 
ity  sample  and  are,  therefore,  subject  to  sampling 
variability.  Estimates  of  these  sampling  varia¬ 
bilities  are  shown  in  tables  8  through  11.  In  order 
to  obtain  a  measure  of  the  variability  of  the  dollar 
volume  and  month-to-month  ratio  estimates  multiply 
the  estimate  by  its  associated  sampling  variability. 
Add  and  subtract  the  product  from  the  estimate .  Since 
the  sampling  variabilities  are  computed  at  the  one 
sigma  level,  the  chances  are  that  two  out  of  three 
times  the  "expected  value"  will  be  within  this  in¬ 
terval.  (The  "expected  value"  refers  to  that  value 
which  could  be  obtained  from  a  complete  enumeration 
using  the  same  techniques  in  collecting  and  process¬ 
ing  as  were  used  for  the  sample . )  Doubling  the  sam¬ 
pling  variability  and  repeating  this  process  gives 
an  interval  which  will  include  the  "expected  value" 
approximately  19  out  of  20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  exanple  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio "is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 


for  ihe  same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 
include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 


I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ( "current "  month) ,  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple  .  Estimates  revised  in  similar  fashion  are  not 
available  for  months  prior  to  January  1960.  A  more 
detailed  and  technical  description  of  the  development 
of  these  estimates  may  be  obtained  upon  request  to 
the  Bureau  of  the  Census.  A  description  of  the  sam¬ 
ple  as  constituted  in  October  1955,  estimating  pro¬ 
cedure  used,  and  additional  information  on  the  reli¬ 
ability  of  the  estimates  is  available  in  a  pamphlet 


15 


entitled  "Description  of  the  Sample  for  the  Monthly 
Retail  Trade  Report . " 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Unlike  the  new  month's  sales  data  fbr  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  will  not  be  final  since  the  same  firms  are 
not  requested  to  report  each  month;  i.e.,  a  portion 
of  the  Group  II  accounts  receivable  estimates  is  de¬ 
rived  from  "rotating"  panels  (see  Nature  of  the  Sam¬ 
ple  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2,  6,  and  7 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  fran  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  tables  6  and  7  for  all  kinds  of  busi¬ 
ness  are  derived  directly  from  the  dollar  volume 
estimates  in  the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores .  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 


(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 
For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (ll  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of-business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 
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SALES 


Total  sales  of  all  retail  stores  in  the  United 
States  during  March  1963  were  estimated  at  $19.7  bil¬ 
lion,  15  percent  above  sales  for  February  1963,  and 
4  percent  higher  than  March  1962.  AT ter  adjustment 
for  seasonal  variations  and  trading  day  differences, 
but  not  for  price  changes,  March  1963  sales  amounted 
to  $20.4  billion,  virtually  unchanged  from  February 
1963  and  6  percent  higher  than  March  a  year  ago.  Ad¬ 
justed  sales  of  durable-goods  stores  in  March  1963 
increased  1  percent  from  February  1963,  and  were  7 
percent  above  March  1962.  Adjusted  sales  of  nondur¬ 
able  goods  stores  were  unchanged  from  February  1963, 
and  5  percent  above  the  March  1962  level. 

Based  on  adjusted  data,  the  lumber,  building,  hard¬ 
ware,  farm  equipment  group  was  the  only  major  group 
in  the  durable-goods  stores  category  showing a  month- 
to-month  increase  (+3$) .  In  the  nondurable -goods 
stores  category,  month-to-month  sales  increases  were 
shown  for  eating  and  drinking  places  (+1#)  and  the 
general  merchandise  group  (+5$) .  Sales  for  the  food 
group  decreased  1  percent. 


SALES  OF  ALL  RETAIL  STORES- 
FIRST  THREE  M0NTHS-196B  THROUGH  1963 

[Not  odjusted  for  seasonal  variations  or  trading  day  differences] 


Percentage  figure.  ..present  |.rr.s  ol  loi.l  ...  .... 


A  comparison  of  adjusted  sales  for  March  1963  with 
those  for  the  same  month  a  year  ago,  shows  that  all 
major  kinds  of  business  groups  increased  over  last 
year  with  the  exception  of  the  apparel  group  which 
decreased  1  percent.  In  the  nondurable -goods  cate¬ 
gory,  sales  for  the  general  merchandise  group  were 
up  9  percent  followed  by  eating  and  drinking  places 
(+5$),  and  the  food  group  and  drug  and  proprietary 
stores  (+3%  each).  The  furniture  and  appliance  group 
led  durable-goods  stores  with  an  increase  of  7  per¬ 
cent,  followed  by  the  lumber,  building,  hardware, 
farm  equipment  group  and  the  automotive  group  with 
6  percent  each. 

Cumulative  sales  of  all  retail  stores  for  the  first 
three  months  of  1963  amounted  to  $55.1  billion  or  6 
percent  above  the  $52.1  billion  reported  for -the  same 
period  in  1962.  On  an  adjusted  basis  all  major  kinds 
of  business  groups  showed  sales  increases,  with  the 
automotive  group  reporting  a  cumulative  sales  in¬ 
crease  of  10  percent,  followed  by  the  general  mer¬ 
chandise  group  (+9$) . 


ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $12.9 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  March  31,  1963 .  This  amount  was 
6  percent  more  than  $12.1  billion  reported  as  of 
March  31,  1962,  and  about  1  percent  higher  than  the 
$12.7  billion  outstanding  at  the  end  of  February  1963. 
The  increase  in  total  credit  balances  from  the  March 

1962  level,  based  on  data  not  adjusted  for  seasonal 
variations,  reflected  an  11  percent  increase  in  in¬ 
stallment  account  balances  and  a  1  percent  increase 
in  charge  account  balances.  Compared  with  February 

1963  charge  and  installment  balances  showed  increases 
of  1  percent  each. 

Total  receivable  balances  of  durable-goods  stores 
as  of  March  31,  1963  were  2  percent  higher  than  bal¬ 
ances  for  the  previous  month,  and  3  percent  higher 
than  those  outstanding  at  the  end  of  March  1962. 
Nondurable-goods  stores  reported  a  1  percent  increase 
in  total  credit  outstanding  from  the  February  28, 
1963  total,  and  a  9  percent  increase  over  the  total 
for  the  end  of  March  a  year  ago. 
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Table  1.  ESTIMATED  MDHTHLT  RETAIL  -S1TAS — TOTTED  STATES,  BT  OX)  OT  WEIMESS:  MARCH  1961 


(Millions  of  dollars) 


Kind  of  business 

196. 

19621 

Total 

Jan. 

|  Feb.  1 

Mar.2 

Mar. 

|  Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1963 

1962 

Data 

NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 

United  States,  total . 

18,261 

17,087 

19,714 

19,036 

19,251 

20,226 

20,254 

19,138 

19,920 

18, 863 

20,  576 

20,911 

24,127 

55,062 

52,085 

Durable-goods  stores,  total . 

5,695 

5,432 

6,394 

6,139 

6,284 

6,828 

6,786 

6, 330 

6,321 

5,604 

6,988 

6,742 

6,766 

17, 521 

16,293 

Nondurable-goods  stores,  total . 

12,  566 

11, 655 

13,  320 

12,897 

12,967 

13,398 

13,468 

12,808 

13, 599 

13,259 

13, 588 

14,169 

17, 361 

37,541 

35,792 

4,738 

4,467 

5,004 

4,971 

4, 520 

4,791 

5,033 

4,733 

4,997 

4, 823 

4, 803 

4,917 

5,237 

14,209 

13,755 

4,303 

4,048 

4,551 

4,  522 

4,073 

4,  326 

4, 563 

4,267 

4,521 

4,  369 

4,350 

4,456 

4,732 

12,902 

12,467 

Meat  markets . 

124 

120 

128 

126 

120 

128 

127 

122 

125 

121 

124 

127 

134 

372 

364 

90 

83 

92 

90 

86 

85 

88 

84 

89 

90 

95 

97 

102 

265 

257 

Eating  and  drinking  places . 

1,334 

1,254 

1,425 

1, 336 

1,371 

1,466 

1, 537 

1,566 

1,630 

1,  513 

1,485 

1,445 

1,479 

4,013 

3,793 

Eating  places . 

920 

859 

982 

917 

955 

1,041 

1,086 

1,106 

1,152 

1,062 

1,030 

994 

1,010 

2,761 

2,587 

Restaurants,  cafeterias,  lunchrooms . 

775 

726 

822 

764 

779 

836 

867 

884 

928 

86 8 

849 

825 

843 

2,323 

2, 174 

Drinking  places . 

414 

395 

443 

419 

416 

445 

451 

460 

478 

451 

455 

451 

469 

1,252 

1,206 

General  merchandise  group . 

1,756 

1,627 

2,092 

1,966 

2,152 

2,201 

2,141 

1,926 

2,241 

2,232 

2,372 

2,711 

4,119 

5,475 

5,111 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,260 

1,134 

1,581 

1,399 

1,530 

1,  574 

1,539 

1,365 

1,584 

1,613 

1,724 

1,959 

2,972 

3,975 

3,607 

Department  stores . 

1,005 

902 

1,210 

1,146 

1,248 

1,282 

1,262 

1,106 

1,266 

1,303 

1,377 

1,575 

2,422 

3,117 

2,941 

Variety  stores . 

259 

274 

322 

324 

363 

351 

352 

323 

367 

352 

360 

400 

751 

855 

838 

Mail  order  houses  (department  store 

merchandise) . . . 

139 

130 

159 

145 

156 

163 

137 

131 

180 

165 

183 

245 

267 

428 

397 

Apparel  group . , . 

986 

826 

1,074 

1,063 

1,307 

1,163 

1,121 

971 

1,096 

1, 193 

1,214 

1,320 

2,127 

2, 886 

2, 806 

Men's,  boys'  wear  stores3 . 

204 

160 

179 

186 

221 

221 

233 

185 

192 

206 

226 

258 

467 

543 

531 

Men's,  boys'  clothing,  furnishings  stores. 

197 

155 

173 

182 

217 

217 

229 

180 

187 

199 

217 

250 

456 

525 

518 

Women's  apparel,  accessory  stores4 . 

377 

326 

427 

418 

496 

463 

407 

368 

414 

455 

468 

513 

801 

1,130 

1,091 

Women's  ready-to-wear  stores . 

329 

286 

383 

363 

431 

403 

356 

322 

363 

405 

413 

450 

698 

998 

941 

Family  clothing  stores . 

190 

157 

212 

217 

262 

239 

228 

194 

216 

232 

248 

280 

465 

559 

556 

Shoe  stores . . 

169 

147 

204 

196 

270 

214 

212 

182 

215 

236 

212 

209 

305 

520 

507 

Furniture  and  appliance  group . 

830 

781 

834 

814 

789 

876 

894 

873 

948 

916 

962 

1,020 

1,216 

2,445 

2,320 

Furniture,  home  furnishings  stores . 

517 

502 

541 

532 

529 

577 

580 

573 

625 

598 

627 

658 

745 

1,560 

1,485 

Furniture  stores . 

374 

356 

384 

373 

368 

423 

425 

429 

472 

448 

462 

478 

563 

1,114 

1,058 

Household  appliance,  TV,  radio  stores . 

313 

279 

293 

2  82 

260 

299 

314 

300 

323 

318 

335 

362 

471 

885 

835 

Household  appliance  dealers . . 

228 

201 

211 

213 

202 

239 

252 

242 

253 

245 

250 

270 

346 

640 

630 

Lumber,  building,  hardware,  farm  equipment 

921 

886 

1,130 

1,105 

1,287 

1,428 

1,434 

1,397 

1,435 

1,343 

1,420 

1,271 

1, 190 

2,937 

2,  863 

Limber  yards,  building  materials  dealers5... 

520 

493 

605 

623 

728 

814 

829 

850 

874 

782 

846 

760 

609 

1,618 

1,646 

Lumber  yards . 

347 

324 

398 

389 

467 

535 

558 

572 

595 

522 

560 

500 

398 

1,069 

1,031 

Hardware  stores . . . 

175 

156 

189 

193 

222 

249 

239 

220 

222 

217 

222 

216 

312 

520 

509 

Automotive  group . 

3,487 

3,309 

3,934 

3,780 

3,763 

4,026 

3,944 

3, 567 

3,421 

2,808 

4,082 

3,869 

3,434 

10,730 

9,880 

Passenger  car,  other  automotive  dealers . 

3,309 

3,148 

3,738 

3,579 

3,  544 

3,786 

3,  697 

3,  334 

3,194 

2,  599 

3,850 

3,641 

3,139 

10,195 

9,342 

Passenger  car  dealers  6 . . 

3,215 

3,043 

3,613 

3,477 

3,421 

3,648 

3,  532 

3,177 

3,062 

2,495 

3,736 

3,542 

3,053 

9,871 

9,082 

Passenger  car  dealers  (franchised) . 

2,921 

2,753 

3,296 

3,143 

3,078 

3,292 

3,174 

2,838 

2,716 

2,199 

3,404 

3,229 

2,784 

8,970 

8,262 

Tire,  battery,  accessory  dealers . 

178 

161 

196 

201 

219 

240 

247 

233 

227 

209 

232 

228 

295 

535 

538 

Gasoline  service  stations . 

1,540 

1, 395 

1,531 

1,487 

1,511 

1,577 

1,623 

1,647 

1,662 

1,564 

1,604 

1,561 

1,629 

4,466 

4,267 

Other  retail  stores . 

2,669 

2,542 

2,690 

2,514 

2,  551 

2,658 

2, 527 

2,458 

2,490 

2,471 

2, 634 

2,797 

3,  (fit 

7,901 

7,290 

Drug  and  proprietary  stares . 

649 

641 

667 

657 

643 

669 

667 

646 

658 

632 

647 

660 

880 

1,957 

1,930 

Drug  stores . 

630 

623 

648 

636 

622 

647 

642 

619 

632 

606 

623 

636 

848 

1,901 

1,867 

Liquor  stores . 

409 

386 

436 

408 

402 

424 

435 

437 

461 

436 

447 

448 

700 

1,231 

1,171 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences7 

20,247 

20,350 

20,424 

19,328 

19,673 

19,508 

19, 163 

19,761 

19,645 

19,693 

19, 821 

20,230 

20, 203 

61,021 

57, 253 

Durable-goods  stores,  total . 

6,477 

6,583 

6,636 

6,180 

6, 332 

6, 169 

6,029 

6,378 

6,128 

6, 125 

6, 481 

6, 523 

6,453 

19,696 

18,077 

Nondurable-goods  stores,  total . 

13,770 

13,767 

13,788 

13,148 

13, 341 

13,339 

13,134 

13, 383 

13,  517 

13,568 

13,340 

13,707 

13,750 

41,  325 

39,176 

Food  group . 

4,943 

4, 897 

4, 835 

4,680 

4,787 

4, 801 

4,722 

4,835 

4,856 

4,915 

4,846 

4,813 

4,928 

14, 675 

14,096 

Grocery  stores  . 

4,485 

4, 439 

4,379 

4,237 

4, 318 

4,335 

4,269 

4, 368 

4,391 

4,453 

4, 390 

4, 360 

4,474 

13,  303 

12,753 

Eating  and  drinking  places . . . 

1,463 

1,502 

1, 516 

1,441 

1,426 

1,444 

1,464 

1,404 

1,461 

1,454 

1,443 

1,486 

1,465 

4,481 

4,242 

General  merchandise  group . 

2,320 

2, 319 

2,440 

2,246 

2, 248 

2,263 

2,193 

2,283 

2,294 

2,332 

2,229 

2,393 

2,340 

7,079 

6, 517 

Department  stores . 

1,336 

1,334 

1, 430 

1,323 

1,303 

1,315 

1,294 

1,340 

1,303 

1,362 

1,254 

1,355 

1,389 

4,100 

3,796 

Variety  stores . 

373 

378 

379 

380 

379 

376 

357 

374 

381 

368 

371 

392 

356 

1,130 

1,106 

Mail  order  houses  (department  store  mdse.).. 

177 

172 

i  183 

162 

171 

167 

160 

167 

181 

182 

163 

177 

167 

532 

484 

Apparel  group . 

1,220 

1,214 

1,202 

1,217 

1,207 

1,196 

1,114 

1,200 

1,224 

1,203 

1,160 

1,231 

1,219 

3,636 

3, 572 

Men's,  beys'  wear  stores3 . 

230 

236 

223 

232 

231 

236 

208 

229 

237 

236 

225 

231 

231 

689 

674 

Women's  apparel,  accessory  stores  “ . 

461 

461 

464 

464 

450 

451 

431 

462 

463 

467 

442 

483 

467 

1,386 

1,349 

Shoe  stores . 

215 

216 

219 

2^ 

222 

205 

198 

208 

223 

208 

211 

217 

222 

650 

646 

Furniture  and  appliance  group . 

941 

951 

950 

888 

888 

876 

861 

908 

909 

951 

891 

924 

949 

2,842 

2,652 

Furniture,  home  furnishings  stores . 

600 

611 

611 

576 

582 

562 

565 

604 

595 

625 

574 

585 

603 

1,822 

1,703 

Household  appliance,  TV,  radio  stares . 

341 

340 

339 

312 

306 

314 

296 

304 

314 

326 

317 

339 

346 

1,020 

949 

Lumber,  building,  hardware,  fan  equipment 

F«jp . 

1,266 

1, 261 

1,304 

1,225 

1,273 

1,257 

1,212 

1,269 

1,261 

1,251 

1,237 

1,300 

1,308 

3,831 

3, 690 

L*»ber  yards,  building  materials  dealers5... 

714 

710 

731 

715 

753 

728 

713 

763 

736 

710 

718 

744 

708 

2,155 

2,151 

Hardware  stores . 

227 

216 

223 

222 

219 

218 

210 

215 

215 

223 

209 

217 

247 

666 

645 

Automotive  group . . . 

3,726 

3,792 

3,786 

3,  557 

3,646 

3,520 

3,436 

3,658 

3,423 

3,372 

3, 832 

3,760 

3,662 

11,304 

10,266 

Passenger  car,  other  automotive  dealers . 

3,502 

3,570 

3,555 

3,  329 

3,422 

3,297 

3,220 

3,446 

3,218 

3,149 

3, 610 

3,533 

3,418 

10,627 

9,593 

Tire,  battery,  accessory  dealers. . . 

224 

222 

231 

228 

224 

223 

216 

212 

205 

223 

222 

227 

244 

677 

673 

Gamnllne  service  statioos . 

1,639 

1,608 

1,594 

1,552 

1,547 

1,533 

1,553 

1,525 

1,546 

1,563 

1,566 

1,566 

1,605 

4,  841 

4, 634 

IfcMg  and  proprietary  stores . 

663 

688 

679 

658 

675 

677 

680 

674 

673 

651 

644 

690 

686 

2,030 

1,978 

Liquor  stares . 

460 

459 

469 

422 

459 

448 

433 

448 

471 

436 

456 

473 

448 

1,388 

1,314 

1  Pinal  estimates .  \  __ 

2  Preliminary  estimates.  /  ***  **Pl***t°ry  Material,  page  14. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

9  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores.  4  Includes  both  franchised  and  nonfranchl sed  car  dealers. 

Ifcta  adjusted  for  seasonal  variations  and  trading  day  differences  by  Office  of  Business  Economics,  0.  S.  Department  of  Comae rce. 

Notes  United  States  and  group  totals  Include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MARCH  1963 


Percentage  changes  in  sales— 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

March  1963 
from — 

3  mos . 
1963 

Kind  of  business 

March  1963 
from — 

3  mos. 
1963 

from 

from 

Mar. 

Feb. 

3  mos. 

Mar. 

Feb. 

3  mos. 

1962 

1963 

1962 

1962 

1963 

1962 

Baaed  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


+4 

+15 

+6 

Furniture  and  appliance  group . . 

+2 

+7 

+5 

Furniture  stores . 

+3 

+8 

+5 

Floor  coverings  stores* . 

+4 

+13 

+10 

+4 

+18 

+8 

Household  appliance,  TV,  radio 

+3 

+14 

+5 

stores . 

+4 

+5 

+6 

Household  appliance  stores . 

-1 

+5 

+2 

+1 

+12 

+3 

TV,  radio  stores* . 

+17 

+4 

+21 

+1 

+12 

+3 

Lumber,  building,  hardware,  farm 

+2 

+7 

+2 

equipment  group . 

+2 

+28 

+3 

+18 

+18 

+8 

Lumber,  building  materials  dealers... 

-3 

+23 

-2 

-7 

-7 

-3 

Lumber  yards . 

+2 

+23 

+4 

+2 

+11 

+3 

Paint,  glass,  wallpaper  stores* . 

+11 

+26 

+4 

0 

+9 

0 

Heating  and  plumbing  equipment 

dealers* . 

-29 

+10 

-28 

+7 

+6 

Hardware  stores . 

-2 

+21 

+2 

+7 

+14 

+7 

Farm  equipment  dealers* . 

+16 

+42 

+12 

Automotive  group . 

+4 

+19 

+9 

+8 

+13 

+7 

Passenger  car  dealers . 

+4 

+19 

+9 

+6 

+12 

+4 

Passenger  car  dlrs. (franchised) .... 

+5 

+20 

+9 

Tire,  battery,  accessory  dealers . 

-2 

+22 

-1 

+6 

+29 

+7 

Gasoline  service  stations . 

+3 

+10 

+5 

+13 

+39 

+10 

Fuel,  fuel  oil  dealers* . . 

+1 

-21 

+11 

+6 

+34 

+6 

Fuel  dealers,  except  fuel  oil* . 

-6 

-23 

+8 

-1 

+18 

+2 

Fuel  oil  dealers* . 

+6 

-19 

+13 

+10 

+22 

+8 

Drug  and  proprietary  stores . 

+2 

+4 

+1 

Drug  stores . 

+2 

+4 

+2 

+1 

+30 

+3 

Liquor  stores . 

+7 

+13 

+5 

-5 

+12 

+1 

Jewelry  stores* . 

+5 

+13 

+10 

-4 

+11 

+4 

Florists* . 

+15 

+15 

+10 

-9 

+10 

-8 

Book  stores* . 

+14 

-18 

+23 

+6 

+34 

+8 

Stationery  stores* . 

+18 

+4 

+18 

-2 

+35 

+1 

Music  stores* . 

+20 

+10 

+15 

Camera,  photographic  supply  stores*.... 

+42 

+8 

+31 

-16 

+19 

-6 

Luggage,  leather  goods  stores* . 

0 

0 

-8 

+4 

+39 

+3 

Optical  goods  stores* . 

+7 

+7 

+13 

-36 

-22 

-28 

Typewriter  stores* . 

+23 

0 

+40 

data  ADJUSTED  for  seasonal  variations  and  trading  day  differences *  1 

+6 

0 

+7 

Furniture  and  appliance  group . 

+7 

0 

+7 

Furniture,  home  furnishings  stores... 

+6 

0 

+7 

+7 

+1 

Household  appliance,  TV, radio  stores. 

+9 

0 

+7 

+5 

0 

+5 

+3 

-1 

Lumber,  building,  hardware,  farm 

+3 

-1 

+4 

equipment  group . 

+6 

+3 

+4 

lumber,  building,  materials  dealers.. 

+2 

+3 

0 

+5 

+1 

+6 

Hardware  stores . 

0 

+3 

+3 

+9 

+5 

+9 

Automotive  group . 

+6 

0 

+10 

+8 

+7 

+8 

Passenger  car  and  other  automotive 

0 

0 

+2 

+7 

0 

+11 

Tire,  battery,  accessory  dealers . 

+1 

+4 

+1 

+13 

+6 

+10 

Gasoline  service  stations . 

+3 

-1 

+4 

-1 

-1 

+2 

-4 

-6 

+2 

+3 

-1 

+3 

0 

+1 

+3 

+2 

+1 

+1 

+11 

+2 

+6 

United  States,  total. 


Durable-goods  stores,  total. . . . 
Nondurable-goods  stores,  total. 


Food  group . 

Grocery  stores . 

Meat  markets . 

Fruit  stores, vegetable  markets*. . . 
Candy,  nut,  confectionery  stores*. 

Bakery  products  stores . 

Delicatessen  stores* . 


Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunch¬ 
rooms . 

Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods, 

general  merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses ( department 
store  merchandise) . 


Apparel  group . 

Men's,  boys'  clothing,  furnishings 

stores . . . 

Men's,  boys'  clothing  stores*.... 
ffen's,  boys'  furnishings  stores*. 

Wcmen's  ready-to-wear  stores . 

Family  clothing  stores . 

Women's  apparel,  accessory, 

specialty  stores* . . 

Sloe  stores . 

Furriers,  fur  shops* . 


United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods ,  stores,  total . . . 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 

Apparel  group . 

Men '8,  boys'  wear  stores . 

Women's  apparel,  accessory  stores... 
Sloe  stores . 


*  See  Explanatory  Material,  page  15. 

1  Adjusted  data  based  on  adjustment  factors  as  developed  by  Office  of  Business  Economics,  U.  S.  Department  of  Commerce. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds 
of  business  with  an  asterisk,  see  table  9,  page  9. 
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Table  3.  ESTIMATED  MDNTHLY  RETAIL  SALES  OF  STORES  OF  FIRhE  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MARCH  1963 


(Millions  of  dollars) 


Kind  of  business 

1963 

1962 

Total 

3  months 

Jan. 

Feb. 

Mar. 

Mar.  | 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1963 

1962 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,075 

3,826 

4,579 

4,508 

4,464 

4,594 

4,698 

4,269 

4,670 

4,559 

4,692 

5,056 

6, 527 

12,480 

12,047 

Durable-goods  stores,  total . 

283 

272 

324 

326 

335 

368 

368 

362 

378 

356 

392 

395 

468 

879 

849 

Nondurable-goods  stores,  total . 

3,792 

3,554 

4,255 

4, 182 

4,129 

4, 226 

4, 330 

3,907 

4,292 

4, 203 

4, 300 

4,661 

6,059 

11, 601 

11,198 

Food  group . 

1,951 

1,842 

2,119 

2,152 

1,863 

1,964 

2,096 

1,873 

2,015 

1,946 

1,943 

2,053 

2,165 

5,912 

5,777 

Grocery  stores1 . 

1,897 

1,790 

2,067 

2,100 

1,805 

1,908 

2,041 

1,818 

1,960 

1,893 

1,890 

2,000 

2,103 

5,754 

5,628 

Eating  and  drinking  places . 

91 

89 

102 

98 

98 

104 

106 

105 

106 

101 

103 

99 

101 

282 

279 

General  merchandise  group . 

1,120 

1,035 

1, 337 

1,253 

1,398 

1,424 

1,402 

1, 262 

1,459 

1,436 

1,519 

1,734 

2,  664 

3,492 

3,270 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

792 

708 

958 

889 

984 

1,012 

1,002 

887 

1,008 

1,019 

1,077 

1,214 

1,849 

2,458 

2,293 

Department  stores . 

689 

618 

837 

775 

858 

883 

875 

770 

870 

885 

939 

1,062 

1,617 

2,144 

1,993 

Variety  stores . 

191 

204 

241 

241 

277 

268 

271 

248 

285 

271 

279 

307 

578 

636 

620 

Apparel  group . 

232 

202 

283 

273 

361 

315 

299 

250 

291 

318 

314 

346 

546 

717 

695 

Men's,  boys'  wear  stores  2 . 

24 

19 

25 

25 

32 

29 

30 

22 

23 

25 

30 

35 

58 

68 

67 

Women's  apparel,  accessory  stores3 . 

93 

82 

116 

108 

139 

128 

116 

100 

115 

125 

124 

143 

228 

291 

272 

Women's  ready-to-wear  stores . 

86 

76 

107 

99 

126 

116 

105 

91 

106 

115 

114 

132 

209 

269 

248 

Shoe  stores . 

70 

64 

87 

82 

118 

97 

95 

79 

96 

105 

93 

93 

142 

221 

216 

Furniture  and  appliance  group . 

72 

71 

85 

83 

82 

88 

84 

85 

90 

89 

101 

104 

119 

228 

228 

Tire,  battery,  accessory  dealers . 

69 

62 

77 

80 

87 

100 

101 

96 

91 

86 

92 

92 

126 

208 

216 

Other  retail  stores . 

364 

362 

389 

382 

374 

387 

395 

383 

395 

386 

407 

431 

604 

1,115 

1,059 

Drug  and  proprietary  stores . 

129 

128 

135 

130 

130 

132 

135 

129 

131 

129 

132 

137 

213 

392 

372 

Liquor  stores . 

85 

84 

96 

91 

86 

90 

94 

92 

96 

91 

98 

106 

169 

265 

253 

Data 

ADJUSTED 

for  seasonal  variations 

and  trading  day  differences  4 

United  States,  total . 

4,731 

r4,732 

4,821 

4, 653 

4, 582 

4,  591 

4, 523 

4,635 

4,670 

4,691 

4, 610 

4,743 

4,741 

14, 284 

13,677 

Grocery  stores1 . 

1,965 

1,951 

1,927 

1,903 

1,921 

1,906 

1,899 

1,913 

1,921 

1,936 

1,940 

1,937 

1,965 

5,843 

5,658 

Eating  and  drinking  places . 

98 

r101 

104 

100 

100 

102 

102 

99 

99 

99 

100 

102 

101 

303 

300 

General  merchandise  group . 

1,505 

1,510 

1,622 

1,511 

1,414 

1,451 

1,420 

1,472 

1,487 

1,496 

1,428 

1,523 

1,503 

4, 637 

4, 326 

Department  stores . 

923 

922 

1,017 

941 

852 

878 

870 

896 

886 

916 

863 

929 

962 

2,862 

2,647 

Variety  stores . 

280 

284 

287 

288 

283 

287 

275 

287 

302 

284 

288 

302 

269 

851 

828 

Apparel  group . 

315 

319 

318 

311 

302 

311 

291 

314 

330 

313 

305 

320 

309 

952 

938 

Men's,  boys'  wear  stores  2. . 

27 

31 

31 

31 

29 

30 

28 

30 

32 

30 

29 

29 

28 

89 

90 

Women's  apparel,  accessory  stores3 . 

130 

131 

132 

124 

119 

122 

117 

125 

127 

129 

121 

130 

125 

393 

375 

Shoe  stores . 

95 

97 

97 

95 

92 

93 

86 

92 

98 

93 

95 

97 

93 

289 

287 

Tire,  battery,  accessory  dealers . 

88 

86 

91 

91 

89 

89 

87 

89 

86 

93 

90 

94 

98 

265 

271 

Drug  and  proprietary  stores . . . ; . 

138 

146 

139 

133 

138 

134 

136 

134 

135 

135 

136 

142 

142 

423 

401 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  For  March  1963,  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending 

March  2  =  461;  March  9  a  455;  March  16  3  449;  March  23  =  449;  March  30  =  447.  r  Revised. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

4  Data  adjusted  for  seasonal  variations  and  trading  day  differences  by  Office  of  Business  Economics,  U.  S.  Department  of  Commerce. 


Table  4 .  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MARCH  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1963 

19621 

To 
3  mo 

tal 

nths 

Jan. 

Feb.1 

Mar. 2 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1963 

1962 

United  States,  total . 

4,901 

4,592 

5,471 

5,252 

5,236 

5,396 

5,499 

5,041 

5,526 

5,413 

5,622 

6,044 

7,767 

14,964 

14,122 

Food  group . 

2,211 

2,087 

2,  386 

2,363 

2,058 

2, 178 

2,314 

2,097 

2,251 

2,184 

2,200 

2,300 

2,439 

6,684 

6,392 

Grocery  stores . 

2,138 

2,016 

2, 313 

2,281 

1,975 

2,096 

2,236 

2,019 

2,174 

2,  no 

2,125 

2,225 

2,354 

6,467 

6,152 

Eating  and  drinking  places . 

135 

129 

147 

135 

137 

144 

150 

149 

156 

148 

150 

149 

153 

411 

388 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,235 

1,148 

1,483 

1,380 

1,531 

1,567 

1,529 

1,373 

1,614 

1,601 

1,694 

1,953 

2,973 

3, 866 

3,585 

merchandise  stores . 

880 

792 

1,069 

975 

1,072 

1,111 

1,098 

973 

1,126 

1,145 

1,212 

1,368 

2,073 

2,741 

2,510 

Department  stores . 

753 

679 

919 

843 

924 

953 

945 

831 

943 

968 

1,033 

1,168 

1,782 

2,351 

2, 161 

Drug  and  proprietary  stores . 

156 

154 

162 

157 

157 

160 

164 

159 

164 

158 

161 

166 

256 

472 

454 

1  Final  estimates.  \  

2  Preliminary  estimate./  ^  Etpl oratory  Material,  page  14. 


Note:  United  States  and  group  totals  Include  kinds  of  business  not  shown  separately. 
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Revised  Geographic  Area  Data 

The  data  previously  shown  a3  Table  5 — "Sales  of  Stores  of  Firms  Operating  1  to  10  Retail  Stores,  by  Census  Region,"  and  as  Table  6 — "Percentage 
Change  in  Sales  of  Stores  of  Firms  Operating  1  to  10  Retail  Stores,  by  Specified  Standard  Metropolitan  Areas"  have  been  omitted  from  this  pub¬ 
lication.  Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas,  covering  all  retail  stores  rather  than  only  stores  that  are 
part  of  firms  operating  one  to  ten  stores,  will  be  shown  for  the  first  time  in  a  supplementary  publication  to  be  released  subsequently. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES — SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  MARCH  1963 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percentage  change  in  sales 


Percentage  change  in  sales 


Area 

March  1963  from — 

3  mos.  1963 
from 

3  mos.  1962 

Area 

March  1963  from — 

3  mos.  1963 
from 

3  mos.  1962 

March 

1962 

February 

1963 

March 

1962 

February 

1963 

STANDARD  METROPOLITAN  AREA 

New  York- Northeastern  New  Jersey1 . . . 

-2 

NA 

0 

New  York  City . 

-9 

+26 

-7 

Newark,  N.  J . 

+2 

NA 

+1 

-2 

+15 

+1 

4-5 

+45 

4-3 

-7 

♦45 

-3 

+1 

+42 

Asheville,  N.  C. .’ _ V. . 

+14 

+3 

+6 

NA 

NA 

NA 

+3 

+28 

+4 

NA 

NA 

NA 

0 

+39 

+2 

Fhiladelphia,  Pa . 

+5 

+20 

-2 

ftioenix,  Ariz . 

NA 

NA 

NA 

44 

+34 

4l 

+2 

+39 

-1 

Baton  Rouge,  La . 

+24 

+82 

+10 

-4 

♦32 

0 

-1 

+15 

+1 

-2 

+53 

-3 

+2 

+35 

+2 

-1 

+29 

+4 

+8 

+47 

+3 

Rochester,  N.  Y . 

+4 

+31 

+5 

Sacramento,  Calif . 

+1 

+16 

+7 

Buffalo,  N.  Y . 

+5 

+38 

+6 

+26 

0 

-6 

+28 

-3 

+6 

+49 

0 

+1 

+29 

+6 

+2 

+36 

+4 

+8 

+38 

+7 

4-1 

+30 

+1 

+5 

+18 

+6 

San  Diego,  Calif . 

+2 

+12 

+6 

-5 

-5 

+  11 

+40 

+8 

NA 

NA 

NA 

-7 

+27 

-4 

4-5 

+36 

+5 

+7 

+50 

+6 

4-3 

+25 

0 

-5 

+32 

-1 

+2 

+30 

+2 

-1 

+9 

0 

Springfield,  Mo . 

+1 

+51 

+2 

4-3 

+27 

+2 

+5 

+23 

+6 

4-5 

+26 

+6 

-2 

+48 

-1 

4-1 

+26 

+4 

-2 

+19 

0 

-7 

+22 

+3 

+3 

+  18 

+6 

Erie,  Pa . 

49 

+77 

-2 

Toledo,  Ohio . 

+3 

+39 

+5 

Trenton,  N.  J . 

+5 

+22 

+2 

NA 

NA 

NA 

+6 

+34 

+5 

Flint,  Mich . 

44 

+40 

+11 

+11 

+55 

+7 

-3 

+32 

-2 

+5 

+33 

+3 

Fort  Worth,  Tex . 

-8 

+35 

-3 

NA 

NA 

NA 

+8 

+28 

+9 

Wheeling,  W.  Va . 

+1 

+32 

+1 

Wichita,  Kans . 

-5 

+31 

0 

4-1 

+34 

4l 

-6 

+28 

-1 

Indianapolis,  Ind . 

+1 

+40 

+2 

Youngstown,  Ohio . 

-7 

+23 

-8 

Jacksonville,  Fla . 

♦  13 

+37 

Kansas  City,  Mo . 

+4 

+35 

+5 

Knoxville,  Term . 

-3 

+43 

-5 

CITIES 

4-3 

+40 

+1 

-7 

+27 

-1 

+6 

+51 

-1 

-6 

+54 

-8 

+6 

+15 

+7 

-8 

+28 

-4 

+16 

+49 

+7 

+11 

+27 

+7 

NA 

NA 

NA 

-5 

+11 

+2 

+11 

+34 

+7 

-11 

+25 

-10 

+1 

+  23 

+4 

+  14 

+60 

+6 

-2 

+29 

-4 

0 

+26 

0 

Mobile,  Aia . 

+9 

+51 

+4 

-4 

+18 

+1 

New  Orleans,  La . 

+15 

+34 

+8 

Springfield,  Mass. . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  Janizary  1963  publication.  Data  are  furnished  by  Federal  Reserve  banks  and  subject  to  revision 


Table  6.  ESTIMATED  END-OF-MDNTH  ACOODNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMOTT  ACCOUNTS — UNITED  STATES,  BY  EDO)  OF  BUSINESS:  MARCH  1963 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


7 


K-inrt  of  business 

1963 

19621 

Perc 

ch 

Marc) 

02 

■ntage 

inge, 

1963 

Jan. 

Feb.1 

Mar.  2 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Mar. 

1962 

r” 

Feb. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

13,474 

12,700 

12,853 

12, 135 

12, 678 

12,868 

13,010 

12,948 

13,045 

13,156 

13, 390 

13, 557 

14,299 

+6 

♦1 

Durable-goods  stores,  total . 

5,892 

5,685 

5,772 

5,609 

5,864 

5,948 

6, 088 

6,153 

6, 213 

6,148 

6,245 

6,203 

6, 241 

♦3 

+2 

Nondurable-goods  stores,  total . 

7, 582 

7,015 

7,081 

6,  526 

6, 814 

6,920 

6,922 

6,795 

6,832 

7,008 

7,145 

7,354 

8,058 

4-9 

♦1 

Food  group . 

328 

320 

332 

347 

331 

343 

354 

351 

364 

365 

355 

345 

354 

-4 

44 

Grocery  stores . 

270 

270 

278 

296 

280 

291 

305 

295 

300 

303 

297 

288 

297 

-6 

♦3 

Eating  and  drinking  places . 

87 

81 

83 

65 

65 

64 

64 

58 

60 

57 

70 

76 

96 

+28 

+2 

General  merchandise  group . 

4, 510 

3,994 

4,019 

3,481 

3,658 

3,744 

3,843 

3,  838 

3,885 

4,030 

4,131 

4,278 

4,782 

+15 

♦1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,489 

3,043 

3,054 

2,647 

2,769 

2, 856 

2,941 

2,940 

2,961 

3,080 

3,183 

3,278 

3,720 

+15 

0 

Department  stores . 

3,104 

2,685 

2,687 

2,380 

2,479 

2,559 

2,638 

2,634 

2,642 

2,758 

2,847 

2,934 

3,340 

+13 

0 

Mail  order  houses  (department  store  mdse.).. 

850 

791 

805 

696 

748 

739 

751 

755 

770 

794 

803 

838 

879 

♦16 

♦2 

Apparel  group . 

998 

913 

921 

905 

932 

898 

873 

821 

828 

893 

926 

930 

1,090 

+2 

+1 

Women's  ready-to-wear  stores . 

453 

414 

429 

419 

437 

414 

386 

363 

367 

402 

420 

429 

509 

+2 

+4 

Furniture  and  appliance  group . 

2,073 

2,009 

1,986 

1,920 

1,937 

1,915 

1,909 

1,876 

1,926 

1,919 

1,982 

2,010 

2,130 

+3 

-1 

Furniture,  home  furnishings  stores . 

1,601 

1,529 

1,502 

1,463 

1,463 

1,442 

1,429 

1,410 

1,460 

1,468 

1,500 

1,535 

1,636 

+3 

-2 

Furniture  stores . 

1,454 

1,392 

1,373 

1,330 

1,317 

1,303 

1,290 

1,274 

1,321 

1,316 

1,332 

1,367 

1,481 

+3 

-1 

Household  appliance,  TV,  radio  stores . 

472 

479 

484 

457 

474 

473 

480 

466 

466 

451 

482 

475 

494 

+6 

♦1 

Household  appliance  dealers . 

408 

419 

424 

405 

410 

415 

427 

419 

412 

400 

421 

419 

432 

+5 

+1 

Lumber,  building,  hardware,  farm  equip,  group. 

1,619 

1,587 

1,658 

1,605 

1, 746 

1,830 

1,890 

1,989 

2,001 

1,982 

1,995 

1,936 

1,747 

+3 

44 

Lumoer  yards,  building  materials  dealers3... 

1,177 

1,136 

1,138 

1,123 

1,242 

1,292 

1,320 

1,395 

1,426 

1,421 

1,445 

1,438 

1,265 

+1 

0 

Lumber  yards . 

878 

852 

849 

824 

917 

967 

1,002 

1,063 

1,077 

1,067 

1,066 

1,059 

951 

♦3 

0 

Automotive  group . 

1,329 

1,276 

1,308 

1,  327 

1,409 

1,452 

1,483 

1,478 

1,462 

1,418 

1,470 

1,421 

1,432 

-1 

+3 

Passenger  car  dealers4 . 

877 

834 

859 

894 

965 

985 

990 

976 

967 

935 

986 

933 

939 

-4 

+3 

Passenger  car  dealers  (franchised) . 

821 

775 

798 

822 

879 

903 

913 

907 

895 

867 

916 

864 

872 

-3 

+3 

Tire,  battery,  accessory  dealers . 

422 

412 

418 

403 

414 

438 

461 

463 

456 

448 

443 

447 

459 

+4 

+1 

Gasoline  service  stations . 

431 

419 

429 

437 

437 

447 

462 

459 

457 

441 

456 

455 

420 

-2 

+2 

Other  retail  stores . 

2,099 

2,101 

2,117 

2,048 

2, 163 

2, 175 

2,132 

2,078 

2,062 

2,051 

2,005 

2,106 

2,248 

+3 

+1 

CHARGE  ACCOUNTS 

United  States,  total . 

6,842 

6, 586 

6,654 

6,562 

6,901 

7,008 

7,008 

6,898 

6,973 

6,977 

7,153 

7, 223 

7, 441 

+1 

♦1 

Durable-goods  stores,  total . 

3,076 

2,960 

3,038 

2,994 

3,197 

3,278 

3,377 

3,422 

3,489 

3,434 

3,578 

3,488 

3,312 

+1 

♦3 

Nondurable-goods  stores,  total . 

3,766 

3,626 

3,616 

3, 568 

3,704 

3,730 

3,631 

3,476 

3,484 

3,543 

3, 575 

3,735 

4,129 

+1 

0 

Food  group . 

321 

312 

324 

330 

327 

331 

340 

344 

356 

357 

347 

338 

346 

-2 

44 

General  merchandise  group . 

1,034 

928 

885 

856 

867 

890 

881 

834 

845 

877 

881 

958 

1,185 

+3 

-5 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

942 

838 

793 

767 

776 

794 

781 

737 

741 

771 

787 

856 

1,087 

+3 

-5 

Department  stores . 

820 

715 

667 

676 

673 

694 

684 

644 

647 

680 

692 

760 

970 

-1 

-7 

Apparel  group . 

727 

651 

657 

678 

699 

657 

639 

589 

593 

656 

677 

696 

827 

-1 

♦1 

Furniture  and  appliance  group . 

630 

608 

603 

612 

613 

559 

581 

560 

582 

588 

630 

616 

650 

-1 

-1 

Furniture,  home  furnishings  stores . 

477 

454 

447 

452 

455 

409 

423 

409 

437 

451 

468 

455 

477 

-1 

-2 

Lumber,  building,  hardware,  farm  equip,  group. 

1,430 

1,402 

1,462 

1,398 

1,547 

1,631 

1,698 

1,782 

1,803 

1,784 

1,810 

1,745 

1, 553 

+5 

+4 

Lumber  yards,  building  materials  dealers3... 

1, 109 

1,068 

1,071 

1,060 

1,184 

1,231 

1,269 

1,333 

1,  367 

1,360 

1,386 

1,378 

1,204 

+1 

0 

Lumber  yards . 

823 

798 

798 

777 

875 

922 

966 

1,017 

1,033 

1,022 

1,023 

1,014 

903 

+3 

0 

Automotive  group . 

745 

713 

734 

751 

791 

832 

828 

824 

830 

800 

854 

820 

796 

-1 

♦3 

Passenger  car  dealers  (franchised) . 

540 

516 

538 

546 

575 

604 

599 

585 

592 

566 

607 

578 

554 

0 

44 

Gasoline  service  stations . . . 

419 

410 

419 

423 

421 

432 

446 

442 

446 

429 

445 

445 

409 

-1 

+2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

6,632 

6,114 

6,199 

5,573 

5,777 

5,860 

6,002 

6,050 

6,072 

6, 179 

6,237 

6, 334 

6, 858 

+11 

♦1 

Durable -goods  stores,  total . 

2,816 

2,725 

2,734 

2,615 

2,667 

2,670 

2,711 

2,731 

2,724 

2, 714 

2,667 

2,715 

2,929 

♦5 

0 

Nondurable-goods  stores,  total . 

3,816 

3.389 

3,465 

2,958 

3,110 

3,190 

3,291 

3,319 

3,348 

3,465 

3, 570 

3,619 

3,929 

+17 

♦2 

General  merchandise  group . 

3,476 

3,066 

3,134 

2,625 

2,791 

2,854 

2,962 

3,004 

3,040 

3,153 

3,250 

3,320 

3,597 

♦19 

♦2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

2, 547 

2,205 

2,261 

1,880 

1,993 

2,062 

2,160 

2,203 

2,220 

2,309 

2,396 

2,422 

2,633 

+20 

♦3 

Department  stores . 

2, 284 

1,970 

2,020 

1,704 

1,806 

1,865 

1,954 

1,990 

1,995 

2,078 

2,155 

2,174 

2,370 

♦19 

♦3 

Apparel  group . 

271 

262 

264 

227 

233 

241 

234 

232 

235 

237 

249 

234 

263 

♦16 

♦1 

Furniture  and  appliance  group . 

1,443 

1,401 

1,383 

1,308 

1,324 

1,356 

1,328 

1,316 

1,344 

1,331 

1,352 

1,394 

1,480 

♦6 

-1 

Furniture,  home  furnishings  stores . 

1,124 

1,075 

1,055 

1,011 

1,008 

1,033 

1,006 

1,001 

1,023 

1,017 

1,032 

1,080 

1,159 

+4 

-2 

Household  appliance,  TV,  radio  stores . 

319 

326 

329 

297 

316 

323 

322 

316 

321 

314 

320 

314 

321 

♦11 

♦1 

Lumber,  building,  hardware,  farm  equip,  group. 

189 

185 

196 

207 

199 

199 

192 

209 

198 

198 

185 

191 

194 

-5 

♦6 

Automotive  group . 

584 

563 

574 

576 

618 

620 

655 

654 

632 

618 

616 

601 

636 

0 

♦2 

Tire,  battery,  accessory  dealers . 

254 

254 

266 

239 

243 

253 

273 

270 

269 

262 

254 

259 

266 

♦U 

♦5 

1  Final  estimates.  \ 

2  Preliminary  estimates.  /  S*®  ErPlanatory  Material,  page  15. 

4  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  Ifeta  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  coanerclal 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to- month  and 
year-to-year  percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10, 
page  10. 
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Table  7.'  ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS _ 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  MARCH  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1963 

19621 

Perc 

ch 

Marc 

fn 

entage 

ange, 

1963 

am — 

Jan. 

Feb. 1 

Mar.  2 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Mar. 

1962 

Feb. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4,688 

4,198 

4, 266 

3,691 

3,846 

3,936 

4, 061 

4,119 

4, 178 

4,  308 

4,421 

4,524 

4,  894 

+16 

+2 

Durable-goods  stores,  total . 

1,126 

1,088 

1,101 

1,050 

1, 076 

1,074 

1,094 

1,126 

1,131 

1,136 

1,136 

1,151 

1,155 

+5 

+1 

Nondurable-goods  stores,  total . 

3,562 

3, 110 

3,165 

2,641 

2,770 

2,862 

2,967 

2,993 

3,047 

3,172 

3,285 

3,  373 

3,739 

+20 

+2 

General  merchandise  group . 

3,162 

2,733 

2,781 

2,268 

2,401 

2,490 

2,600 

2,  635 

2,700 

2,823 

2,914 

3,000 

3,  316 

+23 

+2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,507 

2,140 

2,178 

1,781 

1,886 

1,961 

2,052 

2,083 

2,122 

2,225 

2,311 

2,365 

2,633 

+22 

+2 

Department  stores . 

2,249 

1,915 

1,949 

1,923 

1,713 

1,775 

1,858 

1,883 

1,911 

2,005 

2,083 

2, 128 

2,382 

+1 

+2 

Apparel  group . 

234 

216 

226 

202 

205 

205 

202 

194 

190 

194 

203 

205 

251 

+12 

+5 

Furniture  and  appliance  group . 

339 

334 

337 

317 

320 

321 

322 

327 

328 

326 

335 

339 

350 

+6 

+1 

Tire,  battery,  accessory  dealers . 

264 

259 

257 

249 

252 

260 

279 

285 

279 

278 

271 

271 

280 

+3 

-1 

CHARGE  ACCOUNTS 

United  States,  total . 

972 

887 

856 

849 

874 

876 

875 

866 

872 

900 

934 

960 

1,067 

+1 

-4 

Durable-goods  stores,  total . 

277 

267 

261 

274 

295 

290 

297 

315 

311 

319 

331 

324 

304 

-5 

-2 

Nondurable-goods  stores,  total . 

695 

620 

595 

575 

579 

586 

578 

551 

561 

581 

603 

636 

763 

+3 

-4 

General  merchandise  group . 

429 

371 

342 

330 

327 

337 

333 

312 

328 

348 

353 

384 

481 

+4 

-8 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

392 

336 

307 

299 

294 

305 

298 

279 

287 

307 

316 

347 

440 

+3 

-9 

Department  stores . 

358 

306 

277 

282 

276 

285 

278 

260 

267 

287 

295 

325 

419 

-2 

-9 

Apparel  group . 

113 

99 

104 

101 

103 

101 

99 

95 

90 

92 

96 

97 

124 

+3 

+5 

Furniture  and  appliance  group . 

39 

41 

42 

31 

37 

34 

35 

41 

38 

39 

42 

43 

48 

+35 

+2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3,716 

3, 311 

3,410 

2,842 

2,972 

3,060 

3,186 

3,253 

3, 306 

3,408 

3,487 

3,564 

3,  827 

+20 

+3 

Durable-goods  stores,  total . 

849 

821 

840 

776 

781 

784 

797 

811 

820 

817 

805 

827 

851 

+8 

+2 

Nondurable -goods  stores,  total . 

2,867 

2,490 

2,570 

2,066 

2,191 

2,276 

2,389 

2,442 

2,486 

2,591 

2,682 

2,737 

2,976 

+24 

+3 

General  merchandise  group . 

2,733 

2,362 

2,439 

1,938 

2,074 

2,153 

2,267 

2,323 

2,372 

2,475 

2,561 

2,616 

2,835 

+26 

+3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,115 

1,804 

1,871 

1,482 

1,592 

1,656 

1,754 

1,804 

1,835 

1,918 

1,995 

2,018 

2,193 

+26 

+4 

Department  ptores . 

1,891 

1,609 

1,672 

1,341 

1,437 

1,490 

1,580 

1,623 

1,644 

1,718 

1,788 

1,803 

1,963 

+25 

+4 

Apparel  group . . . 

121 

117 

122 

101 

102 

104 

103 

99 

100 

102 

107 

108 

127 

+21 

+4 

Furniture  and  appliance  group . 

300 

293 

295 

286 

283 

287 

287 

286 

290 

287 

293 

296 

302 

+3 

+1 

See  Explanatory  Material,  page  15. 


1  Final  estimates. 

2  Preliminary  estimates. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  aid  of  the  months  indicated.  Amounts  transferred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  In  the  month- to- month  and 
yeai^to-year  percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES 
BY  SELECTED  KINDS  OF  BUSINESS-FE6RUARY  AND  MARCH  1963 

(Billions  of  dollars) 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 

FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


MAR. 

FEB. 

MAR. 

FEB. 

MAR. 

FEB. 

MAR. 

FEB. 

MAR. 

FEB. 

MAR. 

FEB. 

MAR. 

FEB. 


NOTE:  March  data  a  rtf  bated  on  preliminary  estlmotet  while  February  data  are  bated  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES --UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month -to-month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1. 3-1.4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6.7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1. 9-2.1 

2.0 

(Z ) —0. 3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(Z) 

(Z) 

(z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2.9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5.9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3.7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1.3-2. 0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9.9 

7.0 

5.8-7 .2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1.4-2. 1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

T.iimber  yards . 

5. 1-5.7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4.4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  ( franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Other  retail  stores . 

2. 4-2. 6 

2.5 

2. 4-2. 5 

2.5 

0. 6-1.1 

0.8 

Drug  and  proprietary  stores . 

2. 4-3.2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . . . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FOR  TWO  CONSECUTIVE  MONTHS1  --UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1.7-3. 4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5.9 

4.1 

2.  3-8. 5 

4.2 

Furriers p  fur  shops . 

5.1-19.5 

14.9 

Floor  coverings  stores . 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2. 0-4.8 

4.4 

3.6-NA 

5. 0-9. 5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  13 

Note:  The  ranges  of  sampling  error  ahcvn  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change-  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total . 

Durable-goods  stores,  total... 
Nondurable-goods  stores,  total 


Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores,  dry  goods,  general  merchandise  stores 

Department  stores . 

Mail  order  houses  (department  store  merchandise) . 

Apparel  group . 

Women's  ready-to-wear  stores . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equipment  group . 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers . 

Passenger  car  dealers  (franchised) . 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Other  retail  stores . . . 


1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

4.0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

3. 7-4. 6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

1.9-3 .0 

2.1 

1. 7-3.0 

2.1 

0. 2-1.1 

0.5 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1.2-5 .4 

1.6 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

4. 0^.3 

4.1 

3. 9-4.3 

4.0 

0.6-1. 3 

1.1 

4. 2-4. 6 

4.4 

4. 1^.6 

4.3 

0. 6-1.4 

1.1 

4. 4-5. 3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

4.7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

4. 2-4 .4 

4.3 

4.0-;.4 

4.1 

0.8-1. 5 

0.9 

5. 1-5. 6 

5.3 

4. 7-5. 3 

5.1 

0. 9-2.0 

1.1 

3. 8-5.0 

4.3 

3.7-5. 0 

4.2 

1.1-1. 7 

1.3 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1. 5-2.3 

1.7 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0.8-1 .4 

1.0 

4.4-5 .4 

4.7 

4. 1-5.4 

4.3 

1.4-1. 9 

1.7 

3. 9-5. 6 

4.1 

3. 7-5.1 

4.0 

1. 1-5.0 

1.5 

CHARGE  ACCOUNTS 


United  States,  total . 

1. 9-2.3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2.3-2. 6 

2.4 

2. 2-2 .4 

2.4 

0. 7-1.1 

0.9 

Nondurable -goods  stores,  total . 

2. 3-3 .3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3.0-4. 7 

4.3 

3. 1-4. 6 

4.3 

0. 6-1.2 

0.9 

Furniture  and  appliance  group . . . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6. 3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0. 7-1.4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4. 7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALMENT  ACCOUNTS 


United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

IXirable-goode  stores,  total . . . 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

0.8 

Nondurable-good 8  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1. 5-2.2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

I. 8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . 

3. 9-4 .4 

4.1 

3. 9-5 .4 

3.9 

0. 7-3.1 

1.1 

Furniture,  home  furnishings  stores . 

4.7-5 .4 

5.0 

4. 8-5 .4 

4.9 

0. 3-2.3 

1.4 

5.8 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3.7-4. 1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shcvn  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  14.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to- month 
percentage 
change  1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-O.l 

0.1 

Durable-goods  stores,  total . 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

Nondurable-goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

<z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 3-0.4 

0.4 

0. 3-0.4 

0.4 

(Z)-O.l 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . * . 

1.8-2. 2 

2.0 

1. 8-1.9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.9-1. 4 

1.0 

(Z)-O.l 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

l.O-l. 3 

1.2 

0. 1—0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2.7-2. 8 

2.7 

2. 6-2.7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . . . 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0.7-1. 1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(ZJ-1.4 

(Z) 

Department  stores . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(Z)-O.l 

(Z) 

Apparel  group . 

3.7-4. 4 

4.0 

3. 7-3.8 

3.8 

0. 3-0.7 

0.7 

Furniture  and  appliance  group . 

3. 1-3. 7 

3.2 

2.9-4. 3 

3.1 

0.4-0. 8 

0.7 

Tire,  battery,  accessory  dealers . 

“ 

- 

~ 

” 

“ 

INSTALMENT  ACCOUNTS 

United  States,  total . 

0. 3-0.4 

0.3 

0. 3-0.4 

0.3 

(ZJ-0.2 

0.1 

IXirable-goods  stores,  total . 

0.9-1. 4 

1.1 

0.9-1. 4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.3 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(ZJ-0.1 

(Z) 

Apparel  group . 

1. 3-2.1 

1.6 

1. 3-2.2 

1.8 

(ZJ-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 

(Z) 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

~ 

- 

- 

Z  Sampling  variability  is  less  than  0.1  percent. 

X  No  range  -  upper  and  lower  limits  and  median  are  identical. 
1  See  footnote  1,  table  10. 

Note:  See  Note,  table  10* 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors . 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  aid.  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  In  that  "the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes).  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incoiporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data . 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  nay  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies,  Central  Charge  Service, Diners '  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts . 

Nature  of  the  Sample 

I .  Sales 


The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  Ihe  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas .  These 
Census  sample  areas,  generally  consisting  of  ccm- 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business . 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  afbiainess. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "snail"  stores  enumerated  each  month. 


II.  Accounts  Receivable 
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Statistics  on  accounts  receivable  have  been  can- 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1 .  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  toa  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components . 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  -upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 


A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit— e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of  ihe  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores ,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureauof  the  Census  survey  results. 


(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System, "  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 


Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  a- products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  m-nv  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manuf acturing .  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  1  timber,  building  materials,  hardware,  farm  equip¬ 
ment  grcup  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; -the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable -goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  on  a  probabil¬ 
ity  sample  and  are,  therefore,  subject  to  sampling 
variability.  Estimates  of  these  sampling  varia¬ 
bilities  are  shown  in  tables  8  through  11.  In  order 
to  obtain  a  measure  of  the  variability  of  the  dollar 
volume  and  month-to-month  ratio  estimates  multiply 
the  estimate  by  its  associated  sampling  variability. 
Add  and  subtract  the  product  from  the  estimate .  Since 
the  sampling  variabilities  are  computed  at  the  one 
sigma  level,  the  chances  are  that  two  out  of  three 
times  the  "expected  value"  will  be  within  this  in¬ 
terval.  (The  "expected  value"  refers  to  that  value 
which  could  be  obtained  from  a  complete  enumeration 
using  the  same  techniques  in  collecting  and  process¬ 
ing  as  were  used  for  the  sample . )  Doubling  the  sam¬ 
pling  variability  and  repeating  this  process  gives 
an  interval  which  will  include  the  "expected  value" 
approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio" Is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 


for  Ihe  same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 
include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable. 

Preliminary’  versus  Final  Volume  Estimates 
I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple  .  Estimates  revised  in  similar  fashion  are  not 
available  for  months  prior  to  January  1960.  A  more 
detailed  and  technical  description  of  the  development 
of  these  estimates  may  be  obtained  upon  request  to 
the  Bureau  of  the  Census .  A  description  of  the  sam¬ 
ple  as  constituted  in  October  1955,  estimating  pro¬ 
cedure  used,  and  additional  information  on  the  reli¬ 
ability  of  the  estimates  is  available  in  a  pamphlet 
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entitled  "Description  of  the  Sample  for  the  Monthly- 
Retail  Trade  Report . " 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final "  estimates . 
Unlike  the  new  month's  sales  data  for  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  will  not  be  final  since  the  same  firms  are 
not  requested  to  report  each  month;  i.e.,  a  portion 
of  the  Group  II  accounts  receivable  estimates  is  de¬ 
rived  from  "rotating"  panels  (see  Nature  of  the  Sam¬ 
ple  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2,  6,  and  7 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  tables  6  and  7  for  all  kinds  of  busi¬ 
ness  are  derived  directly  from  the  dollar  volume 
estimates  in  the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores .  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 


(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 
For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (ll  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  tr  more 
store"  total. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of-business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 
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SALES 


Total  sales  of  all  retail  stores  in  the  United 
States  during  April  1963  were  estimated  at  $20.6  bil¬ 
lion,  5  percent  above  sales  for  March  1963,  and  7 
percent  higher  than  April  1962.  After  adjustment  for 
seasonal  variations  and  trading  day  differences,  but 
not  for  price  changes,  April  1963  sales  amounted  to 
$20.4  billion,  virtually  unchanged  from  March  1963 
and  3  percent  higher  than  April  a  year  ago.  Adjusted 
sales  of  durable-goods  stores  in  April  1963  remained 
virtually  unchanged  from  March  1963,  and  were  5  per¬ 
cent  above  April  1962.  Adjusted  sales  of  nondurable 
goods  stores  were  unchanged  from  March  1963  and  3 
percent  above  the  April  1962  level. 


Based  on  adjusted  data,  the  automotive  group  was 
the  only  major  group  in  the  durable-goods  stores 
category  showing  a  month-to-month  increase  (+3$).  In 
the  nondurable-goods  stores  category,  month-to-month 
sales  increases  were  shown  for  eating  and  drinking 
places  (+1$)  and  the  food  group  (+2$) .  Sales  for  the 
general  merchandise  group  and  apparel  group  decreased 
3  percent  each. 


A  comparison  of  adjusted  sales  of  durable-goods 
stores  for  April  1963  with  those  for  the  same  month 
a  year  ago  showed  increases  in  the  furniture  and 
appliance  group  (+2$) and  the  automotive  group  (+7$) , 
while  the  lumber,  building,  hardware,  farm  equipment 
group  remained  virtually  unchanged.  In  the  nondur¬ 
able-goods  stores  category,  year-to-year  sales  in¬ 
creases  were  shown  for  eating  and  drinking  places 
(+7$),  general  merchandise  group  (+4$) and  food  group 
(+2$),  while  the  drug  and  proprietary  stores  remained 
virtually  unchanged.  Sales  for  the  apparel  group 
decreased  3  percent. 

Cumulative  sales  of  all  retail  stores  for  the  first 
four  months  of  1963  amounted  to  $75.6  billion  or  6 
percent  above  the  $71.3  billion  reported  for  the  same 
period  in  1963.  On  an  adjusted  basis  all  major  kinds 
of  business  groups  showed  sales  increases,  with  the 
automotive  group  reporting  a  cumulative  sales  increase 
of  9  percent,  followed  by  the  general  merchandise 
group  (+7$)  and  the  furniture  and  appliance  group 
(+6 i) . 


SALES  OF  ALL  RETAIL  STORES- 
FIRST  FOUR  MONTHS  1960  THROUGH  1963 

[Not  adjusted  for  seasonal  variations  or  trading  day  differences] 


1960  1961  1962  1963 

nondurable-coods  stores  ourable-goods  stores 

Percentage  figure*  represent  percent  of  total  tales.  buncau  or  thi  ciniui 


ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $13.3 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  April  30,  1963.  This  amount  was 
5  percent  more  than  the  $12.7  billion  reported  as  of 
April  30,  1962,  and  about  3  percent  higher  than  the 
$12.9  billion  outstanding  at  the  end  of  March  1963. 
The  increase  in  total  credit  balances  from  the  April 
1962  level,  based  on  data  not  adjusted  for  seasonal 
variations,  reflected  a  9  percent  increase  ii  install¬ 
ment  account  balances  and  a  1  percent  increase  in 
charge  account  balances.  Compared  with  March  1963 
charge  and  installment  balances  showed  increases  of 
5  percent  and  1  percent  respectively. 

Total  receivable  balances  of  durable -goods  stores 
as  of  April  30,  1963  were  3  percent  higher  than  bal¬ 
ances  for  the  previous  month,  and  1  percent  higher 
than  those  outstanding  at  the  end  of  April  1962 .  Non¬ 
durable-goods  stores  reported  a  3  percent  increase 
in  total  credit  outstanding  from  the  March  1963  total, 
and  a  7  percent  increase  over  the  total  for  the  end 
of  April  a  year  ago. 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES — UNITED  STATES,  BY  KIND  OF  BU5INESS:  APRIL  1963 


(Ml 11 lone  of  dollars) 


Kind  of  business 

1963 

1962 1 

Total 

4  months 

Jan. 

Feb. 

|  Mar.1 

Apr.2 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec. 

1963 

1962 

Data  NOT  ADJUSTED  for  seasonal  variations  or 

trading  day  differences 

United  States,  total . . . 

18,261 

17,087 

19, 653 

20, 550 

19,251 

20,226 

20,254 

19,138 

19,920 

18,863 

20,576 

20,911 

24,127 

75,551 

71, 336 

Durable-goods  stores,  total . 

5,695 

5,432 

6,383 

6,965 

6,284 

6,828 

6, 786 

6,330 

6,321 

5,604 

6,988 

6,742 

6,766 

24,475 

22, 577 

Nondurable-goods  stores,  total... . 

12,566 

11,655 

13,270 

13,585 

12,967 

13,398 

13,468 

12,808 

13,599 

13, 259 

13,  588 

14, 169 

17,361 

51,076 

48,759 

Food  group . 

4,738 

4,467 

4,976 

4,711 

4,520 

4,791 

5,033 

4,733 

4,997 

4,823 

4,803 

4,917 

5,237 

18, 892 

18,275 

Grocery  stores  . 

4,303 

4,048 

4,  531 

4,  251 

4,073 

4,326 

4,563 

4,267 

4,521 

4,369 

4, 350 

4,456 

4,732 

17,133 

16, 540 

Meat  markets . 

124 

120 

126 

124 

120 

128 

127 

122 

125 

121 

124 

127 

134 

494 

484 

Bakery  products  stores . 

90 

83 

93 

90 

86 

85 

88 

84 

89 

90 

95 

97 

102 

356 

343 

Eating  and  drinking  places . 

1,334 

1,254 

1,421 

1,465 

1,371 

1,486 

1,537 

1,566 

1,630 

1,513 

1,485 

1,445 

1,479 

5,474 

5,164 

Eating  places . 

920 

859 

982 

1,029 

955 

1,041 

1,086 

1,106 

1,152 

1,062 

1,030 

994 

1,010 

3,790 

3,  542 

Restaurants,  cafeterias,  lunchrooms . 

775 

726 

818 

840 

779 

836 

867 

884 

928 

868 

849 

825 

843 

3,159 

2,953 

Drinking  places . . . . . 

414 

395 

439 

436 

416 

445 

451 

460 

478 

451 

455 

451 

469 

1,684 

1,622 

Oeneral  merchandise  group . 

1,756 

1,627 

2,075 

2, 312 

2,152 

2,201 

2, 141 

1,926 

2,241 

2,232 

2,372 

2,711 

4,119 

7,770 

7,263 

Department  stores  and  dry  goods,  general 

merchandise  stores . . . 

1,260 

1,134 

1,500 

1,644 

1,530 

1,574 

1,539 

1,365 

1,584 

1,613 

1,724 

1,959 

2,972 

5,538 

5,137 

Department  stores . 

1,005 

902 

1,199 

1,318 

1,248 

1,282 

1,262 

1,106 

1,266 

1,303 

1,377 

1,575 

2,422 

4,424 

4,189 

Variety  stores . 

259 

274 

320 

387 

363 

351 

352 

323 

367 

352 

360 

400 

751 

1,240 

1,201 

Mall  order  houses  (department  store 

merchandise) . 

139 

130 

159 

169 

156 

163 

137 

131 

180 

165 

183 

245 

267 

597 

553 

Apparel  group . 

986 

826 

1,081 

1,269 

1,307 

1,183 

1,121 

971 

1,096 

1,193 

1,214 

1,320 

2,127 

4,162 

4,113 

Men's,  boys'  wear  stores3 . 

20V 

160 

186 

224 

221 

221 

233 

185 

192 

206 

226 

258 

467 

774 

752 

Men's,  boys '  clothing,  furnishings  stores. 

197 

155 

180 

216 

217 

a7 

229 

180 

187 

199 

217 

250 

456 

748 

735 

Women's  apparel,  accessory  stores4 . 

377 

326 

428 

483 

496 

463 

407 

368 

414 

455 

468 

513 

801 

1,614 

1,587 

Women's  ready-to-wear  stores . 

329 

286 

382 

426 

431 

403 

356 

322 

363 

405 

413 

450 

698 

1,423 

1,372 

Family  do  thing  stores.. . 

190 

157 

212 

248 

262 

239 

228 

194 

216 

232 

248 

280 

465 

807 

818 

Shoe  stores . 

169 

147 

205 

257 

270 

214 

212 

182 

215 

236 

212 

209 

305 

778 

777 

Furniture  and  appliance  group . 

830 

781 

838 

844 

789 

876 

894 

873 

948 

916 

962 

1,020 

1,216 

3,293 

3,109 

Furniture,  home  furnishings  stores . 

517 

502 

543 

561 

529 

577 

580 

573 

625 

598 

627 

658 

745 

2,123 

2,014 

Furniture  stores . . 

374 

356 

387 

397 

368 

423 

425 

429 

472 

448 

462 

478 

563 

1, 514 

1,426 

Household  appliance,  TV,  radio  stores . 

313 

279 

295 

283 

260 

299 

314 

300 

323 

318 

335 

362 

471 

1,1X 

1,095 

Household  appliance  dealers . 

226 

201 

211 

207 

202 

239 

252 

242 

253 

245 

250 

270 

346 

847 

832 

Lumber,  building,  hardware,  farm  equipment 

group . 

921 

886 

1,128 

1,362 

1,287 

1,428 

1,434 

1,397 

1,435 

1,343 

1,420 

1,271 

1,190 

4,297 

4,150 

Limber  yards,  building  materials  dealers5. . . 

520 

493 

604 

748 

728 

814 

829 

850 

874 

782 

846 

760 

609 

2, 365 

2,374 

Limber  yards . 

347 

324 

398 

497 

467 

535 

558 

572 

595 

5  22 

560 

500 

398 

1,566 

1,498 

Hardware  stores . . . . 

175 

156 

191 

231 

222 

249 

239 

220 

222 

217 

222 

216 

312 

753 

731 

Automotive  group . 

3,487 

3,309 

3,926 

4,248 

3,763 

4,026 

3,944 

3, 567 

3,421 

2,808 

4,082 

3,869 

3,434 

14,970 

13,643 

Passenger  oar,  other  automotive  dealers . 

3,309 

3,148 

3,732 

4,015 

3,544 

3,786 

3,697 

3,334 

3,194 

2,599 

3,850 

3,641 

3,139 

14,204 

12, 886 

Passenger  car  dealers6 . . 

3,215 

3,043 

3, 608 

3,850 

3,421 

3,648 

3,532 

3,177 

3,062 

2,495 

3,736 

3,542 

3,053 

13,716 

12, 503 

Passenger  oar  dealers  (franchised) . 

2,921 

2,753 

3,290 

3,537 

3,078 

3,292 

3,174 

2,838 

2,716 

2,199 

3,404 

3,229 

2,784 

12, 501 

11,340 

Tire,  battery,  accessory  dealers . 

178 

161 

194 

233 

219 

240 

247 

233 

227 

209 

232 

228 

295 

766 

757 

Gasoline  service  stations . 

1,540 

1,395 

1, 543 

1,591 

1,511 

1, 577 

1,623 

1,647 

1,662 

1,564 

1,604 

1,561 

1,629 

6,069 

5,778 

Other  retail  stores . 

2,669 

2,542 

2,665 

2,748 

2,551 

2,658 

2,527 

2,458 

2,490 

2,471 

2,634 

2,797 

3,696 

10, 624 

9,841 

Drug  and  proprietary  stares . 

649 

641 

667 

652 

643 

669 

667 

646 

658 

632 

647 

660 

880 

2,609 

2, 573 

Drug  stores . 

630 

623 

647 

632 

622 

647 

642 

619 

632 

606 

623 

636 

848 

2,532 

2,489 

Liquor  stores . 

409 

386 

427 

418 

402 

424 

435 

437 

461 

436 

447 

488 

700 

1,640 

1,573 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences7 

United  States,  total . . . 

20,247 

20,350 

20,365 

20,355 

19,673 

19,508 

19,163 

19,761 

19,645 

19,693 

19,821 

20,230 

20,203 

81,317 

76,926 

Durable-goods  stores,  total . . . 

6,477 

6,583 

6,623 

6,  644 

6,332 

6,169 

6,029 

6,378 

6,128 

6,125 

6,481 

6,523 

6,453 

26,329 

24,409 

Nondurable-goods  stores,  total . 

13,770 

13,767 

13, 740 

13,711 

13,341 

13,339 

13, 134 

13,383 

13,517 

13,568 

13,340 

13,707 

13,750 

54,988 

52, 517 

Food  group . 

4,943 

4,897 

4,807 

4,881 

4,787 

4,801 

4,722 

4,835 

4,856 

4,915 

4,846 

4,813 

4,928 

19,528 

18, 883 

Grocery  stores  . 

4,485 

4,439 

4,359 

4,409 

4,318 

4,335 

4,269 

4,368 

4,391 

4,453 

4,390 

4,360 

4,474 

17,692 

17,071 

Eating  drinking  places ... 

1,463 

1,502 

1, 513 

1,524 

1,426 

1,444 

1,464 

1,404 

1,461 

1,454 

1,443 

1,486 

1,465 

6,002 

5,668 

Oeneral  merchandise  group . 

2,320 

2,319 

2,4a 

2,340 

2,248 

2,263 

2,193 

2,283 

2,294 

2,332 

2,229 

2,393 

2,340 

9,400 

8,765 

Department  stores . 

1,336 

1,334 

1,417 

1,335 

1,303 

1,315 

1,294 

1,340 

1,303 

1,362 

1,254 

1,355 

1,389 

5,422 

5,099 

Variety  stores . 

373 

378 

377 

396 

379 

376 

357 

374 

381 

368 

371 

392 

356 

1,524 

1,485 

Mail  order  houses  (department  store  mdse.).. 

177 

172 

183 

175 

171 

167 

160 

167 

181 

182 

163 

177 

167 

707 

655 

ippm-el  group . , . . . 

1,220 

1,214 

1,212 

1,172 

1,207 

1,196 

1,114 

1,200 

1,224 

1,203 

1,160 

1,231 

1,219 

4,818 

4,779 

M«*n 1  b ,  boys'  wear  stores3 . . . 

230 

236 

232 

233 

231 

236 

208 

229 

237 

236 

225 

231 

231 

931 

905 

Woman's  apparel,  accessory  stores4 . 

461 

461 

466 

444 

450 

451 

431 

462 

463 

467 

442 

483 

467 

1,832 

1,799 

Shoe  stores. . . . . 

215 

216 

220 

205 

222 

205 

198 

208 

223 

208 

211 

217 

222 

856 

868 

Furniture  end  appliance  group . 

941 

951 

955 

908 

888 

876 

861 

908 

909 

951 

891 

924 

949 

3,755 

3,  540 

Furniture,  home  furnishings  storms . 

600 

611 

614 

587 

582 

562 

565 

604 

595 

625 

574 

585 

603 

2,412 

2,285 

Household  appliance,  TV,  radio  stares . 

341 

340 

341 

321 

306 

314 

296 

304 

314 

326 

317 

339 

346 

1,343 

1,255 

Limber,  building,  hardware,  farm  equipment 

. . . 

1,266 

1,261 

1,302 

1,275 

1,273 

1,257 

1,212 

1,269 

1,261 

1,251 

1,237 

1,300 

1,308 

5,104 

4,963 

Limber  yards,  building  materials  dealers  ... 

714 

710 

730 

735 

753 

728 

713 

763 

736 

710 

718 

744 

708 

2,889 

2,904 

Hardware  stores . 

227 

216 

225 

215 

219 

as 

210 

215 

215 

223 

209 

217 

247 

883 

864 

Automotive  group........ . . 

3,726 

3,792 

3,778 

3,  888 

3,646 

3,520 

3,436 

3,658 

3,423 

3,372 

3,832 

3,760 

3,662 

15,184 

13,912 

Passenger  oar,  other  automotive  dealers . 

3,502 

3,570 

3,549 

3,659 

3,422 

3,297 

3,220 

3,446 

3,218 

3, 149 

3,610 

3,533 

3,418 

14,280 

13,015 

Tire,  battery,  accessary  dealers . 

224 

222 

229 

229 

224 

223 

216 

212 

205 

223 

222 

227 

244 

904 

897 

Gasoline  service  a tat loos . 

1,639 

1,608 

1,607 

1,625 

1,547 

1,533 

1,553 

1,525 

1,546 

1,563 

1,566 

1,566 

1,605 

6,479 

6,181 

Drug  and  proprietary  stores . 

663 

688 

679 

673 

675 

677 

680 

674 

673 

651 

648 

690 

686 

2,705 

2,653 

Liquor  stares . 

460 

459 

459 

457 

459 

44  8 

433 

446 

471 

436 

456 

473 

448 

1,835 

1,773 

1  Final  estimates.  \ 

2  Preliminary  estimates.  >  Sce  Explanatory  Material,  page  14. 

*  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

?  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores.  6  Includes  both  franc  bleed  and  nonfranc  hi  eed  oar  dealers. 

Data  adjusted  for  seasonal  variations  and  trading  day  differences  by  Office  of  Business  Economics,  U.  S.  Department  of  Commerce. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  APRIL  1963 


Percentage  changes  in  sales— 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

April  1963 
from — 

4  mos. 
1963 
from 

4  mos. 
1962 

Kind  of  business 

April  1963 
from — 

4  mos. 

1963 

Apr. 

1962 

Mar. 

1963 

Apr- 

1962 

Mar. 

1963 

4  mos . 

1962 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  toted . 

+7 

+5 

+6 

Durable-goods  stores,  total . 

+11 

+9 

+8 

Nondurable-goods  stores,  total . 

+5 

+2 

+5 

Food  group . 

+4 

-5 

+3 

Grocery  stores . 

+4 

—6 

+4 

Meat  markets . 

+3 

-2 

+2 

Fruit  stores, vegetable  markets* . 

+19 

+19 

+10 

Candy,  nut,  confectionery  stores* . 

—6 

+19 

-5 

Bakery  products  stores . 

+5 

-3 

+4 

Delicatessen  stores* . 

-8 

-8 

-3 

Eating  and  drinking  places . 

+7 

+3 

+6 

Eating  places . 

+8 

+5 

+7 

Restaurants,  cafeterias,  lunch- 

rooms . 

+8 

+3 

+7 

Drinking  places . 

+5 

-1 

+4 

General  merchandise  group . 

+7 

+11 

+7 

Department  stores  and  dry  goods, 

general  merchandise  stores . 

+7 

+10 

+8 

Department  stores . 

+6 

+  10 

+6 

Variety  stores . 

+7 

+21 

+3 

Mail  order  houses ( department 

store  merchandise) . 

+8 

+6 

+8 

Apparel  group . 

-3 

+17 

+1 

Men's,  boys'  clothing,  furnishings 

stores . . 

0 

+20 

+2 

Men's,  boys'  clothing  stores* . 

-1 

+18 

+4 

Men's,  boys'  furnishings  stores*.... 

-10 

+19 

-9 

+4 

Family  clothing  stores . 

-5 

+17 

-i 

Women' 8  apparel,  accessory. 

-8 

Furriers,  fur  shops* . 

-33 

+14 

-29 

Furniture  and  appliance  group . 

+7 

+1 

+6 

Furniture  stores . 

+6 

+3 

+6 

Floor  coverings  stores* . 

Household  appliance,  TV,  radio 

+12 

+5 

+11 

stores . 

+9 

-4 

+7 

Household  appliance  stores . 

+2 

-2 

+2 

TV,  radio  stores* . 

+31 

-10 

+24 

Lumber,  building,  hardware,  farm 

equipment  group . 

+6 

+21 

+4 

Lumber,  building  materials  dealers... 

+3 

+24 

0 

Lumber  yards . 

+6 

+25 

+5 

Paint,  glass,  wallpaper  stores* . 

Heating  and  plumbing  equipment 

+15 

+17 

+6 

dealers* . 

-9 

+18 

-22 

Hardware  stores . 

+4 

+21 

+3 

Farm  equipment  dealers* . 

+14 

+15 

+12 

Automotive  group . 

+13 

+8 

+10 

Passenger  car  dealers . 

+13 

+7 

+10 

Passenger  car  dlrs. (franchised) _ _ 

+15 

+8 

+10 

Tire,  battery,  accessory  dealers . 

+6 

+20 

+1 

Gasoline  service  stations . 

+5 

+3 

+5 

Fuel,  fuel  oil  dealers* . 

+3 

-27 

+9 

Fuel  dealers,  except  fuel  oil* . 

+7 

-23 

+8 

Fuel  oil  dealers* . 

-1 

-30 

+10 

Drug  and  proprietary  stores . 

+1 

-2 

+1 

Drug  stores . 

+2 

-2 

+2 

Liquor  stores . 

+4 

-2 

+4 

Jewelry  stores* . 

+9 

+6 

+10 

Florists* . 

+20 

+43 

+14 

Book  stores* . 

+25 

-18 

+25 

Stationery  stores* . 

+32 

-2 

+19 

Music  stores* . 

+17 

-6 

+14 

Camera,  photographic  supply  stores*.... 

+37 

+4 

+30 

Luggage,  leather  goods  stores* . 

0 

+33 

-12 

Optical  goods  stores* . 

+25 

0 

+15 

Typewriter  stores* . 

+45 

0 

+41 

Based  an  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+3 

0 

+6 

n 

Furniture  and  appliance  group . 

+2 

-5 

+6 

Furniture,  home  furnishings  stores... 

+i 

-4 

+6 

Durable-goods  stores,  toted . 

+5 

0 

+8 

Household  appliance,  TV,  radio  stores. 

+5 

-6 

+7 

Nondurable -goods,  stores,  total . 

+3 

0 

+5 

Food  group . 

+2 

+2 

+3 

Lumber,  building,  hardware,  farm 

Grocery  stores . 

+2 

+1 

+4 

equipment  group . 

0 

-2 

+3 

lumber,  building,  materials  dealers.. 

-2 

+1 

-1 

Eating  and  drinking  places . 

+7 

+1 

+6 

Hardware  stores . 

-2 

-4 

+2 

+4 

-3 

+7 

+7 

+3 

+9 

Department  stores . 

+2 

-6 

+6 

Passenger  car  and  other  automotive 

+4 

+5 

+3 

Mail  order  houses  (department  store 

Tire,  battery,  accessory  dealers . 

+2 

0 

+1 

merchandise) . 

+2 

-4 

+8 

Gasoline  service  stations . 

+5 

+1 

+5 

Apparel  group . 

-3 

-3 

+1 

+1 

0 

+3 

+2 

Women's  apparel,  accessory  stores . 

-1 

-5 

+2 

-8 

-7 

-1 

+3 

*  See  Explanatory  Material,  page  15. 

1  Adjusted  data  based  on  adjustment  factors  as  developed  by  Office  of  Business  Economics,  U.  S.  Department  of  Commerce. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shewn  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds 
of  business  with  an  asterisk,  see  table  9,  page  9. 


Table  3.  ESTIMATED  MDNTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  APRIL  1963 
 (Millions  of  dollars; 
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196 

3 

1962 

Total 

4  months 

Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

Apr .  1  May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

1963 

1962 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

4,075 

3,826 

r4,  571 

4,651 

4,464 

4,594 

4,698 

4,269 

4,670 

4,559 

4,692 

5,056 

6,527 

17,123 

16,511 

Durable-goods  stores,  total . 

283 

272 

r  324 

355 

335 

368 

368 

362 

378 

356 

392 

395 

468 

1,234 

1,184 

Nondurable-goods  stores,  total . 

3,792 

3,554 

4,247 

4,296 

4,129 

4,226 

4,330 

3,907 

4,292 

4,203 

4,300 

4,661 

6,059 

15,889 

15,327 

Food  group . 

1,951 

1,842 

2,119 

1,920 

1,863 

1,964 

2,096 

1,873 

2,015 

1,946 

1,943 

2,053 

2,165 

7,832 

7,640 

Grocery  stores1 . 

1,897 

1,790 

2,067 

1,862 

1,805 

1,908 

2,041 

1,818 

1,960 

1,893 

1,890 

2,000 

2,103 

7,616 

7,433 

Eating  and  drinking  places . 

91 

89 

102 

102 

98 

104 

106 

105 

106 

101 

103 

99 

101 

384 

377 

General  merchandise  group . 

1,120 

1,035 

rl,329 

1,504 

1,398 

1,424 

1,402 

1,262 

1,459 

1,436 

1,519 

1,734 

2,664 

4,988 

4,668 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

792 

708 

r950 

1,058 

984 

1,012 

1,002 

887 

1,008 

1,019 

1,077 

1,214 

1,849 

3,508 

3,277 

Department  stores . 

689 

618 

r829 

921 

858 

883 

875 

770 

870 

885 

939 

1,062 

1,617 

3,057 

2,851 

Variety  stores . 

191 

204 

241 

294 

277 

268 

271 

248 

285 

271 

279 

307 

578 

930 

897 

Apparel  group . 

232 

202 

283 

353 

361 

315 

299 

250 

291 

318 

314 

346 

546 

3,070 

1,056 

Men's,  boys'  wear  stores  2 . 

24 

19 

25 

29 

32 

29 

30 

22 

23 

25 

30 

35 

58 

97 

99 

Women's  apparel,  accessory  stores3 . 

93 

82 

116 

141 

139 

128 

116 

100 

115 

125 

124 

143 

228 

432 

411 

Women's  ready-to-wear  stores . 

86 

76 

107 

129 

126 

116 

105 

91 

106 

115 

114 

132 

209 

398 

374 

Shoe  stores . 

70 

64 

87 

113 

118 

97 

95 

79 

96 

105 

93 

93 

142 

334 

334 

Furniture  and  appliance  group . 

72 

71 

85 

83 

82 

88 

84 

85 

90 

89 

101 

104 

119 

311 

310 

Tire,  battery,  accessory  dealers . 

69 

62 

77 

92 

87 

100 

101 

96 

91 

86 

92 

92 

126 

300 

303 

Other  retail  stores . 

364 

362 

389 

394 

374 

387 

395 

383 

395 

386 

407 

431 

604 

1,509 

1,433 

Drug  and  proprietary  stores . 

129 

128 

135 

134 

130 

132 

135 

129 

131 

129 

132 

137 

213 

526 

502 

Liquor  stores . 

85 

84 

96 

93 

86 

90 

94 

92 

96 

91 

98 

106 

169 

358 

339 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences4 


United  States,  total . 

4,731 

4,732 

r4,799 

4,713 

4,582 

4,591 

4,523 

4,635 

4,670 

4,691 

4,610 

4,743 

4,741 

18,975 

18,259 

Grocery  stores1 . 

1,965 

1,951 

1,927 

1,944 

1,921 

1,906 

1,899 

1,913 

1,921 

1,936 

1,940 

1,937 

1,965 

7,787 

7, 579 

Eating  and  drinking  places . 

98 

101 

104 

105 

100 

102 

102 

99 

99 

99 

100 

102 

101 

408 

400 

General  merchandise  group . 

1,505 

1,510 

rl,  600 

1,519 

1,414 

1,451 

1,420 

1,472 

1,487 

1,496 

1,428 

1,523 

1,503 

6,134 

5,740 

Department  stores . . 

923 

922 

r  995 

920 

852 

878 

870 

896 

886 

916 

863 

929 

962 

3,760 

3,499 

Variety  stores . 

280 

284 

287 

298 

283 

287 

275 

287 

302 

284 

288 

302 

269 

1,149 

i,iu 

Apparel  group . 

315 

319 

318 

305 

302 

311 

291 

314 

330 

313 

305 

320 

309 

1,257 

1,240 

Men's,  boys'  wear  stores  2 . 

27 

31 

31 

27 

29 

30 

28 

30 

32 

30 

29 

29 

28 

116 

119 

Women's  apparel,  accessory  stores3 . 

130 

131 

132 

124 

119 

122 

117 

125 

127 

129 

121 

130 

125 

517 

494 

Shoe  stores . 

95 

97 

97 

94 

92 

93 

86 

92 

98 

93 

95 

97 

93 

383 

379 

Tire,  battery,  accessory  dealers . 

88 

86 

91 

90 

89 

89 

87 

89 

86 

93 

90 

94 

98 

355 

360 

Drug  and  proprietary  stores . . . ; . 

138 

146 

139 

139 

138 

134 

136 

134 

135 

135 

136 

142 

142 

562 

539 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  For  April  1963,  weekly  sales  (in  millions  of  dollars)  were  as  follows:  Fbr  week  ending 
April  6  .  460  ;  April  13  =  465  ;  April  20  s  427 ;  April  27  =  435  . 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors.  r  Revised. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

4  Data  adjusted  for  seasonal  variations  and  trading  day  differences  by  Office  of  Business  Economics.  U.  S.  Department  of  Commerce. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FTFWS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  APRIL  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Kind  of  business 

1963 

1962 1 

Total 

4  months 

Jan. 

Feb. 

ter.1 

Apr. 2 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec. 

1963 

1962 

United  States,  total . 

4,901 

4,592 

5,469 

5,580 

5,236 

5,396 

5,499 

5,041 

5,526 

5,413 

5,622 

6,044 

7,767 

20,542 

19,358 

Food  group . 

2,ai 

2,087 

2,383 

2,168 

2,058 

2,178 

2,314 

2,097 

2,251 

2,184 

2,200 

2,300 

2,439 

8,849 

8,450 

Grocery  stores . 

2,138 

2,016 

2,309 

2,088 

1,975 

2,096 

2,236 

2,019 

2,174 

2,110 

2,125 

2,225 

2,354 

8,551 

8,127 

Eating  and  drinking  places . 

135 

129 

147 

147 

137 

144 

150 

149 

156 

148 

150 

149 

153 

558 

525 

General  merchandise  group . 

1,235 

1,148 

1,476 

1,662 

1,531 

1,567 

1,529 

1,373 

1, 614 

1,601 

1,694 

1,953 

2,973 

5,521 

5,116 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

880 

792 

1,064 

1,178 

1,072 

1,111 

1,098 

973 

1,126 

1,145 

1,212 

1,368 

2,073 

3,914 

3,582 

Department  stores . 

753 

679 

913 

1,008 

924 

953 

945 

831 

943 

968 

1,033 

1,168 

1,782 

3,353 

3,085 

Drug  and  proprietary  stores . 

156 

154 

162 

161 

157 

160 

164 

159 

164 

158 

161 

166 

256 

633 

611 

1  Final  estimates.  V  _  _  ,  „  .  .  ,  ,, 

2  Preliminary  estiamtes.  /  See  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Revised  Geographic  Area  Data 

The  data  previously  shown  as  Table  5 — "Sales  of  Stores  of  Firms  Operating  1  to  10  Retail  Stores,  by  Census  Region,"  and  ae  Table  6 — "Percentage 
Change  in  Sales  of  Stores  of  Firms  Operating  1  to  10  Retail  Stores,  by  Specified  Standard  Metropolitan  Areas"  have  been  omitted  from  this  pub¬ 
lication.  Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas,  covering  all  retail  stores  rather  than  only  stores  that  are 
part  of  firms  operating  one  to  ten  stores,  will  be  6hown  for  the  first  time  in  a  supplementary  publication  to  be  released  subsequently. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES — SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  APRIL  1963 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percentage  change  in  sales 


Percentage  change  in  sales 


Area 

April  1963  from — 

4  mos.  1963 
from 

4  mos.  1962 

Area 

April  1963  from — 

4  mos.  1963 
from 

4  mos.  1962 

April 

1962 

March 

1963 

April 

1962 

March 

1963 

STANDARD  METROPOLITAN  AREA 

New  York-Northeastern  New  Jersey1 . . . 

+1 

+8 

0 

New  York  City . 

-3 

+9 

-6 

Newark,  N.  J . 

0 

+4 

0 

+4 

+16 

+2 

0 

+9 

NA 

NA 

NA 

+9 

+4 

Asheville,  N.  C..~. - V. . 

+8 

+19 

+6 

+15 

+7 

+10 

+7 

+3 

44 

+6 

+3 

Philadelphia,  Pa . 

-10 

+3 

-3 

Phoenix,  Ariz . 

NA 

NA 

NA 

+2 

+15 

4-1 

4-1 

+14 

Baton  Rouge,  la . 

+23 

-2 

+13 

-5 

+6 

-1 

43 

+11 

-2 

-13 

-3 

-5 

+5 

4l 

+2 

+17 

43 

4l 

0 

+3 

Rochester,  N.  Y . 

+7 

+9 

+5 

Sacramento,  Calif . 

0 

+10 

+5 

Buffalo,  N.  Y . 

+7 

+12 

+7 

-2 

+20 

-1 

+5 

+8 

_1 

-1 

-6 

0 

+2 

+11 

+5 

+5 

+8 

+4 

+9 

_3 

+8 

+1 

+20 

4l 

+10 

+21 

+7 

San  Diego,  Calif . ✓ . 

44 

+12 

+5 

+3 

+18 

-3 

+10 

+2 

+8 

NA 

NA 

NA 

-13 

-7 

+2 

+13 

44 

+11 

+9 

+8 

+5 

+10 

+2 

43 

+19 

0 

+7 

+8 

+4 

-4 

+11 

-1 

Springfield,  Mo . 

+1 

+15 

+2 

+9 

+15 

44 

+11 

+3 

+2 

+10 

+5 

+3 

+11 

0 

+4 

+9 

+4 

-3 

+12 

-1 

El  Paso,  Tex . 

-4 

+12 

+1 

Tampa-St.  Petersburg,  Fla . 

+8 

+3 

+7 

Erie,  Pa . 

-2 

-9 

-2 

Toledo,  Ohio . 

-1 

+21 

+1 

NA 

NA 

NA 

-8 

+12 

0 

Flint,  Mich . 

+10 

+13 

+10 

+11 

+10 

+7 

+11 

+29 

+2 

Utica-Rome,  N.  Y . 

+17 

+21 

+10 

NA 

NA 

NA 

+8 

+9 

+5 

Grand  Rapids,  Mich . 

+1 

+10 

-1 

Washington,  D.  C . 

+6 

+7 

+8 

Wheeling,  W.  Va . 

-5 

+10 

-1 

+16 

+14 

+5 

-1 

+10 

0 

+6 

+10 

+3 

-5 

+26 

-2 

+10 

+8 

+12 

-3 

+13 

-7 

Kansas  City,  Mo . 

+7 

+10 

+6 

Knoxville,  Tenn . 

+7 

+18 

-1 

CITIES 

-2 

44 

4l 

-1 

+15 

-1 

+7 

+9 

44 

+23 

-4 

+10 

+15 

+8 

-3 

+17 

-3 

+20 

+5 

+3 

+2 

+6 

+2 

+8 

4-5 

-5 

+9 

-2 

+6 

45 

+6 

-3 

+34 

-8 

Miami,  Fla . 

+11 

+2 

+6 

+7 

+9 

+6 

Milwaukee,  Vis . 

44 

+18 

-1 

-7 

+15 

-2 

Mobile,  Aia . 

+5 

0 

+4 

-2 

+6 

-1 

New  Orleans,  la . 

+13 

+10 

+10 

Springfield,  Mass . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shewn  does  not  include  all  portions  of  the  area . 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  banks  and  subject  to  revisioi 


Table  6.  ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS — UNITED  STATES,  BY  KIND  OF  BOSINESS:  APRIL  1963 

(MUllons  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 
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Kind  of  business 

19 

63 

1962 1 

Percentage 

change, 

April  1963 
from-- 

Jan. 

Feb. 

Mar.1 

Apr.2 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Apr. 

1962 

ter. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

13,474 

12,700 

12,912 

13, 272 

12,678 

12, 868 

13,010 

12,948 

13,045 

13,156 

13,390 

13,557 

14,299 

♦5 

♦3 

Durable-goods  stores,  total . 

5,892 

5,685 

5,799 

5,951 

5,864 

5,948 

6,088 

6,153 

6,213 

6, 148 

6,245 

6,203 

6,241 

+1 

♦3 

Nondurable-goods  stores,  total . 

7, 582 

7,015 

7, 113 

7,321 

6,814 

6,920 

6,922 

6,795 

6,832 

7,008 

7,145 

7,354 

8,058 

♦7 

♦3 

Food  group . 

328 

320 

332 

332 

331 

343 

354 

351 

364 

365 

355 

345 

354 

0 

0 

Grocery  stores . 

270 

270 

276 

274 

280 

291 

305 

295 

300 

303 

297 

288 

297 

-2 

-1 

Eating  and  drinking  places . 

87 

81 

80 

79 

65 

64 

64 

58 

60 

57 

70 

76 

96 

♦22 

-1 

General  merchandise  group . 

4,510 

3,994 

4, 031 

4,115 

3,658 

3,744 

3,843 

3,838 

3,885 

4,030 

4,131 

4,298 

4,782 

♦12 

♦2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,489 

3,043 

3,065 

3,134 

2,769 

2,856 

2,941 

2,940 

2,961 

3,080 

3,183 

3,278 

3,720 

♦13 

♦2 

Department  stores . 

3,104 

2,685 

2,695 

2,748 

2,479 

2,559 

2,638 

2,634 

2,642 

2,758 

2,847 

2,934 

3,340 

♦11 

♦2 

Mail  order  houses  (department  store  mdse.).. 

850 

791 

805 

812 

748 

739 

751 

755 

770 

794 

803 

838 

fi79 

♦9 

♦1 

Apparel  group . 

998 

913 

932 

967 

932 

898 

873 

821 

828 

893 

926 

930 

1,090 

♦4 

♦4 

Women's  ready-to-wear  stores . 

453 

414 

438 

452 

437 

414 

386 

363 

367 

402 

420 

429 

509 

♦3 

♦3 

Furniture  and  appliance  group . 

2,073 

2,009 

1,984 

1,977 

1,937 

1,915 

1,909 

1,876 

1,926 

1,919 

1,982 

2,010 

2,130 

♦2 

0 

Furniture,  home  furnishings  stores . 

1,601 

1,529 

1,512 

1,506 

1,463 

1,442 

1,429 

1,410 

1,460 

1,468 

1,500 

1,535 

1,636 

♦3 

0 

Furniture  stores . 

1,454 

1,392 

1,387 

1,384 

1,317 

1,303 

1,290 

1,274 

1,321 

1,316 

1,332 

1,367 

1,481 

♦5 

0 

Household  appliance,  TV,  radio  stores . 

472 

479 

472 

471 

474 

473 

480 

466 

466 

451 

482 

475 

494 

-1 

0 

Household  appliance  dealers . 

408 

419 

416 

411 

410 

415 

427 

419 

412 

400 

421 

419 

432 

0 

-1 

Lumber,  building,  hardware,  farm  equip,  group. 

1,619 

1,587 

1,634 

1,761 

1,746 

1,830 

1,890 

1,989 

2,001 

1,982 

1,995 

1,936 

1,747 

+1 

♦8 

Lumber  yards,  building  materials  dealers3... 

1,177 

1,136 

1, 125 

1,222 

1,242 

1,292 

1,320 

1,395 

1,426 

1,421 

1,445 

1,438 

1,265 

-2 

♦9 

Lumber  yards . 

878 

852 

836 

917 

917 

967 

1,002 

1,063 

1,077 

1,067 

1,066 

1,059 

951 

0 

♦10 

Automotive  group . 

1,329 

1,276 

1,349 

1,394 

1,409 

1,452 

1,483 

1,478 

1,462 

1,418 

1,470 

1,421 

1,432 

-1 

♦3 

Passenger  car  dealers4 . 

877 

834 

897 

932 

965 

985 

990 

976 

967 

935 

986 

933 

939 

-3 

44 

Passenger  car  dealers  (franchised) . 

821 

775 

830 

861 

879 

903 

913 

907 

895 

867 

916 

864 

872 

-2 

■»4 

Tire,  battery,  accessory  dealers . 

422 

41 2 

422 

436 

414 

438 

461 

463 

456 

448 

443 

447 

459 

♦5 

43 

Gasoline  service  stations . 

431 

419 

436 

457 

437 

447 

462 

459 

457 

441 

456 

455 

420 

♦5 

♦5 

Other  retail  stores . 

2,099 

2,101 

2,134 

2,190 

2,163 

2,175 

2,132 

2,078 

2,062 

2,051 

2,005 

2,106 

2,248 

♦1 

♦3 

CHARGE  ACCOUNTS 

United  States,  total . 

6.842 

6,586 

6, 658 

6,982 

6.901 

7.008 

7.008 

6.898 

6.973 

6.977 

7.153 

7.223 

7.441 

+1 

-45 

Durable-goods  stores,  total . 

3,076 

2,960 

3,038 

3,233 

3,197 

3, 278 

3,377 

3,422 

3,489 

3,434 

3,578 

3,488 

3,312 

♦1 

♦6 

Nondurable-goods  stores,  total . 

3,766 

3,626 

3,620 

3,749 

3,704 

3,730 

3,631 

3,476 

3,484 

3,543 

3,575 

3,735 

4,129 

♦1 

♦4 

Food  group . 

321 

312 

325 

323 

327 

331 

340 

344 

356 

357 

347 

338 

346 

-1 

-1 

General  merchandise  group . 

1,034 

928 

873 

894 

867 

890 

881 

834 

845 

877 

881 

958 

1,185 

♦3 

♦2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

942 

838 

782 

797 

776 

794 

781 

737 

741 

771 

787 

856 

1,087 

♦3 

♦2 

Department  stores . 

820 

715 

662 

669 

673 

694 

684 

644 

647 

680 

692 

760 

970 

-1 

4l 

Apparel  group . 

727 

651 

664 

691 

699 

657 

639 

589 

593 

656 

677 

696 

827 

-1 

44 

Furniture  and  appliance  group . 

630 

608 

591 

600 

613 

559 

581 

560 

582 

588 

630 

616 

650 

-2 

♦2 

Furniture,  home  furnishings  stores . 

477 

454 

440 

448 

455 

409 

423 

409 

437 

451 

468 

455 

477 

-2 

♦2 

Lumber,  building,  hardware,  farm  equip,  group. 

1,430 

1,402 

1,439 

1,581 

1,547 

1,631 

1,698 

1,782 

1,803 

1,784 

1, 810 

1,745 

1,553 

♦2 

♦10 

Lumber  yards,  building  materials  dealers3... 

1,109 

1,068 

1,062 

1,173 

1,184 

1,231 

1,269 

1,333 

1,367 

1,360 

1,386 

1,378 

1,204 

-1 

♦10 

Lumber  yards . 

823 

798 

787 

882 

875 

922 

966 

1,017 

1,033 

1,022 

1,023 

1,014 

903 

♦1 

♦12 

Automotive  group . 

745 

713 

754 

790 

791 

832 

828 

824 

830 

800 

854 

820 

796 

0 

♦5 

Passenger  car  dealers  (franchised) . 

540 

516 

548 

571 

575 

604 

599 

585 

592 

566 

607 

578 

554 

♦1 

♦4 

Gasoline  sex-vice  stations . 

419 

410 

427 

448 

421 

432 

446 

442 

446 

429 

445 

445 

409 

♦6 

♦5 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

6,632 

6,114 

6,254 

6,290 

5,777 

5,860 

6,002 

6,050 

6,072 

6,179 

6,237 

6,334 

6,858 

♦9 

♦1 

Durable-goods  stores,  total . 

2,816 

2,725 

2,761 

2,718 

2,667 

2,670 

2,711 

2,731 

2,724 

2,714 

2,667 

2,715 

2,929 

♦2 

-2 

Nondurable-goods  stores,  total . 

3,816 

3,389 

3,493 

3,572 

3,110 

3,190 

3,291 

3,319 

3,348 

3,465 

3,570 

3,619 

3,929 

♦15 

♦2 

General  merchandise  group . 

3,476 

3,066 

3,158 

3, 221 

2,791 

2,854 

2,962 

3,004 

3,040 

3,153 

3,250 

3,320 

3,597 

♦15 

♦2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

2,  547 

2,205 

2,283 

2, 337 

1,993 

2,062 

2,160 

2,203 

2,220 

2,309 

2,396 

2,422 

2,633 

♦17 

♦2 

Department  stores . 

2,284 

1,970 

2,033 

2,079 

1,806 

1,865 

1,954 

1,990 

1,995 

2,078 

2,155 

2,174 

2,370 

♦15 

♦2 

Apparel  group . 

271 

262 

268 

276 

233 

241 

234 

232 

235 

237 

249 

234 

263 

♦18 

♦3 

Furniture  and  appliance  group . 

1,443 

1,401 

1,393 

1,377 

1,324 

1,356 

1,328 

1,316 

1,344 

1,331 

1,352 

1,394 

1,480 

♦4 

-1 

Furniture,  home  furnishings  stores . 

1,124 

1,075 

1,072 

1,058 

1,008 

1,033 

1,006 

1,001 

1,023 

1,017 

1,032 

1,080 

1,159 

♦5 

-1 

Household  appliance,  TV,  radio  stores . 

319 

326 

321 

319 

316 

323 

322 

316 

321 

314 

320 

334 

321 

♦1 

-1 

Lumber,  building,  hardware,  farm  equip,  group. 

189 

185 

195 

180 

199 

199 

192 

209 

198 

198 

185 

191 

194 

-10 

-8 

Automotive  group . 

584 

563 

595 

604 

618 

620 

655 

654 

632 

618 

616 

601 

636 

-2 

♦2 

Tire,  battery,  accessory  dealers . 

254 

254 

257 

261 

243 

253 

273 

270 

269 

262 

254 

259 

266 

♦7 

♦2 

1  Final  estimates .  \  _  _  , 

2  Preliminary  estimates.  '  899  Explanatory  Material,  page  15. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  n enfranchised  car  dealers. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  cannercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to^onth  and 
year-to-year  percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10, 
page  10. 
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Table  7. '  ESTIMATED  END-OF-MDNTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  APRIL  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


19< 

>3 

1962  1 

Percer 

char 

April 

tage 

ige, 

1963 

Jan. 

Feb. 

Mar. 1 

Apr.2 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct . 

Nov. 

Dec . 

Apr. 

1962 

Mar. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4,688 

4,198 

4,267 

4,331 

3,846 

3,936 

4,061 

4,119 

4,178 

4,308 

4,421 

4,524 

4,894 

+13 

+1 

Durable-goods  stores,  total . 

1,126 

1,088 

1,100 

1,103 

1,076 

1,074 

1,094 

1,126 

1,131 

1,136 

1,136 

1,151 

1,155 

+3 

0 

Nondurable-goods  stores,  total . 

3,562 

3,110 

3,167 

3,228 

2,770 

2,862 

2,967 

2,993 

3,047 

3,172 

3,285 

3,373 

3,739 

+17 

+2 

General  merchandise  group . 

3,162 

2,733 

2,778 

2,828 

2,401 

2,490 

2,600 

2,635 

2,700 

2,823 

2,914 

3,000 

3,316 

+18 

+2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,507 

2,140 

2,177 

2,220 

1,886 

1,961 

2,052 

2,083 

2,122 

2,225 

2,311 

2,365 

2,633 

+18 

+2 

Department  stores . 

2,249 

1,915 

1,949 

1,987 

1,713 

1,775 

1,858 

1,883 

1,911 

2,005 

2,083 

2,128 

2,382 

+16 

+2 

Apparel  group . 

234 

216 

224 

233 

205 

205 

202 

194 

190 

194 

203 

205 

251 

+14 

+4 

Furniture  and  appliance  group . 

339 

334 

336 

336 

320 

321 

322 

327 

328 

326 

335 

339 

350 

+5 

0 

Tire,  battery,  accessory  dealers . 

264 

259 

257 

266 

252 

260 

279 

285 

279 

278 

271 

271 

280 

+6 

+4 

CHARGE  ACCOUNTS 

United  States,  total . 

972 

887 

870 

883 

874 

876 

875 

866 

872 

900 

934 

960 

1,067 

+1 

+1 

Durable-goods  stores,  total . 

277 

267 

271 

279 

295 

290 

297 

315 

311 

319 

331 

324 

304 

-5 

+3 

Nondurable-goods  stores,  total . 

695 

620 

599 

604 

579 

586 

578 

551 

561 

581 

603 

636 

763 

+4 

+1 

General  merchandise  group . 

429 

371 

341 

338 

327 

337 

333 

312 

328 

348 

353 

384 

481 

+3 

-1 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

392 

336 

306 

304 

294 

305 

298 

279 

287 

307 

316 

347 

440 

+3 

-1 

Department  stores . 

358 

306 

278 

276 

276 

285 

278 

260 

267 

287 

295 

325 

419 

0 

-1 

Apparel  group . 

113 

99 

103 

110 

103 

101 

99 

95 

90 

92 

96 

97 

124 

+7 

+7 

Furniture  and  appliance  group . 

39 

41 

41 

39 

37 

34 

35 

41 

38 

39 

42 

43 

48 

+5 

-5 

INSTALLMENT  ACCOUNTS 

United  States,  total . . 

3,716 

3,311 

3,397 

3,448 

2,972 

3,060 

3,186 

3,253 

3,306 

3,408 

3,487 

3,564 

3,827 

+16 

+2 

Durable-goods  stores,  total . 

849 

821 

829 

824 

781 

784 

797 

811 

820 

817 

805 

827 

851 

+6 

-1 

Nondurable -goods  stores ,  total. . . . 

2,867 

2,490 

2,568 

2,624 

2,191 

2,276 

2,389 

2,442 

2,486 

2,591 

2,682 

2,737 

2,976 

+20 

+2 

General  merchandise  group . 

2,733 

2,362 

2,437 

2,490 

2,074 

2,153 

2,267 

2,323 

2,372 

2,475 

2,561 

2,616 

2,835 

+20 

+2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,115 

1,804 

1,871 

1,916 

1,592 

1,656 

1,754 

1,804 

1,835 

1,918 

1,995 

2,018 

2,193 

+20 

+2 

Department  stores . 

1,891 

1,609 

1,671 

1,711 

1,437 

1,490 

1,580 

1,623 

1,644 

1,718 

1, 788 

1,803 

1,963 

+20 

+2 

Apparel  group . 

121 

117 

121 

123 

102 

104 

103 

99 

100 

102 

107 

108 

127 

+21 

+2 

Furniture  and  appliance  group . 

300 

293 

295 

297 

283 

287 

287 

286 

290 

287 

293 

296 

302 

+5 

+1 

*  )  &e  ZiPlaiBtorsr  Material,  page  15. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 

FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES 
BY  SELECTED  KINDS  OF  BUSINESS-MARCH  AND  APRIL  1963 


(Billions  of  dollars) 

1.5  2.0  2.5 


Charge  Accounts.  .  .  . 
(  installment  Accounts  . 

Total  . 


TOTAL  ALL  STORES 


APR. 


7.0 

6.3 

13.3 


MAR. 


6.7 

6.2 

12.9 


Percentage 

change 


+5 

+1 

+3 


■  Bosed  on  data  shown  In  table  6. 


0.5 


1.0 


1.5 


2.0 


2.5 


3.0 


3.5 


4.0 


4.5 


5.0 


NOTEt  April  data  are  based  on  preliminary  estimates  while  Morch  data  are  bosed  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  QF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES --UNITED  STATES,  BY  KIND  OP  BUSINESS 

( Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month -to-month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable -goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1. 3-1.4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5.9-6. 7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2.4 

2.3 

2. 2-2. 4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0.  5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1.9-2. 1 

2.0 

(ZJ-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

m 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0. 6-1.9 

0.9 

Men' 8,  boys'  wear  stores . 

5.4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5. 9 

5.4 

1.6-2.  5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3.7 

3.2 

0.8-1. 2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3.3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9.9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3. 9-4.3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4.4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Other  retail  stores . 

2. 4-2. 6 

2.5 

2. 4-2. 5 

2.5 

0. 6-1.1 

0.8 

Drug  and  proprietary  stores . 

2. 4-3.2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . . 

2. 5-2.9 

2.9 

2. 4-2. 9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  Is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months . 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  unrf  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  QF  RETAIL  SALES  FCR  TWO  CONSECUTIVE  MCKTHS1—  UNITED  STATES,  FCF  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5. 9 

4.1 

Stationery  stores . 

2.  3-8. 5 

4.2 

Furriers,  fur  shops . 

5.1-19.5 

14.9 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2. 0-4. 8 

4.4 

3.6-NA 

5. 0-9. 5 

8.3 

1.4-6. 7 

3.1 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shewn  in  table  2.  See  Explanatory  Material  for  table  2,  page  13 

Note:  The  ranges  of  sampling  error  shevn  above  are  based  on  the  month- to-month  percentage  ohange  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Preliminary 

estimates 

Final  estimates 

percentage 
change-  1 

Kind  of  business 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

1. 6-2.3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

4. 0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

Food  group . 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

Eating  and  drinking  places . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

1. 9-3.0 

2.1 

1. 7-3.0 

2.1 

0. 2-1.1 

0.5 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

1.4 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

Women's  ready-to-wear  stores . 

6. 8-7. 2 
3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

1  .  -2  .4 

0. 5-1.0 

0.8 

4.0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0. 6-1.3 

1.1 

4. 2-4. 6 

4.4 

4. 1-4. 6 

4.3 

0.6-1. 4 

1.1 

Household  appliance,  TV,  radio  stores . 

4. 4-5. 3 
4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3.4-3. 5 

3.4 

0.6-1. 3 

0.8 

4.2-4 .4 

4.3 

4. 0-4. 4 

4.1 

0.8-1.  5 

0.9 

5. 1-5. 6 

5.3 

4. 7-5. 3 

5.1 

0. 9-2.0 

1.1 

Lumber  yards . 

3. 8-5.0 

4.3 

3.7-5. 0 

4.2 

1. 1-1.7 

1.3 

Passenger  car  dealers . 

5. 1-6. 5 
5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Passenger  car  dealers  (franchised) . 

3. 8-9. 8 

6.7 

3. 7-8. 6 

7.0 

0.8-1 .4 

1.0 

Tire,  battery,  accessory  dealers . 

4. 4-5. 4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

Other  retail  stores . .  - 

3. 9-5. 6 

4.1 

3. 7-5.1 

4.0 

1. 1-5.0 

1.5 

CHARGE  ACCOUNTS 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

2. 3-2. 6 

2.4 

2. 2-2 .4 

2.4 

0. 7-1.1 

0.9 

Nondurable -goods  stores,  total . 

2. 3-3.3 

4.0-4. 6 

2.6 

4.5 

4. 0-4 .4 

4.1 

1.0-2. 5 

1.6 

Food  group . 

3. 1-4. 4 

4.1 

3. 0-4.4 

4.1 

0.6-1. 2 

0.8 

General  merchandise  group . . 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

Department  stores . 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

2.2 

Apparel  group . . . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture  and  appliance  group . 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

2.7 

Furniture,  home  furnishings  stores . 

3. 5-3. 7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber,  building,  hardware,  farm  equipment  group . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Lumber  yards,  building  materials  dealers . 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0. 9-2.1 

1.3 

Lumber  yards . 

4.4-6. 1 

4.9 

3. 9-5 .4 

5.1 

1. 5-3.1 

2.2 

Automotive  group . . . 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Passenger  car  dealers  (franchised) . 

Gasoline  service  stations . . . 

4.7-5 .4 

4.9 

4.3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALMENT  ACCOUNTS 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

0.8 

0.3 

Nondurable-goods  stores,  total . 

1.6-2. 2 

1.6 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 8 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

0.5 

Department  stores . 

6.4-7. 8 

7.2 

5. 6-7. 3 

7.2 

1. 3-3.0 

2.0 

Apparel  group . 

.  3. 9-4. 4 

4.1 

3.9-5 .4 

3.9 

0. 7-3.1 

1.1 

Furniture  and  appliance  group . 

.  4. 7-5 .4 

5.0 

4. 8-5 .4 

4.9 

0.3-2. 3 

1.4 

1.3 

Household  appliance,  TV,  radio  stores . 

.  4.4-6.C 

.  7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Lumber,  building,  hardware,  farm  equipment  group . 

.  5.5-7.C 

6.1 

5. 7-6. 5 

6.0 

1.0-2. 3 

1.6 

Automotive  group . 

Tire,  battery,  accessory  dealers . * . - 

.  3. 7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

?  tZlS  pr.llM.-iy  estate  for  the  month  over  the  final  estate  for  the  previous  month.  (See  Explanatory  Material, 

page  14.)  This  month-to-month  ratio  is  subject  to  less  sailing  error  than  tha  ratio  of  the  fln^eatim^s  Preliminary  estimates:  June  1959  and  Januaiy 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  the  t  age  chargee:  May,  June  and  December  1959  and 

through  April  1960.  final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes,  nay, 

January  through  April  1960. 


Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 
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Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to- month 
percentage 
change  1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-O.l 

0.1 

Durable-goods  stores,  total . 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

Nondurable- goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(zj 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0. 4 

0.4 

0.3-0. 4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

Apparel  group . 

1. 8-2.2 

2.0 

1. 8-1.9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.9-1. 4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1. 2-1.5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2.7-2. 8 

2.7 

2. 6-2.7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0. 6-1.7 

1.1 

0.7-1. 1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.7-1. 1 

0.9 

(X) 

0.8 

(ZJ-1.4 

(Z) 

Department  stores . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(Z) 

Apparel  group . 

3.7-4. 4 

4.0 

3.7-3. 8 

3.8 

0. 3-0.7 

0.7 

Furniture  and  appliance  group . 

3. 1-3.7 

3.2 

2.9-4. 3 

3.1 

0.4-0. 8 

0.7 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

- 

- 

- 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0. 4 

0.3 

0.3-0. 4 

0.3 

(ZJ-0.2 

0.1 

IXirable-goods  stores,  total . 

0.9-1. 4 

1.1 

0.9-1. 4 

1.1 

0.1-0. 2 

0.1 

Nondurable- goods  stores,  total . 

0.3-0. 4 

0.4 

0. 3-0.5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(ZJ-0.1 

(Z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(ZJ-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 

(Z) 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

- 

- 

- 

Z  Sampling  variability  is  less  than  0.1  percent. 

X  No  range  -  upper  and  lower  limits  and  median  are  identical. 
1  See  footnote  1,  table  10. 

Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  frcm  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  may  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  exoluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies,  Central  Charge  Service,  Diners '  Club,  etc . 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts. 

Nature  of  the  Sample 

I.  Sales 


The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  Ihe  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  ccm- 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations.  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of bisiness. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
'  the  sample .  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 

$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  cf  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  fims  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960 . 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses .  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of  -the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureauaf  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business .  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised".) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  cr  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change . 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; -the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  on  a  probabil¬ 
ity  sample  and  are,  therefore,  subject  to  sampling 
variability.  Estimates  of  these  sampling  varia¬ 
bilities  are  shown  in  tables  8  through  11.  In  order 
to  obtain  a  measure  of  the  variability  of  the  dollar 
volume  and  month-to-month  ratio  estimates  multiply 
the  estimate  by  its  associated  sampling  variability. 
Add  and  subtract  the  product  from  the  estimate .  Since 
the  sampling  variabilities  are  computed  at  the  one 
sigma  level,  the  chances  are  that  two  out  of  three 
times  the  "expected  value"  will  be  within  this  in¬ 
terval.  (The  "expected  value"  refers  to  that  value 
which  could  be  obtained  from  a  complete  enumeration 
using  the  same  techniques  in  collecting  and  process¬ 
ing  as  were  used  for  the  sample . )  Doubling  the  sam¬ 
pling  variability  and  repeating  this  process  gives 
an  interval  which  will  include  the  "expected  value" 
approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio" Is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 


for -die  same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 
include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable. 

Preliminary  versus  Final  Volume  Estimates 
I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple.  Estimates  revised  in  similar  fashion  are  not 
available  for  months  prior  to  January  1960.  A  more 
detailed  and  technical  description  of  the  development 
of  these  estimates  may  be  obtained  upon  request  to 
the  Bureau  of  the  Census.  A  description  of  the  sam¬ 
ple  as  constituted  in  October  1955,  estimating  pro¬ 
cedure  used,  and  additional  information  on  the  reli¬ 
ability  of  the  estimates  is  available  in  a  pamphlet 
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entitled  "Description  of  the  Sample  for  the  Monthly- 
Retail  Trade  Report . " 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final "  estimates . 
Unlike  the  new  month's  sales  data  fbr  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  will  not  be  final  since  the  same  firms  are 
not  requested  to  report  each  month;  i.e.,  a  portion 
of  the  Group  II  accounts  receivable  estimates  is  de¬ 
rived  from  "rotating"  panels  (see  Nature  of  the  Sam¬ 
ple  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2,  6,  and  7 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  frcsn  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  tables  6  and  7  for  all  kinds  of  busi¬ 
ness  are  derived  directly  from  the  dollar  volume 
estimates  in  the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 


(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores . 
For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (ll  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics .  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards . 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  May  1963 


SALES 


Total  sales  of  all  retail  stores  in  the  United 
States  during  May  1963  were  estimated  at  $21.3  bil¬ 
lion,  4  percent  above  sales  for  April  1963,  and  5 
percent  higher  than  May  1962.  After  adjustment  for 
seasonal  variations  and  trading  day  differences,  but 
not  for  price  changes.  May  1963  sales  amounted  to 
$20.3  billion,  virtually  unchanged  from  the  previous 
month,  and  4  percent  above  May  1962.  Adjusted  sales 
of  durable-goods  stores  in  May  1963  declined  1  per¬ 
cent  from  April  1963,  but  were  7  percent  higher  than 
May  1962.  Adjusted  sales  of  nondurable-goods  stores 
rose  1  percent  from  the  previous  month  and  were  3 
percent  higher  than  May  a  year  ago. 

Based  on  adjusted  data,  the  decrease  since  April 
1963  in  sales  of  durable-goods  stores  reflected  de¬ 
creases  in  the  automotive  group  and  the  lumber, 
building,  hardware,  farm  equipment  group  (-3#  and 
-1$  respectively) .  In  the  nondurable— goods  category, 
the  general  merchandise  group  and  the  apparel  group 
both  showed  sales  increases  of  1  percent,  while  sales 
of  the  food  group  and  eating  and  drinking  places 
were  virtually  unchanged. 

A  comparison  of  adjusted  sales  of  durable-goods 
stores  for  May  1963  with  those  for  the  same  month  a 
year  ago  showed  increases  in  the  furniture  and  appli¬ 
ance  group  and  the  automotive  group  ( +7$  each) ,  while 
the  lumber,  building,  hardware,  farm  equipment  group 
remained  virtually  unchanged.  In  the  nondurable- 
goods  category,  eating  and  drinking  places  reported 
a  year-to-year  sales  increase  of  5  percent,  followed 
by  the  general  merchandise  group  (+4$)  and  the  food 
group  (+1^).  Sales  of  the  apparel  group  decreased 
2  percent  from  the  previous  year. 

Cumulative  sales  of  all  retail  stores  for  the  first 
five  months  of  1963  amounted  to  $96.8  billion  or  5 
percent  above  the  $91.6  billion  reported  for  the 
same  period  a  year  ago.  On  an  adjusted  basis,  all 
the  major  kinds-of -business  groups  showed  sales  in¬ 
creases,  with  the  exception  of  the  apparel  group, 
which  remained  virtually  unchanged.  The  automotive 
group  had  the  highest  year-to-year  cumulative  sales 
increase  (+9$),  followed  by  eating  and  drinking 
places,  the  general  merchandise  group,  and  the 
furniture  and  appliance  group  (+6$  each). 


ACCOUNTS  RECEIVABLE 


Retail  stores  in  the  United  States  reported  $13.6 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  May  31,  1963.  This  amount  was  6 
percent  more  than  the  $12.9  billion  reported  for  May 
1962  and  2  percent  higher  than  the  $13.4  billion 
outstanding  at  the  end  of  April  1963.  The  increase 
in  total  credit  balances  from  the  May  1962  level, 
based  on  data  not  adjusted  for  seasonal  variations, 
reflected  a  9  percent  increase  in  installment  account 
balances  and  a  3  percent  increase  in  charge  account 
balances.  Compared  with  April  1963,  installment 
balances  increased  1  percent  and  charge  balances 
were  up  3  percent. 

Total  receivable  balances  of  durable-goods  stores 
as  of  May  31,  1963  were  3  percent  higher  than  bal¬ 
ances  for  the  previous  month,  and  4  percent  higher 
than  those  outstanding  at  the  end  of  May  1962.  Non¬ 
durable-goods  stores  reported  a  1  percent  increase 
in  total  credit  outstanding  from  the  April  1963 
total,  and  an  8  percent  increase  over  the  total  for 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OT  BUSINESS:  MAY  1963 
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(Millions  of  dollars) 


Kind  of  business 

1963 

1962 

tal 

- 

Jan. 

Feb. 

Mar. 

1  Apr.1 

May2 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1963 

1962 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 

United  States,  total . 

18,261 

17,087 

19,653 

20,518 

21,298 

20,226 

20,254 

19,138 

19,920 

18,863 

20, 576 

20,911 

24,127 

96, 817 

91,562 

Durable-goods  stores,  total . 

5,695 

5,432 

6,383 

6,982 

7, 263 

6,828 

6,786 

6,330 

6,321 

5,604 

6,988 

6,742 

6,766 

31,755 

29,405 

Nondurable-goods  stores,  total, . 

12,566 

11,655 

13,270 

13,536 

14,035 

13,398 

13,468 

12,808 

13,599 

13,259 

13,588 

14,169 

17,361 

65,062 

62,157 

Food  group . . . . . 

4,738 

4,467 

4,976 

4,677 

5,065 

4,791 

5,033 

4,733 

4,997 

4,823 

4,803 

4,917 

5,237 

23,923 

23,066 

Grocery  stores  . 

4,303 

4,048 

4,531 

4,223 

4,578 

4,326 

4,563 

4,267 

4,521 

4,369 

4,350 

4,456 

4,732 

21,  683 

20, 866 

Meat  markets . . . . . 

124 

120 

126 

123 

129 

128 

127 

122 

125 

121 

124 

127 

134 

622 

612 

Bakery  products  stores . 

90 

83 

93 

90 

93 

85 

88 

84 

89 

90 

95 

97 

102 

449 

428 

Eating  and  drinking  places . 

1,334 

1,254 

1,421 

1,463 

1,568 

1,486 

1,537 

1,566 

1,630 

1,513 

1,485 

1,445 

1,479 

7,040 

6, 650 

Rating  places . 

920 

859 

982 

1,027 

1,101 

1,041 

1,086 

1,106 

1,152 

1,062 

1,030 

994 

1,010 

4, 889 

4,583 

Restaurants,  cafeterias,  lunchrooms . 

775 

726 

818 

839 

888 

836 

867 

884 

928 

868 

849 

825 

843 

4,046 

3,789 

Drinking  places . 

414 

395 

439 

436 

467 

445 

451 

460 

478 

451 

455 

451 

469 

2,151 

2,067 

General  merchandise  group . 

1,756 

1,627 

2,075 

2,299 

2,297 

2,201 

2,141 

1,926 

2,241 

2,232 

2,372 

2,711 

4,119 

10,054 

9,464 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,260 

1,134 

rl,492 

1,  636 

1,650 

1,574 

1,539 

1,365 

1,584 

1,613 

1,724 

1,959 

2,972 

7,172 

6,711 

Department  stores . 

1,005 

902 

1,199 

1,315 

1,327 

1,282 

1,262 

1,106 

1,266 

1,303 

1,377 

1,575 

2,422 

5,748 

5,471 

Variety  stores . 

259 

274 

320 

384 

365 

351 

352 

323 

367 

352 

360 

400 

751 

1, 602 

1,552 

Mall  order  houses  (department  store 

merchandise) . . . 

139 

130 

159 

169 

166 

163 

137 

131 

180 

165 

183 

245 

267 

763 

716 

Apparel  group . 

986 

826 

1,081 

1,268 

1,170 

1,183 

1,121 

971 

1,096 

1,193 

1,214 

1,320 

2,127 

5,331 

5,296 

Men's,  boys'  wear  stores3 . 

20; 

160 

186 

224 

221 

221 

233 

185 

192 

206 

226 

258 

467 

995 

973 

Men's,  boyB '  clothing,  furnishings  stores. 

197 

155 

180 

216 

213 

217 

229 

180 

187 

199 

217 

250 

456 

961 

952 

Wa men's  apparel,  aooessory  stores4 . 

377 

326 

428 

482 

460 

463 

407 

368 

414 

455 

468 

513 

801 

2,073 

2,050 

Women's  ready-to-wear  stores . 

329 

286 

382 

424 

401 

403 

356 

322 

363 

405 

413 

450 

698 

1,822 

1,775 

Family  clothing  stores... . 

190 

157 

212 

247 

230 

239 

228 

194 

216 

232 

248 

1  280 

465 

1,036 

1,057 

Shoe  stores . 

169 

347 

205 

259 

213 

214 

212 

182 

215 

236 

212 

209 

305 

993 

991 

Furniture  and  appliance  group . 

830 

781 

838 

854 

936 

876 

894 

873 

948 

916 

962 

1,020 

1,216 

4,239 

3,985 

Furniture,  home  furnishings  stores . 

517 

502 

543 

574 

614 

577 

580 

573 

625 

598 

627 

658 

745 

2,750 

2,591 

Furniture  stores. . ... . 

374 

356 

387 

404 

447 

423 

425 

429 

472 

448 

462 

478 

563 

1,968 

1,849 

Household  appliance,  TV,  radio  stores . 

313 

279 

295 

280 

322 

299 

314 

300 

323 

318 

335 

362 

471 

1,489 

1,394 

Household  appliance  dealers . 

228 

201 

211 

206 

235 

239 

252 

242 

253 

245 

250 

270 

346 

1,081 

1,071 

Lumber,  building,  hardware,  farm  equipment 

group . 

921 

88  6 

1,128 

1,359 

1,436 

1,428 

1,434 

1,397 

1,435 

1,343 

1,420 

1,271 

1,190 

5,730 

5,578 

Lumber  yards,  building  materials  dealers5... 

520 

493 

604 

748 

839 

814 

82 9 

850 

874 

782 

846 

760 

609 

3,204 

3,188 

Lumber  yards . 

347 

324 

398 

498 

552 

535 

558 

572 

595 

522 

560 

500 

398 

2,119 

2,033 

Hardware  stores . 

175 

156 

191 

229 

247 

249 

239 

220 

222 

217 

222 

216 

312 

998 

980 

Automotive  group . 

3,487 

3,309 

3,926 

4,262 

4,302 

4,026 

3,944 

3,567 

3,421 

2,808 

4,082 

3,869 

3,434 

19,286 

17,669 

Passenger  oar,  other  automotive  dealers . 

3,309 

3,148 

3,732 

4,033 

4, 064 

3,786 

3,697 

3,334 

3,194 

2,599 

3,850 

3,641 

3,139 

18,286 

16, 672 

Passenger  car  dealers6 . . . . 

3,215 

3,043 

3,608 

3,871 

3,901 

3,648 

3,532 

3,177 

3,062 

2,495 

3,736 

3,542 

3,053 

17, 638 

16,151 

Passenger  car  dealers  ( franchised) . 

2,921 

2,753 

3,290 

3,546 

3,559 

3,292 

3,174 

2,838 

2,716 

2,199 

3,404 

3,229 

2,784 

16,069 

14, 632 

Tire,  battery,  accessory  dealers... . 

178 

161 

194 

229 

238 

240 

247 

233 

227 

209 

232 

228 

295 

1,000 

997 

Gasoline  service  stations . 

1,540 

1,395 

1,543 

1,574 

1, 636 

1,577 

1,623 

1,647 

1,662 

1,564 

1,604 

1,561 

1,629 

7,688 

7, 355 

Other  retail  stores . 

2,669 

2,542 

2,665 

2,762 

2,888 

2,658 

2,527 

2,458 

2,490 

2,471 

2,634 

2,797 

3,696 

13, 526 

12,499 

Drug  and  proprietary  stores . 

649 

641 

667 

652 

673 

669 

667 

646 

658 

632 

647 

660 

880 

3,282 

3,242 

Drug  stores..... . 

630 

623 

647 

632 

653 

647 

642 

619 

632 

606 

623 

636 

848 

3,185 

3, 136 

Liquor  stores . . . 

409 

386 

427 

429 

459 

424 

435 

437 

461 

436 

447 

488 

700 

2,110 

1,997 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences7 

United  States,  total . * . 

20,247 

20,350 

20,365 

20, 320 

20, 319 

19,508 

19,163 

19,761 

19,645 

19,693 

19,821 

20,230 

20,203 

101,601 

96,434 

Durable-goods  stores,  total . 

6,477 

6,583 

6,625 

6,660 

6,588 

6,169 

6,029 

6,378 

6,128 

6,125 

6,481 

6,523 

6,453 

32,933 

30, 578 

Nondurable-goods  stores,  total . 

13,770 

13,767 

13,740 

13,660 

13,731 

13,339 

13,134 

13,383 

13,517 

13, 568 

13,340 

13,707 

13,750 

68,668 

65,856 

Food  group . 

4,943 

4,897 

4,807 

4,846 

4, 856 

4,801 

4,722 

4,835 

4,856 

4,915 

4,846 

4,813 

4,928 

24,349 

23, 684 

Grocery  stores  . 

4,485 

4,439 

4,359 

4, 380 

4,380 

4,335 

4,269 

4,368 

4,391 

4,453 

4,390 

4,360 

4,474 

22,043 

21,406 

Eating  and  drinking  places . 

1,463 

1,502 

1,513 

1, 522 

1, 519 

1,444 

1,464 

1,404 

1,461 

1,454 

1,443 

1,486 

1,465 

7,519 

7, 112 

General  merchandise  group . 

2,320 

2,319 

2,421 

2, 328 

2,357 

2,263 

2,193 

2,283 

2,294 

2,332 

2,229 

2,393 

2,340 

11,745 

11,026 

Department  stores . . . 

1,336 

1,334 

1,417 

1,332 

1,364 

1,315 

1,294 

1,340 

1,303 

1,362 

1,254 

1,355 

1,389 

6,783 

6,414 

Variety  stores. . . . . 

373 

378 

377 

393 

387 

376 

357 

374 

381 

368 

371 

392 

356 

1,908 

1,861 

Mall  order  houses  (department  store  mdse.).. 

177 

172 

183 

175 

171 

167 

160 

167 

181 

182 

163 

177 

167 

878 

822 

Apparel  group . 

1,220 

1,214 

1,212 

1,170 

1,176 

1,196 

1,114 

1,200 

1,224 

1,203 

1,160 

1,231 

1,219 

5,992 

5,975 

Men's,  boys'  wear  stores3 . 

230 

236 

232 

233 

230 

236 

208 

229 

237 

236 

225 

231 

231 

1,161 

1,141 

Women's  apparel,  accessory  stores4. . 

461 

461 

466 

443 

451 

451 

431 

462 

463 

467 

442 

483 

467 

2,282 

2, 250 

Shoe  stores . . . . . 

215 

216 

220 

206 

206 

205 

198 

208 

223 

208 

211 

217 

222 

1,063 

1,073 

furniture  and  appliance  group . 

941 

951 

955 

919 

937 

876 

861 

908 

909 

951 

891 

924 

949 

4,703 

4,416 

Furniture,  home  furnishings  stores . 

600 

611 

614 

601 

601 

562 

565 

604 

595 

625 

574 

585 

603 

3,027 

2, 847 

Household  appliance,  TV,  radio  stores . 

341 

340 

341 

318 

336 

314 

296 

30i 

334 

326 

317 

339 

346 

1,676 

1,569 

Umber,  building,  hardware,  farm  equipment 

froup . 

1,266 

1,261 

1,302 

1,272 

1,263 

1,257 

1,212 

1,269 

1,261 

1,251 

1,237 

1,300 

1,308 

6,  364 

6, 220 

Lumber  yards,  building  materials  dealers5... 

714 

710 

730 

735 

754 

728 

713 

763 

736 

710 

718 

744 

708 

3,643 

3,632 

Hardware  stores . . . 

227 

216 

225 

213 

214 

218 

210 

215 

215 

223 

209 

217 

247 

1,095 

1,082 

Automotive  group . . . . . 

3,726 

3,792 

3,778 

3,900 

3,775 

3,520 

3,436 

3,658 

3,423 

3,372 

3,832 

3,760 

3,662 

18,971 

17,432 

Passenger  car,  other  automotive  dealers . 

3,502 

3,570 

3,549 

3,675 

3,556 

3,297 

3,220 

3,446 

3,218 

3, 149 

3,610 

3,533 

3,418 

17,852 

16, 312 

Tire,  battery,  accessory  dealers . 

224 

222 

229 

225 

219 

223 

216 

212 

205 

223 

222 

227 

244 

1,119 

1,120 

Gasoline  service  stations . 

1,639 

1,608 

1,607 

1,607 

1, 599 

1,533 

1,553 

1,525 

1,546 

1,563 

1,566 

1,566 

1,605 

8,060 

7,714 

Drug  and  proprietary  stores . . . . . 

663 

688 

679 

675 

676 

677 

680 

674 

673 

651 

64  8 

690 

686 

3,  381 

3,330 

Liquor  stores . 

460 

459 

459 

469 

483 

448 

433 

448 

471 

436 

456 

473 

448 

2,330 

2,221 

^  Final  estimates.  \  ”   .   ,,  ,  "  ~   " 

2  Preliminary  estimates.  /  See  Explanatory  Material,  page  14.  r  Revised. 

*  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

?  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores.  6  Includes  both  franchised  and  nonfranc  hi  aed  car  dealers. 

Data  adjusted  for  seasonal  variations  and  trading  day  differences  by  Office  of  Business  Economics,  U.  S.  Department  of  Coamerce. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  pago  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES — UNITED  STATES,  BY  KIND  OF  BUSINESS:  MAY  1963 


Percentage  changes  in  sales — 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

May  1963 
from — 

5  months 
1963 

Kind  of  business 

May  1963 
from — 

5  months 
1963 
from 

5  months 
1962 

May 

1962 

April 

1963 

from 

5  months 
1962 

May 

1962 

April 

1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


+5 

+4 

+6 

Furniture  and  appliance  group . 

+7 

+10 

+6 

Furniture  stores . 

+6 

+  11 

+6 

Floor  coverings  stores* . 

+  26 

+  1 

+  15 

+6 

+4 

+8 

Household  appliance,  TV,  radio 

+5 

stores . 

+8 

+  15 

+7 

Household  appliance  stores . 

-2 

+14 

+  1 

TV,  radio  stores* . 

+45 

+  18 

+  27 

+6 

+6 

+8 

+8 

+4 

Lumber,  building,  hardware,  farm 

+1 

+5 

+2 

equipment  group . 

+  1 

+6 

+  3 

+15 

+25 

+10 

Lumber,  building  materials  dealers . . 

+3 

+  12 

+1 

+4 

-3 

-4 

Lumber  yards . 

+3 

+  11 

+4 

+9 

+3 

+5 

Paint,  glass,  wallpaper  stores* . 

+15 

+  11 

+7 

+13 

+24 

-1 

Heating  and  plumbing  equipment 

dealers* . 

-15 

+5 

-21 

Hardware  stores . 

-1 

+8 

+2 

+6 

+7 

+7 

Farm  equipment  dealers* . 

-4 

*9 

+8 

Automotive  group . . 

+7 

+  1 

+9 

+4 

Passenger  car  dealers . 

+7 

+  1 

+9 

Passenger  car  dlrs.  (franchised).. 

+8 

0 

+  10 

+4 

0 

+6 

Tire,  battery,  accessory  dealers .... 

-1 

+4 

0 

Gasoline  service  stations . 

+4 

+4 

+5 

+5 

+1 

+7 

+4 

+1 

+5 

Fuel,  fuel  oil  dealers* . 

+8 

-20 

+9 

+4 

-5 

+3 

Fuel  dealers,  except  fuel  oil* . 

+  15 

-17 

+8 

Fuel  oil  dealers* . 

+4 

-22 

+10 

♦2 

-2 

+7 

Drug  and  proprietary  stores . 

+1 

+3 

+1 

-i 

-8 

+i 

Drug  stores . 

+1 

+3 

+2 

Liquor  stores . 

+8 

+7 

+6 

-2 

-1 

+i 

Jewelry  stores* . 

+7 

+  22 

+8 

+1 

-1 

+4 

Florists*, . 

+  24 

+15 

+16 

-12 

-5 

-9 

Book  stores* . 

+48 

+  20 

+  29 

0 

-5 

+3 

Stationery  stores* . 

+22 

+4 

+  19 

-4 

-7 

-2 

Music  stores* . 

+  20 

+  2 

+  14 

Camera,  photographic  supply  stores* . . . 

+  26 

+12 

+  29 

-2 

-2 

-4 

Optical  goods  stores* . 

0 

+7 

+10 

0 

-18 

0 

Typewriter  stores* . 

0 

-13 

+31 

on  data  ADJUSTED  for  seasonal 

rariations  and  trading  day  differences1 

+4 

0 

+5 

Furniture  and  appliance  group . 

+7 

+2 

+6 

Furniture,  home  furnishings  stores.. 

+7 

0 

+6 

+7 

-1 

+8 

Household  appliance, TV, radio  stores. 

+7 

+6 

+7 

+3 

+1 

+4 

+1 

0 

+3 

Lumber,  building,  hardware,  farm 

+  1 

0 

+3 

equipment  group . 

0 

-1 

+  2 

Lumber,  building  materials  dealers. 

+4 

+3 

0 

+5 

0 

+6 

Hardware  stores . 

-2 

0 

+1 

+4 

+1 

+6 

Automotive  group . 

+7 

-3 

+9 

+4 

+  2 

+6 

Passenger  car  and  other  automotive 

+3 

-2 

+3 

dealers . 

+8 

-3 

+  9 

Tire,  battery,  accessory  dealers .. . 

-2 

-3 

0 

+  2 

-2 

+7 

Gasoline  service  stations  . 

+4 

0 

+4 

-2 

+  1 

0 

-3 

-1 

+2 

Drug  and  proprietary  stores . 

0 

0 

+2 

0 

+2 

+1 

0 

0 

-1 

Liquor  stores . 

+8 

+  3 

+5 

United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . 

Grocery  stores . 

Meat  markets . 

Fruit  stores,  vegetable  markets*... 
Candy,  nut,  confectionery  stores* . . 

Bakery  products  stores . 

Delicatessen  stores* . 


Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunch¬ 
rooms  . . 

Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods, 

general  merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department 
store  merchandise) . 


Apparel  group . 

Men's,  boys'  clothing,  furnishings 

stores . 

Men's,  boys'  clothing  stores*.... 
Men's,  boys'  furnishings  stores*. 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Women's  apparel,  accessory, 

specialty  stores* . 

Shoe  stores . 


United  States,  total. 


Durable-goods  stores,  total.... 
N endurable -goods  stores,  total. 

Food  group . . . 

Grocery  stores . 


Eating  and  drinking  places. 


General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 


Apparel  group . 

Men's,  boyB 1  wear  stores . 

Women's  apparel,  accessory  stores... 
Shoe  stores . 


*  See  Explanatory  Material,  page  15. 

1  Adjusted  data  based  on  adjustment  factors  as  developed  by  Office  of  Business  Economics,  U.S.  Department  of  Commerce. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds 
of  business  with  an  asterisk,  see  table  9,  page  9. 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MAY  1963 


(Millions  of  dollars) 


Kind  of  business 

1963 

1962 

Total 

5  months 

Jan. 

Feb. 

Mar. 

Ap  r. 

May 

May  | 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1963 

1962 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,075 

3, 826 

4, 571 

4,651 

4,857 

4, 594 

4,698 

4,269 

4,670 

4,559 

4 ,0?2 

5,056 

6, 527 

21,980 

21,105 

Durable-goods  stores,  total . 

283 

272 

324 

355 

384 

368 

368 

362 

378 

356 

392 

395 

468 

1,618 

1,552 

Nondurable-goods  stores,  total . 

3,792 

3,554 

4,247 

4,296 

4,473 

4,  226 

4, 330 

3,907 

4,292 

4,203 

4,300 

4,661 

6,059 

20,362 

19,553 

Food  group . 

1,951 

1,842 

2,119 

1,920 

2,123 

1,964 

2,096 

1,873 

2,015 

1,946 

1,943 

2,053 

2,165 

9,955 

9,604 

Grocery  stores1 . 

1,897 

1,790 

2,067 

1, 862 

2,063 

1,908 

2,041 

1,818 

1,960 

1,893 

1,890 

2,000 

2,103 

9,679 

9,341 

Eating  and  drinking  places . 

91 

89 

102 

102 

107 

104 

106 

105 

106 

101 

103 

99 

101 

491 

481 

General  merchandise  group . 

1,120 

1,035 

1, 329 

1,504 

1,499 

1,424 

1,402 

1,262 

1,459 

1,436 

1,519 

1,734 

2,664 

6,487 

6,092 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

792 

708 

950 

1,058 

1,070 

1,012 

1,002 

887 

1,008 

1,019 

1,077 

1,214 

1,849 

4,578 

4,289 

Department  6tores . 

689 

618 

829 

921 

934 

883 

875 

770 

870 

885 

939 

1,062 

1,617 

3,991 

3,734 

Variety  stores . 

191 

204 

241 

294 

276 

268 

271 

248 

285 

271 

279 

307 

578 

1,206 

1, 165 

Apparel  group . 

232 

202 

283 

353 

315 

315 

299 

250 

291 

318 

314 

346 

546 

1,385 

1,371 

Men's,  boys'  wear  stores2 . 

24 

19 

25 

29 

29 

29 

30 

22 

23 

25 

30 

35 

58 

126 

128 

Women's  apparel,  accessory  stores3 . 

93 

82 

116 

141 

135 

128 

116 

100 

115 

125 

124 

143 

228 

567 

539 

Women's  ready-to-wear  stores . 

86 

76 

107 

129 

124 

116 

105 

91 

106 

115 

114 

132 

209 

522 

490 

Shoe  stores . 

70 

64 

87 

113 

90 

97 

95 

79 

96 

105 

93 

93 

142 

424 

431 

Furniture  and  appliance  group . 

72 

71 

85 

83 

91 

88 

84 

85 

90 

89 

101 

104 

119 

402 

398 

Tire,  battery,  accessory  dealers . 

69 

62 

77 

92 

97 

100 

101 

96 

91 

86 

92 

92 

126 

397 

403 

Other  retail  stores . 

364 

362 

389 

394 

410 

387 

395 

383 

395 

386 

407 

431 

604 

1,919 

1,820 

Drug  and  proprietary  stores . 

129 

128 

135 

134 

138 

132 

135 

129 

131 

129 

132 

137 

213 

664 

634 

Liquor  stores . 

85 

84 

96 

93 

100 

90 

94 

92 

96 

91 

98 

106 

169 

458 

429 

Data 

ADJUSTED 

for  seasonal  variations 

and  trading  day  differences4 

United  States,  total . 

4,731 

4,732 

4,799 

4,713 

4,741 

4, 591 

4, 523 

4,635 

4,670 

4,691 

4, 610 

4,743 

4,741 

23,716 

22,850 

Grocery  stores1 . 

1,965 

1,951 

1,927 

1,944 

1,955 

1,906 

1,899 

1,913 

1,921 

1,936 

1,940 

1,937 

1,965 

9,742 

9,485 

Eating  and  drinking  places . 

98 

101 

104 

105 

105 

102 

102 

99 

99 

99 

100 

102 

101 

513 

502 

General  merchandise  group . 

1,505 

1, 510 

1,600 

1,519 

1,522 

1,451 

1,420 

1,472 

1,487 

1,496 

1,428 

1,523 

1,503 

7,656 

7,191 

Department  stores . 

923 

922 

995 

920 

932 

878 

870 

896 

886 

916 

863 

929 

962 

4,692 

4,377 

Variety  stores . 

280 

284 

287 

298 

292 

287 

275 

287 

302 

284 

288 

302 

269 

1,441 

1, 398 

Apparel  group . 

315 

319 

318 

305 

314 

311 

291 

314 

330 

313 

305 

320 

309 

1,571 

1,551 

Men '8,  boys'  wear  stores2 . 

27 

31 

31 

27 

30 

30 

28 

30 

32 

30 

29 

29 

28 

146 

149 

Women's  apparel,  accessory  stores3 . 

130 

131 

132 

124 

129 

122 

117 

125 

127 

129 

121 

130 

125 

646 

616 

Shoe  stores . 

95 

97 

97 

94 

91 

93 

86 

92 

98 

93 

95 

97 

93 

474 

472 

Tire,  battery,  accessory  dealers . 

88 

86 

91 

90 

84 

89 

87 

89 

86 

93 

90 

94 

98 

439 

449 

Drug  and  proprietary  stores . . . : . . . 

138 

146 

139 

139 

141 

134 

136 

134 

135 

135 

136 

142 

142 

703 

673 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  For  May  1963,  weekly  sales  (In  millions  of  dollars)  were  as  follows:  For  week  ending 
ly  4  =  471 ;  May  11  -  448 ;  May  18  .  453 ;  May  25  =  448 ;  June  1  =  453  . 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

4  Data  adjusted  for  seasonal  variations  and  trading  day  differences  by  Office  of  Business  Economics,  U.  S.  Department  of  Coemerce. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MAY  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1963 

19 

62* 

Total 

5  months 

Jan. 

Feb. 

Mar. 

Apr.2 

May2 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1963 

1962 

United  States,  total . 

4,901 

4, 592 

5,469 

5,574 

5,787 

5,396 

5,499 

5,041 

5,526 

5,413 

5,622 

6,044 

7,767 

26, 323 

24,754 

Food  group . 

2, 211 

2,087 

2, 383 

2,166 

2, 383 

2, 178 

2,  314 

2,097 

2,251 

2, 184 

2,200 

2,300 

2,439 

11,230 

10,628 

Grocery  stores . 

2,138 

2,016 

2,309 

2,086 

2,299 

2,096 

2, 236 

2,019 

2,174 

2,110 

2,125 

2,225 

2, 354 

10,848 

10,223 

Eating  and  drinking  places . 

135 

129 

147 

148 

156 

144 

150 

149 

156 

148 

150 

149 

153 

715 

669 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,235 

1,148 

1,476 

1,660 

1,653 

1,567 

1,529 

1,373 

1,614 

1,601 

1,694 

1,953 

2,973 

7,172 

6,683 

merchandise  stores . 

880 

792 

1,064 

1,181 

1,193 

1,111 

1,098 

973 

1,126 

1,145 

1,212 

1,368 

2,073 

5,110 

4,693 

Department  stores . 

753 

679 

913 

1,010 

1,022 

953 

945 

831 

943 

968 

1,033 

1,168 

1,782 

4,377 

4,038 

Drug  and  proprietary  stores . 

156 

154 

162 

160 

168 

160 

164 

159 

164 

158 

161 

166 

256 

000 

771 

1  Final  estimates.  \  .  _ _ ,  .  „  .  ,  ,, 

2  Preliminary  estimates.  /  See  Etpl,m*t0r3r  Materl<a-  P*«*  14 ‘ 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Revised  Geographic  Area  Data 

The  data  previously  shown  as  Table  5 — "Sales  of  Stores  of  Firms  Operating  1  to  10  Retail  Stores,  by  Census  Region,"  and  as  Table  6— "Percentage 
Change  in  Sales  of  Stores  of  Firms  Operating  1  to  10  Retail  Stores,  by  Specified  Standard  Metropolitan  Areas"  have  been  omitted  from  this  pub¬ 
lication.  Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas,  covering  all  retail  stores  rather  than  only  stores  that  are 
part  of  firms  operating  one  to  ten  stores,  are  included  in  a  supplementary  publication  which  is  released  subsequent  to  the  release  date  of  this 
report.  The  first  supplementary  publication  covered  the  data  month  of  April  1963  and  was  released  June  18,  1963. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  MAY  1963 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percentage  change  in  sales 


Percentage  change  in  sales 


Area 

May  1963  from — 

5  mos.  1963 
from 

5  mos.  1962 

Area 

May  1963  from — 

5  mos.  1963 
from 

5  mos.  1962 

May 

1962 

April 

1963 

May 

1962 

April 

1963 

STANDARD  METROPOLITAN  AREA 

New  York- Northeastern  New  Jersey1... 

46 

+4 

42 

New  York  City . 

42 

43 

-4 

Newark,  N.  J . 

47 

44 

43 

0 

42 

4l 

-4 

NA 

NA 

NA 

42 

+1 

44 

Asheville,  N.  C. .' _ V. . 

-1 

-1 

44 

-6 

-6 

46 

-3 

-2 

42 

-1 

45 

44 

-5 

4l 

4l 

Philadelphia,  Pa . 

-3 

46 

-3 

Phoenix,  Ariz . 

NA 

NA 

NA 

Baltimore,  Md. ...................... 

44 

-3 

42 

Pittsburgh,  Pa . 

-1 

-3 

-1 

Baton  Rouge ,  La . . . 

+18 

48 

414 

Binghamton,  N.  Y . . 

-2 

4-6 

-2 

Portland,  Oreg . 

47 

42 

44 

Biiiul ngham,  Ala. . .••■••• . 

-15 

-4 

-5 

Reading,  Pa . 

-1 

45 

0 

Boston,  Mass . 

4-6 

0 

44 

Richmond,  Va . 

0 

46 

42 

Rochester,  N.  Y . 

44 

-2 

45 

Sacramento,  Calif . 

414 

44 

47 

Buffalo,  N.  Y . 

47 

0 

+7 

0 

48 

-1 

-5 

44 

-2 

43 

417 

41 

46 

-1 

45 

0 

44 

43 

43 

44 

47 

-8 

-5 

-1 

45 

NA 

47 

San  Diego,  Calif . 

45 

44 

45 

0 

-2 

-2 

49 

410 

48 

NA 

NA 

NA 

-7 

47 

-7 

0 

-5 

43 

43 

45 

46 

46 

4l 

42 

-5 

0 

-1 

4l 

43 

43 

46 

42 

•  4l 

Springfield,  Mo . . . 

43 

-3 

42 

46 

0 

44 

44 

-1 

47 

0 

o 

•*4 

4l 

-9 

0 

-1 

42 

43 

4l 

41 

-1 

-9 

0 

-1 

48 

-3 

47 

Erie,  Pa . 

0 

43 

-2 

Toledo,  Ohio . 

-1 

-7 

0 

NA 

NA 

NA 

-1 

46 

0 

Flint,  Mich . 

0 

-2 

48 

42 

42 

46 

-4 

-7- 

4l 

416 

-8 

412 

NA 

NA 

NA 

4l 

45 

44 

Grand  Rapids,  Mich . 

-4 

0 

-2 

Washington,  D.  C . 

45 

44 

47 

Wheeling,  W.  Va . 

-2 

45 

-1 

44 

-4 

45 

-5 

45 

-2 

42 

4l 

43 

42 

-4 

-1 

4ll 

46 

412 

-6 

-3 

-7 

Kansas  City,  Mo . 

45 

45 

46 

Knoxville,  Term . 

-1 

44 

-1 

CITIES 

4l 

47 

4l 

-2 

46 

-1 

0 

-11 

4l 

42 

-3 

-3 

48 

-5 

48 

-1 

43 

-3 

-5 

-10 

42 

44 

4l 

46 

43 

45 

-1 

-1 

-2 

4-1 

411 

44 

-12 

-9 

-9 

4ll 

-7 

47 

45 

45 

46 

42 

-5 

-1 

-8 

-6 

-3 

Mobile,  Ala . 

+1 

47 

43 

43 

-1 

-1 

New  Orleans,  La . 

45 

41 

49 

Springfield,  Mass . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  banks  and  subject  to  revision. 


Table  6.  ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AMD  INSTALLMENT  ACCOUNTS — UNITED  STATES,  BY  KIND  OF  BUSINESS:  MAY  1963 

(Mill ions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 
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Kind  of  business 

1963 

1962 1 

Percentage 

change. 

Mi y  1963 
free — 

Jan. 

Feb. 

Mar. 

Apr.1 

May2 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

May 

1962 

Apr. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

13,474 

12,700 

12,912 

13,352 

13,645 

12,868 

13,010 

12,948 

13,045 

13,156 

13,390 

13,557 

14,299 

♦6 

♦2 

Durable-goods  stores,  total . 

5,892 

5,685 

5,799 

5,965 

6,164 

5,948 

6,088 

6,153 

6,213 

6,148 

6,245 

6,203 

6,241 

4-4 

♦3 

Nondurable-goods  stores,  total . 

7,582 

7,015 

7,113 

7,387 

7,481 

6,920 

6,922 

6,795 

6,832 

7,008 

7,145 

7,354 

8,058 

+8 

♦1 

Food  group . 

328 

320 

332 

326 

336 

343 

354 

351 

364 

365 

355 

345 

354 

-2 

♦  3 

Grocery  stores . 

270 

270 

276 

272 

283 

291 

305 

295 

300 

303 

297 

288 

297 

-3 

♦4 

Eating  and  drinking  places . 

87 

81 

80 

76 

75 

64 

64 

58 

60 

57 

70 

76 

96 

♦  17 

-1 

General  merchandise  group . 

4,510 

3,994 

4,031 

4,144 

4,226 

3,744 

3,843 

3,838 

3,885 

4,030 

4,131 

4,278 

4,782 

♦  13 

♦2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,489 

3,043 

3,065 

3,166 

3,224 

2,856 

2,941 

2,940 

2,961 

3,080 

3,183 

3,278 

3,720 

♦  13 

♦2 

Department  stores . 

3,104 

2,685 

2,695 

2,788 

2,840 

2,559 

2,638 

2,634 

2,642 

2,758 

2,847 

2,934 

3,340 

♦  11 

♦  2 

Mail  order  houses  (department  store  mdse.).. 

850 

791 

805 

812 

836 

739 

751 

755 

770 

794 

803 

838 

879 

+  13 

+3 

Apparel  group . 

998 

913 

932 

950 

907 

898 

873 

8a 

828 

893 

926 

930 

1,090 

+  1 

-5 

Women's  ready-to-wear  stores . 

453 

414 

438 

448 

427 

414 

386 

363 

367 

402 

420 

429 

509 

♦  3 

-5 

Furniture  and  appliance  group . 

2,073 

2,009 

1,984 

1,985 

2,042 

1,915 

1,909 

1,876 

1,926 

1,919 

1,982 

2,010 

2,130 

♦7 

+3 

Furniture,  home  furnishings  stores . 

1,601 

1,529 

1,512 

1,503 

1,550 

1,442 

1,429 

1,410 

1,460 

1,468 

1,500 

1,535 

1,636 

♦7 

♦3 

Furniture  stores . 

1,454 

1,392 

1,387 

1,366 

1,418 

1,303 

1,290 

1,274 

1,3a 

1,316 

1,332 

1,367 

1,481 

♦  9 

♦4 

Household  appliance,  TV,  radio  stores . 

472 

479 

472 

482 

492 

473 

480 

466 

466 

451 

482 

475 

494 

♦4 

♦2 

Household  appliance  dealers . 

408 

419 

416 

413 

424 

415 

427 

419 

412 

400 

4a 

419 

432 

♦2 

♦  3 

Lumber,  building,  hardware,  farm  equip,  group. 

1,619 

1,587 

1,634 

1,769 

1,857 

1,830 

1,890 

1,989 

2,001 

1,982 

1,995 

1,936 

1,747 

♦  1 

+5 

Lumber  yards ,  building  materials  dealers3 . . . 

1,177 

1,136 

1,125 

1, 231 

1,295 

1,292 

1,320 

1,395 

1,426 

1,4a 

1,445 

1,438 

1,265 

0 

♦5 

Lumber  yards . . . 

878 

852 

836 

917 

959 

967 

1,002 

1,063 

1,077 

1,067 

1,066 

1,059 

951 

-1 

♦5 

Automotive  group . 

1,329 

1,276 

1,349 

1,401 

1,420 

1,452 

1,483 

1,478 

1,462 

1,418 

1,470 

i,4a 

1,432 

-2 

+  1 

Passenger  car  dealers4 . 

877 

834 

897 

947 

949 

985 

990 

976 

967 

935 

986 

933 

939 

-4 

0 

Passenger  car  dealers  (franchised) . 

821 

775 

830 

867 

868 

903 

913 

907 

895 

867 

916 

864 

872 

-4 

0 

Tire,  battery,  accessory  dealers . 

422 

412 

422 

429 

435 

438 

461 

463 

456 

448 

443 

447 

459 

-1 

♦1 

Gasoline  service  stations . 

431 

419 

436 

460 

474 

447 

462 

459 

457 

441 

456 

455 

420 

♦6 

♦3 

Other  retail  stores . 

2,099 

2,101 

2,134 

2,241 

2,308 

2,175 

2,132 

2,078 

2,062 

2,051 

2,005 

2,106 

2,348 

♦-6 

♦3 

CHARGE  ACCOUNTS 

United  States,  total . 

6,842 

6,586 

6,658 

7,032 

7, 232 

7,008 

7,008 

6,898 

6,973 

6,977 

7,153 

7,223 

7,441 

♦  3 

♦  3 

Durable-goods  stores,  total . 

3,076 

2,960 

3,038 

3,246 

3,398 

3,278 

3,377 

3,422 

3,489 

3,434 

3,578 

3,488 

3,312 

♦4 

♦  5 

Nondurable -goods  stores,  total . 

3,766 

3,626 

3,620 

3,786 

3,834 

3,730 

3,631 

3,476 

3,484 

3,543 

3,575 

3,735 

4,129 

♦  3 

♦  1 

Food  group . 

321 

312 

325 

319 

330 

331 

340 

344 

356 

357 

347 

338 

346 

0 

♦  3 

General  merchandise  group . 

1,034 

928 

873 

890 

909 

890 

881 

834 

845 

877 

881 

958 

1,185 

♦  2 

♦  2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

942 

838 

782 

793 

812 

794 

781 

737 

741 

771 

787 

856 

1,087 

♦  2 

♦  2 

Department  stores . 

820 

715 

662 

673 

694 

694 

684 

644 

647 

680 

692 

760 

970 

0 

♦  3 

Apparel  group . 

727 

651 

664 

682 

656 

657 

639 

589 

593 

656 

677 

6% 

827 

0 

-4 

Furniture  and  appliance  group . 

630 

608 

591 

610 

623 

559 

581 

560 

582 

588 

630 

616 

650 

♦  11 

♦  2 

Furniture,  home  furnishings  stores . 

477 

454 

440 

461 

476 

409 

423 

409 

437 

451 

468 

455 

477 

♦  16 

♦  3 

Lumber,  building,  hardware,  farm  equip,  group. 

1,430 

1,402 

1,439 

1,580 

1,663 

1,631 

1,698 

1,782 

1,803 

1,784 

1,810 

1,745 

1,553 

♦  2 

♦5 

Lumber  yards,  building  materials  dealers3... 

1,109 

1,068 

1,062 

1,173 

1, 237 

1,231 

1,269 

1,333 

1,367 

1,360 

1,386 

1,378 

1,204 

0 

♦5 

Lumber  yards . 

823 

798 

787 

873 

916 

92 2 

966 

1,017 

1,033 

1,022 

1,023 

1,014 

903 

-1 

♦  5 

Automotive  group . 

745 

713 

754 

795 

813 

832 

828 

824 

830 

800 

854 

820 

796 

-2 

♦  2 

Passenger  car  dealers  (franchised) . 

540 

516 

548 

581 

579 

604 

599 

585 

592 

566 

607 

578 

554 

-4 

0 

Gasoline  service  stations . 

419 

410 

427 

451 

466 

432 

446 

442 

446 

429 

445 

445 

409 

♦8 

♦  3 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

6,632 

6,114 

6,254 

6,320 

6,413 

5,860 

6,002 

6,050 

6,072 

6,179 

6,237 

6,334 

6,858 

♦9 

♦  1 

Durable-goods  stores,  total . 

2,816 

2,725 

2,761 

2,719 

2,766 

2,670 

2,711 

2,731 

2,724 

2,714 

2,667 

2,715 

2,929 

♦4 

♦  2 

Nondurable-goods  stores,  total . 

3,816 

3,389 

3,493 

3,601 

3,647 

3,190 

3,291 

3,319 

3,348 

3,465 

3,570 

3,619 

3,929 

♦  U 

♦  1 

General  merchandise  group . 

3,476 

3,066 

3,158 

3,254 

3,317 

2,854 

2,962 

3,004 

3,040 

3,153 

3,250 

3,320 

3,597 

♦  16 

♦  2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

2,547 

2,205 

2,283 

2, 373 

2,412 

2,062 

2,160 

2,203 

2,220 

2,309 

2,396 

2,422 

2,633 

♦  17 

♦  2 

Department  stores . 

2,284 

1,970 

2,033 

2,115 

2, 146 

1,865 

1,954 

1,990 

1,995 

2,078 

2,155 

2,174 

2,370 

♦  15 

♦  1 

Apparel  group . 

271 

262 

268 

268 

251 

241 

234 

232 

235 

237 

249 

234 

263 

♦4 

-6 

Furniture  and  appliance  group . 

1,443 

1,401 

1,393 

1, 375 

1,419 

1,356 

1,328 

1,316 

1,344 

1,331 

1,352 

1,394 

1,480 

♦3 

♦3 

Furniture,  home  furnishings  stores . 

1,124 

1,075 

1,072 

1,042 

1,074 

1,033 

1,006 

1,001 

1,023 

1,017 

1,032 

1,080 

1,159 

♦4 

♦  3 

Household  appliance,  TV,  radio  stores . 

319 

326 

321 

333 

345 

323 

322 

316 

3a 

314 

320 

314 

321 

♦7 

♦4 

Lumber,  building,  hardware,  farm  equip,  group. 

189 

185 

195 

189 

194 

199 

192 

209 

198 

198 

185 

191 

194 

-3 

♦  3 

Automotive  group . 

584 

563 

595 

606 

607 

620 

655 

654 

632 

618 

616 

601 

636 

-2 

0 

Tire,  battery,  accessory  dealers . 

254 

254 

257 

258 

252 

253 

273 

270 

269 

26 2 

254 

259 

266 

0 

-2 

1  Final  estimates .  \ 

2  Preliminary  estimates.  /  See  Explanatory  Material,  page  15. 

*  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  ccaaasrclal 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and 
year-to-year  percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 
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Table  7.  ESTIMATED  END-OF-MDNTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS _ 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  MAY  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1963 

1962 

Perce 

cha 

May 

ntage 

nge, 

1963 

Jan. 

Feb. 

Mar. 

Apr. 

May 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

May 

1962 

Apr. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4,688 

4,198 

4,267 

4, 377 

4,457 

3,936 

4,061 

4,119 

4,178 

4,308 

4,421 

4,524 

4,894 

+  13 

+2 

Durable-goods  stores,  total . 

1,126 

1,088 

1,100 

1, 103 

1, 118 

1,074 

1,094 

1,126 

1,131 

1,136 

1,136 

1,151 

1,155 

+4 

+  1 

Nondurable  goods  stores,  total . 

3,562 

3,110 

3,167 

3,274 

3,339 

2,862 

2,967 

2,993 

3,047 

3,172 

3,285 

3,373 

3,739 

+17 

+2 

General  merchandise  group . 

3,162 

2,733 

2,778 

2,873 

2,938 

2,490 

2,600 

2,635 

2,700 

2,823 

2,914 

3,000 

3,316 

+  18 

+2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,507 

2,140 

2,177 

2,266 

2,  305 

1,961 

2,052 

2,083 

2,122 

2, 225 

2,311 

2,365 

2,633 

+  18 

+  2 

Department  stores . . . 

2,249 

1,915 

1,949 

2,028 

2,059 

1,775 

1,858 

1,883 

1,911 

2,005 

2,083 

2,128 

2,382 

+  16 

+  2 

Apparel  group . 

234 

216 

224 

230 

224 

205 

202 

194 

190 

194 

203 

205 

251 

+9 

-3 

Furniture  and  appliance  group . 

339 

334 

336 

335 

336 

321 

322 

327 

328 

326 

335 

339 

350 

+  5 

0 

Tire,  battery,  accessory  dealers . 

264 

259 

257 

264 

270 

260 

279 

285 

279 

278 

271 

271 

280 

+4 

+2 

CHARGE  ACCOUNTS 

United  States,  total . 

972 

887 

870 

888 

922 

876 

875 

866 

872 

900 

934 

960 

1,067 

+5 

+4 

IXirable-goods  stores,  total . 

277 

267 

271 

280 

303 

290 

297 

315 

311 

319 

331 

324 

304 

+4 

+8 

Nondurable-goods  stores,  total . 

695 

620 

599 

608 

619 

586 

578 

551 

561 

581 

603 

636 

763 

+6 

+2 

General  merchandise  group . 

429 

371 

341 

341 

348 

337 

333 

312 

328 

348 

353 

384 

481 

+3 

+2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

392 

336 

306 

306 

312 

305 

298 

279 

287 

307 

316 

347 

440 

+3 

+2 

Department  stores . 

358 

306 

278 

278 

284 

285 

278 

260 

267 

287 

295 

325 

419 

0 

+2 

Apparel  group . 

113 

99 

103 

108 

106 

101 

99 

95 

90 

92 

96 

97 

124 

+5 

-2 

Furniture  and  appliance  group . 

39 

41 

41 

40 

40 

34 

35 

41 

38 

39 

42 

43 

48 

+  18 

0 

INSTALMENT  ACCOUNTS 

United  States,  total . 

3,716 

3,311 

3,397 

3,489 

3,535 

3,060 

3,186 

3,253 

3,306 

3,408 

3,487 

3,564 

3,827 

+  16 

+1 

Durable-goods  stores,  total . 

849 

821 

829 

823 

815 

784 

797 

811 

820 

817 

805 

827 

851 

+4 

-1 

Nondurable -goods  stores,  total . 

2,867 

2,490 

2,568 

2,666 

2,720 

2,276 

2,389 

2,442 

2,486 

2,591 

2,682 

2,737 

2,976 

+  20 

+2 

General  merchandise  group . 

2,733 

2,362 

2,437 

2,532 

2,590 

2,153 

2,267 

2,323 

2,372 

2,475 

2,561 

2,616 

2,835 

+20 

+2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,115 

1,804 

1,871 

1,960 

1,992 

1,656 

1,754 

1,804 

1,835 

1,918 

1,995 

2,018 

2,193 

+  20 

+  2 

Department  stores . 

1,891 

1,609 

1,671 

1,750 

1,775 

1,490 

1,580 

1,623 

1,644 

1,718 

1,788 

1,803 

1,963 

+  19 

+  1 

Apparel  group . 

121 

117 

121 

122 

118 

104 

103 

99 

100 

102 

107 

108 

127 

+  13 

-3 

Furniture  and  appliance  group . 

300 

293 

295 

295 

2% 

287 

287 

286 

290 

287 

293 

296 

302 

+3 

0 

»  }  S'e  Ixplaaotory  Material,  page  15. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 

FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE-GROUP 


APPAREL  GROUP 


OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES 
BY  SELECTED  KINDS  OF  BU  SIN  ESS- A  P  RIL  AND  MAY  1963 

(billions  ot  dollars) 

1.5  2.0  2.5 


4.5 


5.0 


TOTAL  ALL  STORES 

MAY 

APR. 

Parcantaga 
changa  ^ 

7.2 

7.0 

+3 

6.4 

6.3 

+1 

13.6 

13.4 

+2 

^Bosad  on 

data  shown  In  tobl# 

6. 

0.5 


1.0 


1.5 


tl 


2.5 


3.0 


3.5 


4.0 


4.5 


5.0 


NOTE:  May  data  ara  basad  on  preliminary  estimates  while  April  data  are  bated  on  final  estimate*. 


BUftlAU  OF  TMl  C«N*U* 


Table  8.  RANGE  GF  SAMPLING  VARIABILITY  QF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES --UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month -to -month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1. 7-1.9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . . 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . . . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5. 8-6.3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . . . 

5.4-6.  5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0. 5-0.9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3.2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . i, . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0.3-1. 1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1. 7-2.3 

1.9 

1.7-2. 2 

1.9 

0.2-0.  5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1. 9-2.1 

2.0 

(2J-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boyB'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0.8-1. 2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4.2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9.9 

7.0 

5. 8-7.2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3. 9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards  . 

5. 1-5. 7 

5.3 

5. 0-5.3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . . . 

4. 8-5. 7 

5.1 

4.4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2.7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  oar  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6.6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Other  retail  stores . 

2. 4-2. 6 

2.5 

2. 4-2. 5 

2.5 

0. 6-1.1 

0.8 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  ahcvn  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  arid  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to— month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  QF  RETAIL  SALES  FOR  TWO  CONSECUTIVE  MONTHS1  —UNITED  STATES,  FCF  SELECTED  KINDS  QF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1.7-3. 4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5. 9 

4.1 

Stationery  stores . . . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2. 2-4. 2 

Paint,  glass,  wallpaper  stores . 

2. 0-4.8 

4.4 

5. 0-9.  5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

KA  Not  available. 

The  ranges  of  sampling  errors  shcvn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shcvn  in  table  2.  See  Explanatory  Material  for  table  2,  page  13 

Note:  The  ranges  of  sampling  error  shcvn  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change-  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total . 

Durable -goods  stores,  total... 
Nondurable-goods  stores,  total 


Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores,  dry  goods,  general  merchandise  stores 

Department  stores . . 

Mail  order  houses  (department  store  merchandise) . 

Apparel  group . 

Women's  ready-to-wear  stores . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . . . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . . . 

Lumber,  building,  hardware,  farm  equipment  group . 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers . 

Passenger  car  dealers  (franchised) . 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Other  retail  stores . 


CHARGE  ACCOUNTS 


United  States,  total . 

Durable-goods  stores,  total... 
Nondurable-goods  stores,  total 


Food  group . . . 

General  merchandise  group . 

Department  stores,  dry  goods,  general  merchandise  stores. 

Department  stores . . . 

Apparel  group . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Lumber,  building,  hardware,  farm  equipment  group . 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers  (franchised) . 

Gasoline  service  stations . 


1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

4. 0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

3. 7-4. 6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

1.9-3 .0 

2.1 

1. 7-3.0 

2.1 

0. 2-1.1 

0.5 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

4. 5-5.3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0. 6-1.3 

1.1 

4. 2-4. 6 

4.4 

4. 1-4. 6 

4.3 

0.6-1 .4 

1.1 

4. 4-5. 3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

4.2^.4 

4.3 

4. 0-4 .4 

4.1 

0.8-1. 5 

0.9 

5. 1-5. 6 

5.3 

4. 7-5. 3 

5.1 

0. 9-2.0 

1.1 

3. 8-5.0 

4.3 

3.7-5. 0 

4.2 

1.1-1. 7 

1.3 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1.5-2. 3 

1.7 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

4. 4-5 .4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

3. 9-5. 6 

4.1 

3.7-5. 1 

4.0 

1. 1-5.0 

1.5 

1. 9-2.3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

2. 3-2. 6 

2.4 

2. 2-2 .4 

2.4 

0.7-1. 1 

0.9 

2. 3-3 .3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

4.0-4. 6 

4.5 

4.0^  .4 

4.1 

1.0-2. 5 

1.6 

3. 1-4. 4 

4.1 

3. 0-4. 4 

4.1 

0.6-1. 2 

0.8 

3.0^. 7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

3.0^. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

2.2 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

5. 8-6. 5 

6.0 

5. 6-6. 3 

5.8 

2. 1-3. 6 

2.7 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0. 7-1.4 

0.9 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0. 9-2.1 

1.3 

4.4-6. 1 

4.9 

3.9-5 .4 

5.1 

1. 5-3.1 

2.2 

4.9-6. 0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

4.7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 


United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

IXirab  la-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3 .4 

2.7 

0. 7-1.7 

0.8 

Nondurable -good s  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . . . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

1  .R 

Furniture  and  appliance  group . 

3. 9-4 .4 

4.1 

3. 9-5. 4 

3.9 

0. 7-3.1 

1.1 

Furniture,  home  furnishings  stores . 

4.7-5 .4 

5.0 

4. 8-5 .4 

4.9 

0. 3-2.3 

1.4 

Household  appliance,  TV,  radio  stores . 

4.4-6. 0 

5.8 

4. 3-6.1 

5.5 

0.6-2 .4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3. 7^.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  4.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  Januaiy 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11. 


RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES- 

UNITED  STATES.  BY  .SFT.Frrvn  VTun  nr  nucnwoo  nr'iAXA'  SHuncS— 


Kind  of  business 


TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total. 


Durable-goods  stores,  total _ 

Nondurable-goods  stores,  total. 


General  merchandise  group . 

Department  stores  and  dry  goods,  general  merchandise  stores. 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Tire,  batteiy,  accessory  dealers . 


CHARGE  ACCOUNTS 


United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general  merchandise  stores. 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Tire,  battery,  accessory  dealers . 


INSTALLMENT  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . ’’’  ’ 

General  merchandise  group . 

Department  stores  and  dry  goods,  general  merchandise  stores. 

Department  stores . 

Apparel  group . * 

F\irniture  and  appliance  group . 

Tire,  battery,  accessory  dealers . 


Preliminary 

Month-  to- month 

estimates 

final  estimates 

percentage 

change  1 

Range 

Median 

Range 

Median 

Range 

Median 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-O.l 

0.1 

0.9-1. 3 
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Z  Sampling  variability  is  less  than  0.1  percent. 

X  No  range  -  upper  and  lower  limits  and  median  are  identical. 
1  See  footnote  1,  table  10. 

Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf organizations,  and  kinds  of  retail  business  through¬ 
out  the  country .  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  thatlhe  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
rfere  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected .  Other  changes  have 
Seen  made  since  May  1953  (the  most  recent  of  which 
vas  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
>f  the  data  (see  Monthly  Retail  Trade  Reports  for 
fuly  1953,  December  1958,  and  January  1961,  for  de- 
QAn^^°nS  sajnP^e  changes ) .  Beginning  with  June 
-960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 


Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 


Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  may  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service,  Diners 1  Club,  etc . 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts. 

Nature  of  the  Sample 

I.  Sales 


The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  die  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas .  These 
Census  sample  areas,  generally  consisting  of  can- 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample. 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations.  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of  business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  .  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  cf  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  finns  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  toa  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of-month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc . 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses .  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  canpiles  retail 
credit  statistics  independently  of  ihe  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi- 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised".) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  cr  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  group .  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable -goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1 .3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9 %  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio "is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  thesame  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous "  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  'As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds -ofrbusiness  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .7  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census .  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of-business  groups,  revisions  have  teen  greater, 
ranging  on  the  average  from  .4  percent  for  the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2,  6,  and  7 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  tables  6  and  7  for  all  kinds  of  busi¬ 
ness  are  derived  directly  from  the  dollar  volume 
estimates  in  the  same  tables. 


Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 


Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 


ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above) . 


Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 


The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores . 
For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (ll  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  cr  more 
store"  total. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of-business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 
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SALES 


Total  sales  of  all  retail  stores  in  the  United 
States  during  June  1963  were  estimated  at  $20.8  bil¬ 
lion,  2  percent  below  sales  for  May  1963,  but  2  per¬ 
cent  higher  than  June  1962.  After  adjustment  for 
seasonal  variations  and  trading  day  differences,  but 
not  for  price  changes,  June  1963  sales  amounted  to 
$20.5  billion,  1  percent  above  the  previous  month, 
and  7  percent  higher  than  June  a  year  ago.  Adjusted 
sales  of  durable-goods  stores  in  June  1963  increased 
1  percent  over  May  1963,  and  were  10  percent  above 
June  1962.  Adjusted  sales  of  nondurable-goods  stores 
also  rose  1  percent  from  the  previous  month  and  were 
6  percent  higher  than  June  a  year  ago. 

Based  on  adjusted  data,  the  increase  since  May  1963 
in  sales  of  durable-goods  stores  reflected  increases 
in  the  furniture  and  appliance  group  (+2$)  and  the 
automotive  group  (+1$) .  Sales  of  the  lumber,  build- 
in?,  hardware,  farm  equipment  group  were  unchanged 
from  the  previous  month.  In  the  nondurable-goods 
category,  the  general  merchandise  group  and  the  food 
group  showed  sales  increases  overlie  previous  month, 
of  5  percent  and  2  percent  respectfully,  while  sales 
of  eating  and  drinking  places  and  the  apparel  group 
were  virtually  unchanged . 

A  comparison  of  adjusted  sales  of  durable-goods 
stores  for  June  1963  with  those  for  the  same  month  a 
year  ago  showed  an  increase  in  the  automotive  group 
of  11  percent,  accompanied  by  increases  in  the  fur¬ 
niture  and  appliance  group  (+10$),  and  the  lumber, 
building,  hardware,  farm  equipment  group  (+3$) .  In 
the  nondurable-goods  category,  year-to-year  sales 
increases  were  shown  for  the  general  merchandise 
group  (+11$),  the  food  group  and  apparel  group  (+5$ 
each),  and  eating  and  drinking  places  (+3$). 

Cumulative  sales  of  all  retail  stores  for  the  first 
six  months  of  1963  amounted  to  $117.5  billion  or  6 
percent  above  the  $111.8  billion  reported  for  the 
same  period  in  1962.  On  an  adjusted  basis,  all  major 
kinds-of-business  groups  showed  sales  increases  with 
the  automotive  group  reporting  a  cumulative  sales 
increase  of  9  percent,  followed  by  the  general  mer¬ 
chandise  group  and  the  furniture  and  appliance  group 
(+7$  each). 


ACCOUNTS  RECEIVABLE 


Retail  stores  in  the  United  States  reported  $13.7 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  June  30,  1963.  This  amount  was  6 
percent  more  than  the  $13.0  billion  reported  as  of 
June  30,  1962,  and  about  1  percent  higher  than  the 
$13.6  billion  outstanding  at  the  end  of  May  1963.  The 
increase  in  total  credit  balances  from  the  June  1962 
level,  based  on  data  not  adjusted  for  seasonal  vari¬ 
ations,  reflected  a  10  percent  increase  in  install¬ 
ment  account  balances  and  a  2  percent  increase  in 
charge  account  balances.  Compared  with  May  1963, 
installment  balances  increased  2  percent  while  charge 
balances  remained  virtually  unchanged. 

Total  receivable  balances  of  durable-goods  stores 
as  of  June  30,  1963  were  1  percent  higher  than  bal¬ 
ances  for  the  previous  month,  and  3  percent  higher 
than  those  outstanding  at  the  end  of  June  a  year  ago. 
Nondurable-goods  stores  reported  no  change  in  total 
credit  outstanding  from  the  May  1963  total,  and  an 
8  percent  increase  over  the  total  for  the  end  of 
June  1962.  
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Tabie  1.  ESTIMATED  MDNTHLT  RETAIL  SALES-UNITED  STATES,  BT  KIND  Of  BUSINESS:  JUNE  1963 
_  (Millions  of  dollars) 


Kind  of  business 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . . 

Grocery  stores  . 

Meat  markets . . 

Bakery  products  stores . !!!!!!!!!! 

Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms. 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . [ 

Variety  stores . * 

Mail  order  houses  (department  store 
merchandise) . . . 


Apparel  group .  . 

Men's,  boys'  wear  stores* . 

Men's,  boys'  clothing,  fund shi^s  stores 

Women's  apparel,  accessory  stores4 . 

Women's  ready- to-vear  stores . 

Family  clothing  stores . 

Shoe  stores . 


Furniture  and  appliance  group........... 

Furniture,  home  furnishings  stores.... 

Furniture  stores . . . . . 

Household  appliance,  TV,  radio  stores! 
Household  appliance  dealers . 


Lumber,  building,  hardware,  farm  equipment 

group . 

Lumber  yards,  building  materials  dealers*5.* 

Lumber  yards . . 

Hardware  stores . 


Automotive  group . . . 

Passenger  car,  other  automotive  dealers. 

Passenger  car  dealers6 . 

Passenger  car  dealers  (franchised)*.*! 
Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Other  retail  stores . 

Drug  and  proprietary  stores . !!!!!!! 

Drug  stores . 

Liquor  stores . 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group.............. 

Grocery  stores  . ! 

Eating  and  drinking  places............. 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store  mdse.j. 

Apparel  group .  . 

Men's,  boyB '  wear  stores3 . ,...!!!!!! 

Women's  apparel,  accessory  stores  * . !!!! 

Shoe  stores . 


Furniture  and  appliance  group. ............ 

Furniture,  home  furnishings  stores.... . 

Household  appliance,  TV,  radio  stores.’..!!!! 

Limber,  building,  hardware,  farm  equipment 

group . . 

Lumber  yards,  building  materials  dealers’5!!! 
Hardware  stores. ........... 


Automotive  group............... 

Passenger  car,  other  automotive  dealers! 
Tire,  battery,  accessory  dealers . 

^••oline  service  stations . 

Drug  *nd  proprietary  stores . . 

liquor  stores . 


) 


Jan. 


Apr,  pfey^1 


19621 


June  July  Aug.  Sept.  Oct. 


Nov. 


Dec. 


18,261 


5,695 
12, 566 

4,738 

4,303 

124 

90 

1,334 

920 

775 

414 

1,756 

1,260 

1,005 

259 

139 

986 

204 

197 

377 

329 

190 

169 

830 

517 

374 

313 

228 


921 

520 

347 

175 

3,487 

3,309 

3,215 

2,921 

178 

1,540 

2,669 

649 

630 

409 


17,087 


5,432 

11,655 

4,467 

4,048 

120 

83 

1,254 

859 

726 

395 

1, 627 

1,134 

902 

274 

130 

826 

160 

155 

326 

286 

157 

147 

781 

502 

356 

279 

201 


886 

493 

324 

156 

3,309 

3,148 

3,043 

2,753 

161 

1,395 

2,542 

641 

623 

386 


Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


Total 
6  months 


1962 


19, 653 


6,383 

13,270 

4,976 

4,531 

126 

93 

1,421 

982 

818 

439 

2,075 

1,492 

1,199 

320 

159 

1,081 

186 

180 

428 

382 

212 

205 

838 

543 

387 

295 

211 


1,128 

604 

398 

191 

3,926 

3,732 

3,608 

3,290 

194 

1,543 

2,665 

667 

647 

427 


20,518 


6,982 

13,536 

4,677 

4,223 

123 

90 

1,463 

1,027 

839 

436 

2,299 

1,636 

1,315 

384 

169 

1,268 

224 

216 

482 

424 

247 

259 

854 

574 

404 

280 

206 


1,359 

748 

498 

229 

4,262 

4,033 

3,871 

3,546 

229 

1,574 

2,762 

652 

632 

429 


21,228 


7,239 

13,989 

5,066 

4,578 

132 

90 

1,562 

1,098 

882 

464 

2,278 

1,638 

1,317 

361 

166 

1,163 

218 

211 

'460 

402 

229 

210 

934 

612 

448 

322 

240 


1.422 

828 

551 

240 

4,301 

4,060 

3,905 

3,570 

241 
1,626 

2,876 

676 

655 

458 


20,755  20, 254 


7,040 

13,715 

4,943 

4,463 

127 

89 

1,599 

1,125 

888 

474 

2,301 

1,675 

1,354 

360 

150 

1,131 

240 

233 

424 

371 

224 

203 

943 

607 

448 

336 

253 


1,410 

819 

553 

231 

4,115 

3,858 

3,706 

3,393 

257 

1,658 

2,655 

665 

643 

450 


6,786 

13,468 

5,033 

4,563 

127 

88 

1,537 

1,086 

867 

451 

2,141 

1,539 

1,262 

352 

137 

1,121 

233 

229 

407 

356 

228 

212 

894 

580 

425 

314 

252 


1,434 

829 

558 

239 

3,944 

3,697 

3,532 

3,174 

247 

1,623 

2,527 

667 

642 

435 


6,  330 
12, 808 

4,733 

4,267 

122 

84 

1,566 

1,106 

884 

460 

1,926 

1,365 

1,106 

323 

131 

971 

185 

180 

368 

322 

194 

182 

873 

573 

429 

300 

242 


1,397 

850 

572 

220 

3,567 

3,334 

3,177 

2,838 

233 

1,647 

2,458 

646 

619 

437 


Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences  7 


19,920 

18, 863 

20, 576 

20,911 

24,127 

117,50; 

6, 321 

5,604 

6,988 

6,742 

6,766 

38,771 

13, 599 

13, 259 

13,588 

14,169 

17, 361 

78,731 

75,625 

4,997 

4,823 

4,803 

4,917 

5,237 

28,867 

4,521 

4,369 

4, 350 

4, 456 

4,732 

26,146 

25,429 

125 

121 

124 

127 

134 

752 

739 

89 

90 

95 

97 

102 

535 

516 

1,630 

1,513 

1,485 

1,445 

1,479 

8,633 

8,187 

1,152 

1,062 

1,030 

994 

1,010 

6,011 

5 '669 

928 

868 

849 

825 

843 

4,928 

4,656 

478 

451 

455 

451 

469 

2,622 

?,518 

2,241 

2,232 

2,372 

2,711 

4,119 

12,336 

11,605 

1,584 

1,613 

1,724 

1,959 

2,972 

8,835 

8,250 

1, 266 

1,303 

1,377 

1,575 

2,422 

7,092 

6,733 

367 

352 

360 

400 

751 

1,958 

1,904 

180 

165 

183 

245 

267 

913 

853 

1,096 

1,193 

1,214 

1,320 

2, 127 

6,455 

6,417 

192 

206 

226 

258 

467 

1,232 

1,206 

187 

199 

217 

250 

456 

1,192 

1,181 

414 

455 

468 

513 

801 

2,497 

2,457 

363 

405 

413 

450 

698 

2,194 

2,131 

216 

232 

248 

280 

465 

1,259 

1^285 

215 

236 

212 

209 

305 

1,193 

1,203 

948 

916 

962 

1,020 

1,216 

5,180 

4,879 

625 

598 

627 

658 

745 

3,355 

3,171 

472 

448 

462 

478 

563 

2,417 

2,274 

323 

318 

335 

362 

471 

1,825 

1,708 

253 

245 

250 

270 

346 

1,339 

1^323 

1,435 

1,343 

1,420 

1,271 

1,190 

7,126 

874 

782 

846 

760 

609 

4^012 

595 

522 

560 

500 

398 

2,671 

2, 591 

222 

217 

222 

216 

312 

1,222 

1^219 

3,421 

3, 194 

2,808 
2,  599 

4,082 

3,850 

3,869 

3,641 

3,434 

23,400 

21,613 

3,062 

2,495 

3,736 

3, 542 

3,053 

22,140 

21,345 

20,369 

2, 71b 

2, 199 

3,404 

3,229 

2,784 

19,473 

17,806 

227 

209 

232 

228 

295 

1,260 

1,244 

1,662 

1,564 

1,604 

1,561 

1,629 

9,336 

8,978 

2,490 

2,471 

2,  634 

2,797 

3,696 

16,169 

15,026 

658 

632 

647 

660 

880 

3,950 

3,909 

632 

606 

623 

636 

848 

3,830 

3,778 

461 

436 

447 

488 

700 

2,553 

2^432 

20, 247 

20, 35C 

20, 365 

20, 320 

20,249 

20,481 

19, 163 

19, 761 

19,645 

19,693 

19, 821 

20,230 

20,203 

6,477 

13,770 

6,  583 
13,767 

6,625 

13,740 

6,  660 
13,660 

6,565 

13,684 

6,614 

13,867 

6,029 
13, 134 

6, 378 
13,383 

6, 128 
13,517 

6,125 

13,568 

6, 481 
13,340 

6, 523 
13,707 

6,453 

13,750 

39,524 

82,488 

36,607 

78,990 

4,943 

4,485 

4, 897 
4,439 

4,807 
4, 359 

4,846 
4, 380 

4,857 

4,380 

4,937 

4,460 

4,722 

4,269 

4,835 

4,368 

4, 856 
4,391 

4,915 

4,453 

4,846 

4,390 

4,813 
4,  360 

4,928 

4,474 

29,287 

26,503 

28,406 

25,675 

1,  463 

1, 502 

1,513 

1,522 

1,513 

1,510 

1,464 

1,404 

1,461 

1,454 

1,443 

1,486 

1,465 

9,023 

8,576 

2,320 

1,336 

373 

177 

2, 319 
1,334 
378 
172 

2,421 

1,417 

377 

183 

2,328 

1,332 

393 

175 

2,338 

1,354 

383 

171 

2,444 

1,443 

377 

187 

2,193 

1,294 

357 

160 

2,283 

1,340 

374 

167 

2,294 

1,303 

381 

181 

2,332 

1,362 

368 

182 

2, 229 
1,254 
371 
163 

2,393 

1,355 

392 

177 

2,340 

1,389 

356 

167 

14,170 

8,216 

2,281 

1,065 

13,221 

7,708 

2,218 

1,220 

230 

461 

215 

1,214 

236 

461 

216 

1,212 

232 

466 

220 

1,170 

233 

443 

206 

1,168 

227 

451 

202 

1,170 

226 

464 

198 

1,114 

208 

431 

198 

1,200 

229 

462 

208 

1,224 

237 

463 

223 

1,203 

236 

467 

208 

1,160 

225 

442 

211 

1,231 

231 

483 

217 

1,219 

231 

467 

222 

7,154 

1,384 

2,746 

1,257 

7,089 

1,349 

2,681 

941 

600 

341 

951 

611 

340 

955 

614 

341 

919 

601 

318 

935 

599 

336 

951 

619 

332 

861 

565 

296 

908 

604 

304 

909 

595 

314 

951 

625 

326 

891 

574 

317 

924 

585 

339 

949 

603 

346 

5,652 

3,644 

2,008 

5,277 

3,412 

1,865 

1,226 

714 

227 

1,261 

710 

216 

1,302 

730 

225 

1,272 

735 

213 

1,250 

744 

208 

1,249 
739 
21 2 

1,212 

713 

210 

1,269 

763 

215 

1,261 

736 

215 

1,251 

710 

223 

1,237 

718 

209 

1,300 

744 

217 

1,308 

708 

247 

7,600 

4,372 

1,301 

7,432 

4,345 

1,292 

3,726 

3,502 

224 

3,792 

3,570 

222 

3,778 

3,549 

229 

3,900 

3,675 

225 

3,773 

3,552 

221 

3,808 

3,574 

234 

3,436 

3,220 

216 

3,  658 
3,446 
212 

3,423 

3,218 

205 

3, 372 
3,149 
223 

3,832 

3,610 

222 

3,760 

3,533 

227 

3,662 

3,418 

244 

22,777 

21,422 

1,355 

20,868 

19,532 

1,336 

1,639 

1,608 

1,607 

1,607 

1,590 

1,581 

1,553 

1,525 

1,546 

1,563 

1,566 

1,566 

1,605 

9,632 

663 

668 

679 

675 

679 

677 

680 

674 

673 

651 

648 

690 

686 

4,061 

4,010 

2,654 

460 

459 

459 

469 

481 

463 

433 

448 

471 

436 

456 

473 

2,791 

Final  estimates. 

3  Preliminary  estimates.  /  S®®  Explanatory  Material,  page  14. 

4  deludes  ^^1nb0ySlCiOthlng;  stores  and  custom  tailors. 

:  =  as  m 

Note:  United  States  and  group  toUl's "include'  *32  o^nesTnot  ■■ . S' . ^««ent  of  Coerce'.' 


and  furriers 
electrical  stores. 


Includes  both  franchised  and  nonfranchlaed  car  dealers 
U.  S.  Deportment  of  Commerce. 

Sailing  variabilities  for  unadjusted  date  shown  In  table  8,  page  9. 
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PERCENTAGE  CHANGES  IN  RETAIL  SALES-UNITED  STATES,  BY  KIND  OF  BUSINESS:  JUNE  1963 


Percentage  changes  in  sales — 
all  retail  stores 

June 

1963 

from — 

1963 

from 

June 

May 

6  months 

1962 

1963 

1962 

Kind  of  business 


Kind  of  business 


Percentage  changes  in  sales — 

all  retail  stores 


June  1963 
from — 


June 

1962 


May 

1963 


6  months 
1963 
from 
6  months 
1962 


Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


+  2 

-2 

+5 

Furniture  and  appliance  group . 

+5 

+5 

+27 

+1 

-1 

+6 

+6 

-1 

+17 

+7 

+4 

+7 

-3 

+7 

0 

+5 

+1 

+  2 

-2 

+4 

+32 

+1 

+27 

-2 

-2 

0 
+  9 
+2 

-2 

+3 
+3 
+  2 
+  11 
-3 

Lumber,  building,  hardware,  farm  equipment 

-2 

-1 

+2 

-4 

+7 

-12 

^Lumber,  building  materials  dealers . 

-1 

-1 

-1 

0 

0 

+3 

Fruit  stores,  vegetable  markets* . 

Paint,  glass,  wallpaper  stores* . 

+  10 
-10 
-3 

0 

+5 

-4 

+6 

-19 

+  1 
+18 

-1 

+4 

+2 

Heating  and  plumbing  equipment  dealers* . 

0 

+6 

-2 

+  2 

+4 

+4 

+2 

+2 
+  2 
+1 

+5 

+6 

+4 

-4 

+8 

+8 

+9 

+6 

+5 

+7 

+4 

-5 

-5 

+5 

+  2 

+4 

Passenger  car  dealers  (franchised) . 

+7 

+  1 

+1 

+6 

+2 

+2 

+4 

+7 

Department  stores  and  dry  goods,  general 

+9 

+7 

+  2 

+7 

+3 

-24 

-17 

-29 

+9 

+7 

+10 

+3 

+5 

+3 

Fuel  dealers,  except  fuel  oil* . 

+4 

Mail  order  houses  (department  store 

+2 

0 

-2 

+1 

+9 

-10 

+7 

0 

-2 

+1 

+3 

-2 

+5 

Men's,  boys'  clothing,  furnishings  stores . 

+1 

+2 

+3 

-2 

+4 

-2 

-3 

+10 

+10 

+13 

-8 

-2 

+  1 
+1 
+  3 
-7 
+3 
-2 

+5 

+20 

+17 

-3 

-23 

0 

+8 

+15 

+26 

Men's,  boys'  clothing  stores* . 

Men' 8,  boys'  furnishings  stores* . 

Women's  ready-to-wear  stores . 

Camera,  photographic  supply  stores* . 

+24 
+20 
+8 
+  21 

-5 

+  2 
-3 

0 

+20 
+15 
+25 
+  15 

Women's  apparel,  accessory,  specialty  stores*.. 

+12 

-4 

0 

-3 

-1 

-1 

+  29 

+20 

+33 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences1 


+7 

+1 

+6 

+10 

+2 

+7 

+  10 

+3 

+7 

+8 

Furniture,  home  Aimishings  stores . 

+12 

-1 

+8 

+  10 

+1 

+6 

+1 

+4 

+5 

+4 

+3 

+11 

+12 

+  2 
+2 

+3 

+3 

+  5 

Lumber,  building,  hardware,  farm  equipment 

+3 

0 

+2 

+1 

+1 

“Lumber,  building  materials  dealers . 

+4 

+1 

+2 

+7 

+11 

+11 

+8 

+1 
+  1 
+6 

+9 

+7 

+7 

Passenger  car  and  other  automotive  dealers.... 

+1 

+6 

-2 

+  3 

Tire,  battery,  accessory  dealers . 

Mail  order  houses  (department  store 

+17 

+9 

+8 

+2 

-1 

+4 

+5 

0 

+  1 

0 

0 

+  2 

+9 

0 

+3 

Women's  apparel,  accessory  stores . 

+8 

0 

+3 

-2 

+  2 

+6 

-4 

+5 

*  SjJSdTa^a^dt^ijuSLit-  factors  as  developed  By  GBtarffc  «i> 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  ol  Dusiness  wirno 
of  business  with  an  asterisk,  see  table  9,  page  9. 


For  kinds 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES — UNITED  STATES,  BY  KIND  OF  BUSINESS:  JUNE  1963 


Kind  of  business 


United  States,  total . 


Durable-goods  stores,  total . . . . 
Nondurable-goods  stores,  total . 


Food  group . 

Grocery  stores1. 


Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 


Apparel  group . 

Men's,  boys'  wear  stores2 . 

Women's  apparel,  accessory  stores3. 

Women's  ready-to-wear  stores . 

Shoe  stores . 


Furniture  and  appliance  group .... 
Tire,  battery,  accessory  dealers. 


Other  retail  stores . 

Drug  and  proprietary  stores. 
Liquor  stores . . . . 


United  States,  total. 
Grocery  stores1 . 


Eating  and  drinking  places. 

General  merchandise  group.. 

Department  stores . 

Variety  stores . 


Apparel  group . 

Men ' s,  boys '  wear  stores  2 . 

Women's  apparel,  accessory  stores3. 
Shoe  stores . 


Tire,  battery,  accessory  dealers. 
Drug  and  proprietary  stores 


lc 

>63 

1962 

Total 

6  months 

Jan. 

Feb. 

Mar. 

Apr. 

|  May 

June 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1963 

1962 

Data  NC 

XT  ADJUSTED  for 

seasonal 

variations  or  trading  de 

y  diffei 

-ences 

4,075 

3,826 

4, 571 

4, 651 

r4,  849 

4,767 

4,698 

4,269 

4,670 

4,559 

4,692 

5,056 

6,527 

26,739 

25,803 

283 

272 

324 

355 

384 

385 

368 

362 

378 

356 

392 

395 

468 

2,003 

1,920 

3,792 

3, 554 

4, 247 

4,296 

4,465 

4,382 

4,330 

3,907 

4,292 

4,203 

4, 300 

4, 661 

6,059 

24,736 

23i  883 

1,951 

1,842 

2,119 

1,920 

2, 123 

2,006 

2,096 

1,873 

2,015 

1,946 

1,943 

2, 053 

2,165 

11,961 

11, 700 

1,  897 

1,790 

2,067 

1,862 

2,063 

1, 950 

2,041 

1,818 

1,960 

1,893 

1,890 

2^000 

2, 103 

11,629 

11, 382 

91 

89 

102 

102 

107 

108 

106 

105 

106 

101 

103 

99 

101 

599 

587 

1,120 

1,035 

1,329 

1,504 

rl,  491 

1,537 

1,402 

1,262 

1,459 

1,436 

1,519 

1,734 

2, 664 

8,016 

7,494 

792 

708 

950 

1,058 

^062 

1,118 

1,002 

887 

1,008 

1,019 

1,077 

1,214 

1,849 

5,688 

5,291 

689 

61 8 

829 

921 

1*927 

977 

875 

770 

870 

885 

939 

1,062 

1,617 

4,  961 

4,609 

191 

204 

241 

294 

276 

276 

271 

248 

285 

271 

279 

307 

'578 

1,482 

1,436 

232 

202 

283 

353 

315 

307 

299 

250 

291 

318 

314 

346 

546 

1,692 

1,670 

24 

19 

25 

29 

29 

30 

30 

22 

23 

25 

30 

35 

58 

156 

158 

82 

116 

141 

135 

130 

116 

100 

115 

125 

124 

143 

228 

697 

655 

86 

76 

107 

129 

124 

120 

105 

91 

106 

115 

114 

132 

209 

64  2 

595 

70 

64 

87 

113 

90 

87 

95 

79 

96 

105 

93 

93 

142 

511 

526 

72 

71 

85 

83 

91 

92 

84 

85 

90 

89 

101 

104 

119 

494 

482 

69 

62 

77 

92 

97 

103 

101 

96 

91 

86 

92 

92 

126 

500 

504 

364 

362 

389 

394 

410 

397 

395 

383 

395 

386 

407 

431 

604 

2,316 

2,215 

129 

128 

135 

134 

138 

141 

135 

129 

131 

129 

132 

137 

213 

'805 

769 

85 

84 

96 

93 

100 

95 

94 

92 

96 

91 

98 

106 

169 

553 

523 

Data  ADJUSTED 

for  seasonal  variations 

and  trading  day  differe 

nces* 

4,731 

4,732 

4,799 

4,713 

r4,740 

4,837 

4,523 

4, 635 

4,670 

4,691 

4, 610 

4,743 

4,741 

28,562 

27,373 

1,965 

1,951 

1,927 

1,944 

1,955 

1,965 

1,899 

1,913 

1,921 

1,936 

1,940 

1,937 

1,965 

11,707 

11,384 

98 

101 

104 

105 

105 

104 

102 

99 

99 

99 

100 

102 

101 

617 

604 

1, 505 

1,510 

1,600 

1,519 

rl,521 

1,603 

1,420 

1,472 

1,487 

1,496 

1,428 

1,523 

1,503 

9,258 

8,611 

923 

922 

995 

920 

*930 

996 

870 

896 

886 

916 

863 

929 

962 

5,686 

5',  247 

280 

284 

287 

298 

292 

288 

275 

287 

302 

284 

288 

302 

269 

l)  729 

1^673 

315 

319 

318 

305 

314 

312 

291 

314 

330 

313 

305 

320 

309 

1,883 

1,842 

27 

31 

31 

27 

30 

29 

28 

30 

32 

30 

29 

29 

28 

175 

177 

130 

131 

132 

124 

129 

134 

117 

125 

127 

129 

121 

130 

125 

780 

733 

97 

97 

94 

91 

86 

86 

92 

98 

93 

95 

97 

93 

560 

558 

88 

86 

91 

90 

87 

93 

87 

89 

86 

93 

90 

94 

98 

535 

536 

138 

146 

139 

139 

141 

144 

136 

134 

135 

135 

136 

142 

142 

847 

809 

3  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 
i  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

feta  adjusted  for  seasonal  variations  and  trading  day  differences  by  Office  of  Business  Economics,  U.  S.  Department  of  Commerce. 


r  Revised . 


ending 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JUNE  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1963 

19621 

Total 

Kind  of  business 

6  months 

Jan. 

Feb. 

Mar. 

Apr. 

|  May1 

June2 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1963 

1962 

United  States,  total . 

4,901 

4, 592 

5,469 

5,574 

5,776 

5,685 

5,526 

5,413 

5,622 

6,044 

7,767 

31,997 

5 , 041 

30,253 

food  group . 

2,251 

2,184 

2,200 

Grocery  stores . 

2,138 

2,302 

2,236 

2,019 

2,300 

2,439 

13,494 

12,942 

2, 174 

2,  no 

2,125 

2,225 

2, 354 

L3, 034 

12,459 

Eating  and  drinking  places . 

135 

129 

156 

148 

150 

149 

153 

874 

819 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,235 

1,148 

1,476 

1,660 

1,643 

1,692 

1,529 

1,373 

1,614 

1,601 

1,694 

1,953 

2,973 

8,854 

8,212 

merchandise  stores . 

Department  stores . 

880 

753 

79  2 
679 

1,064 

913 

1,181 

1,010 

1, 188 
1,016 

1,248 

1,069 

1,098 

945 

973 

831 

1,126 

943 

1,145 

968 

1,212 

1,033 

1,368 

1,168 

2,073 

1,782 

6,353 

5,440 

5,791 

4,983 

Drug  and  proprietary  stores . 

156 

154 

162 

160 

167 

170 

164 

159 

164 

158 

161 

166 

236  J 

969 

935 

2  Preliminary  estimates.  ’  366  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Revised  Geographic  Area  Data 

The  data  previously  shown  as  Table  5 — "Sales  of  Stores  of  Firms  Operating  1  to  10  Retail  Stores,  by  Census  Region,"  and  as  Table  6~ "Percentage 
Change  in  Sales  of  Stores  of  Firms  Operating  1  to  10  Retail  Stores,  by  Specified  Standard  Metropolitan  Areas"  have  been  omitted  from  this  pub¬ 
lication.  Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas,  covering  all  retail  stores  rather  than  only  stores  that  are 
part  of  firms  operating  one  to  ten  stores,  are  included  in  a  supplementary  publication  which  is  released  subsequent  to  the  release  date  of  this 
report.  The  first  supplementary  publication  covered  the  data  month  of  April  1963  and  was  released  June  18,  1963. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  JUNE  1963 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Area 

Percentage  change  in 

sales 

Percentage  change  in 

sales 

June  1963  from — 

6  mos.  1963 
from 

6  mos.  1962 

Area 

June  1963  from — 

6  mos.  1963 
from 

6  mos.  1962 

June 

1962 

May 

1963 

June 

1962 

May 

1963 

STANDARD  METROPOLITAN  AREA 

New  York-Northeastern  New  Jersey1 . . . 

+8 

-2 

+3 

New  York  City . 

44 

-5 

-3 

Newark,  N.  J . 

-4 

-7 

+2 

+6 

-10 

NA 

NA 

NA 

+3 

Asheville,  N.  C . 

+4 

-10 

+4 

+9 

-10 

+2 

-8 

44 

Philadelphia,  Pa . 

0 

-5 

-3 

Phoenix,  Ariz . 

NA 

NA 

NA 

+9 

+3 

44 

0 

Baton  Rouge,  La . 

+21 

-7 

+16 

-1 

-10 

0 

-8 

+3 

Rochester,  N.  Y . 

+8 

0 

+6 

Sacramento,  Calif . 

+2 

-2 

+6 

Buffalo,  N.  Y . 

+9 

-4 

+7 

+6 

-8 

o 

+15 

-9 

+8 

44 

+4 

-7 

0 

San  Diego,  Calif . 

0 

+2 

+4 

44 

NA 

+9 

+8 

0 

_7 

+2 

-14 

+3 

Springfield,  Mo . 

+2 

-10 

+2 

_7 

+4 

+8 

0 

+5 

+7 

+7 

Erie,  Pa . 

+3 

+3 

+3 

Toledo,  Ohio . 

44 

-2 

+1 

NA 

NA 

+10 

Flint,  Mich . 

+10 

+4 

+8 

-8 

0 

Grand  Rapids,  Mich . 

+5 

-3 

-1 

Washington,  D.  C . 

+9 

-11 

+8 

Wheeling,  W.  Va . 

+3 

-15 

0 

+5 

+3 

Kansas  City,  Mo . 

+12 

-3 

+7 

Knoxville,  Tenn . 

+5 

-17 

0 

CITIES 

+9 

U, 

+4 

-6 

-7 

-4 

4-3 

+5 

NA 

+6 

+3 

+4 

-6 

+2 

-2 

+8 

-18 

+1 

-3 

-7 

+8 

+3 

-10 

+6 

0 

-1 

-3 

44 

-3 

+1 

-1 

New  Orleans,  La . 

+10 

-10 

+9 

Springfield,  Mass . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  banks  and  subject  to  revisit 
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Table  6.  ESTIMATED  END-OF-MDNTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS — UNITED  STATES,  BY  KIND  OF  BUSINESS:  JUNE  >63 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1963 

19621 

Percentage 

change, 

June  1963 

Jan. 

Feb. 

Mar. 

Apr. 

May1 

... 

June2 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

June 

1962 

May 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

13,474 

12,700 

12,912 

13,352 

13,634 

13,747 

13,010 

12,948 

13,045 

13,156 

13, 390 

13,557 

14,299 

+6 

+1 

Durable-goods  stores,  total . 

5,892 

5,685 

5,799 

5,965 

6,160 

6,252 

6,088 

6,153 

6, 213 

6,148 

6,245 

6,203 

6,241 

+3 

+1 

Nondurable-goods  stores,  total . 

7,582 

7,015 

7,113 

7,387 

7,474 

7,495 

6,922 

6,795 

6, 832 

7, 008 

7, 145 

7,354 

8,058 

+8 

0 

Food  group . 

328 

320 

332 

326 

342 

341 

354 

351 

364 

365 

355 

345 

354 

-4 

0 

Grocery  stores . 

270 

270 

276 

272 

291 

290 

305 

295 

300 

303 

297 

288 

297 

-5 

0 

Eating  and  drinking  places . 

87 

81 

80 

76 

74 

76 

64 

58 

60 

57 

70 

76 

96 

+19 

+3 

General  merchandise  group . 

4, 510 

3,994 

4,031 

4,144 

4,228 

4,322 

3,843 

3,838 

3,885 

4,030 

4,131 

4,278 

4,782 

+12 

+2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

3,489 

3,043 

3,065 

3,166 

3,227 

3,289 

2,941 

2,940 

2,961 

3,080 

3,183 

3,278 

3,720 

+12 

+2 

Department  stores . 

3,104 

2,685 

2,695 

2,788 

2,853 

2,911 

2,638 

2,  634 

2, 642 

2,758 

2,847 

2,934 

3,340 

+10 

+2 

Mail  order  houses  (department  store  mdse.).. 

850 

791 

805 

812 

836 

868 

751 

755 

770 

794 

803 

838 

879 

+16 

+4 

Apparel  group . 

998 

913 

932 

950 

892 

880 

873 

821 

828 

893 

926 

930 

1,090 

+1 

-1 

Women's  ready-to-wear  stores . 

453 

414 

438 

448 

418 

410 

386 

363 

367 

402 

420 

429 

509 

+6 

-2 

Furniture  and  appliance  group . 

2, 073 

2,009 

1,984 

1,985 

2,067 

2,077 

1,909 

1,876 

1,926 

1,919 

1,982 

2,010 

2, 130 

+9 

0 

Furniture,  home  furnishings  stores . 

1,601 

1,529 

1,512 

1,503 

1,575 

1,569 

1,429 

1,410 

1,460 

1,468 

1,500 

1,535 

1,636 

+10 

0 

Furniture  stores . 

1,454 

1,392 

1,387 

1,366 

1,446 

1,460 

1,290 

1,274 

1,321 

1,316 

1,332 

1,367 

1,481 

+13 

+1 

Household  appliance,  TV,  radio  stores . 

472 

479 

472 

482 

492 

508 

480 

466 

466 

451 

482 

475 

494 

+6 

+3 

Household  appliance  dealers . 

408 

419 

416 

413 

428 

445 

427 

419 

412 

400 

421 

419 

432 

+4 

+4 

Lumber,  building,  hardware,  farm  equip,  group. 

1,619 

1,587 

1,634 

1,769 

1,854 

1,916 

1,890 

1,989 

2,001 

1,982 

1,995 

1,936 

1,747 

+1 

+3 

Lumber  yards,  building  materials  dealers3... 

1,177 

1,136 

1,125 

1,231 

1,283 

1,341 

1,320 

1,395 

1,426 

1,421 

1,445 

1,438 

1,265 

+2 

+5 

Lumber  yards . 

878 

852 

836 

917 

962 

1,016 

1,002 

1,063 

1,077 

1,067 

1,066 

1,059 

951 

+1 

+6 

Automotive  group . 

1,329 

1,276 

1,349 

1,401 

1,408 

1,435 

1,483 

1,478 

1,462 

1,418 

1,470 

1,421 

1,432 

-3 

+2 

Passenger  car  dealers4 . 

877 

834 

897 

947 

936 

952 

990 

976 

967 

935 

986 

933 

939 

-4 

+2 

Passenger  car  dealers  (franchised) . 

821 

775 

830 

867 

861 

876 

913 

907 

895 

867 

916 

864 

872 

-4 

+2 

Tire,  battery,  accessory  dealers . 

422 

412 

422 

429 

442 

448 

461 

463 

456 

448 

443 

447 

459 

-3 

+1 

Gasoline  service  stations . 

431 

419 

436 

460 

472 

478 

462 

459 

457 

441 

456 

455 

420 

+3 

+1 

Other  retail  stores . 

2,099 

2, 101 

2,134 

2,241 

2,297 

2,222 

2,132 

2,078 

2,062 

2,051 

2,005 

2, 106 

2,248 

+4 

-3 

CHARGE  ACCOUNTS 

United  States,  total . 

6, 842 

6,586 

6, 658 

7,032 

7,202 

7,174 

7,008 

6,  898 

6,973 

6,977 

7,153 

7,223 

7,441 

+2 

0 

Durable-goods  stores,  total . 

3,076 

2,960 

3,038 

3,246 

3,390 

3,480 

3,377 

3,422 

3,489 

3,434 

3,578 

3,488 

3, 312 

+3 

+3 

Nondurable-goods  stores,  total . 

3,766 

3,626 

3,620 

3,786 

3,812 

3,694 

3,  631 

3,476 

3,484 

3,  543 

3,575 

3,735 

4,129 

+2 

-3 

Food  group . 

321 

312 

325 

319 

331 

329 

340 

344 

356 

357 

347 

338 

346 

-3 

-1 

General  merchandise  group . 

1,034 

928 

873 

890 

918 

88  8 

881 

834 

845 

877 

881 

958 

1,185 

+1 

-4 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

942 

838 

782 

793 

821 

788 

781 

737 

741 

771 

787 

856 

1,087 

+1 

-4 

Department  stores . 

820 

715 

662 

673 

705 

678 

684 

644 

647 

680 

692 

760 

970 

-1 

-4 

Apparel  group . 

727 

651 

664 

682 

632 

609 

639 

589 

593 

656 

677 

696 

827 

-5 

-4 

Furniture  and  appliance  group . 

630 

608 

591 

610 

629 

640 

581 

560 

582 

588 

630 

616 

650 

-10 

♦2 

Furniture,  home  furnishings  stores . 

477 

454 

440 

461 

483 

477 

423 

409 

437 

451 

468 

455 

477 

+13 

-1 

Lumber,  building,  hardware,  farm  equip,  group. 

1,430 

1,402 

1,439 

1,580 

1,655 

1,716 

1,698 

1,782 

1,803 

1,784 

1,810 

1,745 

1,553 

+1 

+4 

Lumber  yards,  building  materials  dealers3... 

1,109 

1,068 

1,062 

1,173 

1,221 

1,279 

1,269 

1,333 

1,367 

1,360 

1,386 

1,378 

1,204 

+1 

♦5 

Lumber  yards . 

823 

798 

787 

873 

915 

969 

966 

1,017 

1,033 

1,022 

1,023 

1,014 

903 

0 

+6 

Automotive  group . 

745 

713 

754 

795 

817 

828 

82  8 

824 

830 

800 

854 

820 

796 

0 

+1 

Passenger  car  dealers  (franchised) . 

540 

516 

548 

581 

579 

587 

599 

585 

592 

566 

607 

578 

554 

-2 

+1 

Gasoline  service  stations . 

419 

410 

427 

451 

463 

467 

446 

442 

446 

429 

445 

445 

409 

+5 

+1 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

6, 632 

6,114 

6,254 

6,320 

6,432 

6,573 

6,002 

6,050 

6,072 

6, 179 

6,237 

6,334 

6,858 

♦10 

♦2 

Durable-goods  stores,  total . 

2,816 

2,725 

2,761 

2,719 

2,770 

2,772 

2,711 

2,731 

2,724 

2,714 

2,667 

2,715 

2,929 

+2 

0 

Nondurable-goods  stores,  total . 

3,816 

3,389 

3,493 

3,601 

3,662 

3,801 

3,291 

3,319 

3,348 

3,465 

3, 570 

3,619 

3,929 

+15 

+4 

General  merchandise  group . 

3,476 

3,066 

3,158 

3,254 

3,310 

3,434 

2,962 

3,004 

3,040 

3.153 

3,250 

3,320 

3,597 

+16 

+4 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,  547 

2, 205 

2,283 

2,373 

2,406 

2,501 

2,160 

2,203 

2,220 

2, 309 

2,396 

2,422 

2,633 

♦16 

+4 

Department  stores . 

2,284 

1,970 

2,033 

2,115 

2,148 

2,233 

1,954 

1,990 

1,995 

2,078 

2,155 

2,174 

2,370 

♦14 

+4 

Apparel  group . 

271 

262 

268 

268 

260 

271 

234 

232 

235 

237 

249 

234 

263 

♦16 

+4 

Furniture  and  appliance  group . 

1,443 

1,401 

1,393 

1,375 

1,438 

1,437 

1,328 

1,316 

1,  344 

1,331 

1,352 

1,  394 

1,480 

♦8 

0 

Furniture,  home  furnishings  stores . 

1,124 

1,075 

1,072 

1,042 

1,092 

1,092 

1,006 

1,001 

1,023 

1,017 

1,032 

1,080 

1,159 

♦9 

0 

Household  appliance,  TV,  radio  stores . 

319 

326 

321 

333 

346 

345 

322 

316 

321 

314 

320 

314 

321 

+7 

0 

Lumber,  building,  hardware,  farm  equip,  group. 

189 

185 

195 

189 

199 

200 

192 

209 

198 

198 

185 

191 

194 

♦4 

♦1 

Automotive  group . 

584 

563 

595 

606 

591 

607 

655 

654 

632 

618 

616 

601 

636 

-7 

+3 

Tire,  battery,  accessory  dealers . 

254 

254 

257 

258 

249 

260 

273 

270 

269 

262 

254 

259 

266 

-5 

+4 

rinax  csumaiea.  i  _ 

*  Preliminai^  estimates.  /  &e  Material,  page  15. 

4  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  Indicated.  Amounts  transferred  to  coanerclal 
banks  and  other  financial  Institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to- month  and 
year-to-year  percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 
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Table  7.  ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS _ 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  JUNE  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1963 

19621 

Percentage 

change, 

June  1963 

Jan. 

Feb. 

Mar. 

Apr. 

May1 

June2 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

June 

1962 

May 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4,688 

4,198 

4, 267 

4,377 

4,468 

4,588 

4, 061 

4,119 

4, 178 

4,308 

4,421 

4,  524 

4,894 

+  13 

+3 

Durable-goods  stores,  total . 

1,126 

1,088 

1,100 

1,103 

1, 112 

1, 126 

1,094 

1,126 

1,131 

1,136 

1,136 

1,151 

1,155 

+3 

+1 

Nondurable-goods  stores,  total . 

3,562 

3,110 

3,167 

3,274 

3,356 

3,462 

2,967 

2,993 

3,047 

3,172 

3,285 

3,373 

3,739 

+17 

+3 

General  merchandise  group . 

3,162 

2,733 

2,778 

2,873 

2,953 

3,063 

2,600 

2,635 

2,700 

2,823 

2,914 

3,000 

3,316 

+18 

+4 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,507 

2,140 

2,177 

2,266 

2,  321 

2,410 

2,052 

2,083 

2, 122 

2,225 

2,  311 

2,365 

2,633 

+  17 

+4 

Department  stores . 

2,249 

1,915 

1,949 

2,028 

2,077 

2, 157 

1,858 

1,883 

1,911 

2,005 

2,083 

2,128 

2,382 

+  16 

+4 

Apparel  group . 

234 

216 

224 

230 

224 

229 

202 

194 

190 

194 

203 

205 

251 

+13 

+2 

Furniture  and  appliance  group . 

339 

334 

336 

335 

332 

335 

322 

327 

328 

326 

335 

339 

350 

+4 

+  1 

Tire,  battery,  accessory  dealers . 

264 

259 

257 

264 

268 

274 

279 

285 

279 

278 

271 

271 

280 

-2 

+2 

CHARGE  ACCOUNTS 

United  States,  total . 

972 

887 

870 

888 

923 

921 

875 

866 

872 

900 

934 

960 

1,067 

+5 

0 

Durable-goods  stores,  total . 

277 

267 

271 

280 

296 

309 

297 

315 

311 

319 

331 

324 

304 

+4 

+4 

Nondurable-goods  stores,  total . 

695 

620 

599 

608 

627 

612 

578 

551 

561 

581 

603 

636 

763 

+6 

+2 

General  merchandise  group . 

429 

371 

341 

341 

359 

351 

333 

312 

328 

348 

353 

384 

481 

+5 

-2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

392 

336 

306 

306 

323 

315 

298 

279 

287 

307 

316 

347 

440 

+6 

-2 

Department  stores . 

358 

306 

278 

278 

296 

288 

278 

260 

267 

287 

295 

325 

419 

+4 

-3 

Apparel  group . 

113 

99 

103 

108 

105 

107 

99 

95 

90 

92 

96 

97 

124 

+  8 

+2 

Furniture  and  appliance  group . 

39 

41 

41 

40 

37 

39 

35 

41 

38 

39 

42 

43 

48 

+11 

+5 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3,716 

3,311 

3,397 

3,489 

3,545 

3,667 

3,186 

3,253 

3,  306 

3,408 

3,487 

3,564 

3,827 

+15 

+-3 

Durable-goods  stores,  total . 

849 

821 

829 

823 

816 

817 

797 

811 

820 

817 

805 

827 

851 

+3 

0 

Nondurable -goods  stores,  total . 

2,867 

2,490 

2,568 

2,666 

2,729 

2,850 

2,389 

2,442 

2,486 

2,591 

2,682 

2,737 

2,976 

+19 

+4 

General  merchandise  group . 

2,733 

2,362 

2,437 

2,  532 

2,594 

2, 712 

2,267 

2,  323 

2,372 

2,475 

2,561 

2,616 

2,835 

+20 

+5 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,115 

1,804 

1,871 

1,960 

1, 998 

2,095 

1,754 

1,804 

1,835 

1,918 

1,995 

2,018 

2,193 

+  19 

+5 

Department  stores . 

1,891 

1,609 

1,671 

1,750 

1,781 

1,869 

1,580 

1,623 

1,644 

1,718 

1,788 

1,803 

1,963 

+18 

+5 

Apparel  group . 

121 

117 

121 

122 

119 

122 

103 

99 

100 

102 

107 

108 

127 

+18 

+  3 

Furniture  and  appliance  group . 

300 

293 

295 

295 

295 

296 

287 

2  86 

290 

287 

293 

296 

302 

+3 

0 

1  Final  estimates.  >  -  _  ,  „  .  .  ,  ,  c 

2  Preliminary  estimates.  >  *“  ^"“tory  Material,  page  15. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  ironths  Indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  Included  in  these  totals  but  do  contribute  to  the  variations  In  the  month- to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES 
BY  SELECTED  KINDS  OF  BUSINESS-MAY  AND  IUNE  1963 

(Billions  of  dollars) 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 

FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


JUNE 

MAY 

JUNE 

MAY 

JUNE 

MAY 

JUNE 

MAY 

JUNE 

MAY 

JUNE 

MAY 

JUNE 

MAY 


NOTE:  June  data  or*  based  on  preliminary  estimates  while  May  data  are  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month -to -month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1.0-1. 1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1. 7-1.9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0. 7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1. 3-1.4 

1.3 

1. 3-1.4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6.7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6. 5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2.2-2. 4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2.9-3 .2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1.9-2. 1 

2.0 

(ZJ-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

CZ) 

(z) 

(Z) 

CZ) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5.9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6.  0-9.9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3. 9-4.3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4.4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2.6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6.6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1.9-2. 1 

2.0 

1. 8-2.0 

1.9 

0. 5-0.9 

0.6 

Other  retail  stores . 

2. 4-2. 6 

2.5 

2. 4-2. 5 

2.5 

0. 6-1.1 

0.8 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2 . 4-2 . 9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3.7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  far  the  previous 
month.  (See  Explanatory  Material,  page  14 . )  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  F®  TWO  CONSECUTIVE  MONTHS 1  -  -UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5. 9 

3.6 

3. 1-5. 9 

4.1 

2.2-10. 3 

5.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

4.4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2. 2-4. 2 

Paint,  glass,  wallpaper  stores . 

2. 0-4.8 

4.4 

5. 0-9. 5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

3.2-10.5 

3.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  carer  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shewn  in  table  2.  See  Explanatory  Material  for  table  2,  page  15 

Note:  The  ranges  of  sampling  error  shewn  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change*  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

1. 6-2.3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

4.0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

3.7-4. 6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

1.8-2. 5 

1.9 

1. 7-2.4 

1.9 

0.2-0. 8 

0.4 

2.0-3. 0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

1.9-3 .0 

2.1 

1. 7-3.0 

2.1 

0. 2-1.1 

0.5 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

4.0-4 .3 

4.1 

3. 9-4.3 

4.0 

0.6-1. 3 

1.1 

4. 2-4. 6 

4.4 

4. 1-4. 6 

4.3 

0.6-1. 4 

1.1 

4 .4-5.3 

5.0 

4.1-5 .4 

4.8 

0.6-1. 6 

1.0 

4.7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0. 6-1.3 

0.8 

4. 2-4 .4 

4.3 

4. 0-4.4 

4.1 

0.8-1. 5 

0.9 

5. 1-5. 6 

5.3 

4. 7-5. 3 

5.1 

0. 9-2.0 

1.1 

3. 8-5.0 

4.3 

3.7-5. 0 

4.2 

1.1-1. 7 

1.3 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1.5-2. 3 

1.7 

5. 4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

4. 4-5 .4 

4.7 

4.1-5 .4 

4.3 

1.4-1. 9 

1.7 

3. 9-5. 6 

4.1 

3.7-5. 1 

4.0 

1. 1-5.0 

1.5 

CHARGE  ACCOUNTS 

1. 9-2.3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

2. 3-2. 6 

2.4 

2. 2-2 .4 

2.4 

0. 7-1.1 

0.9 

2. 3-3. 3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

4. 0-4. 6 

4.5 

4. 0-4 .4 

4.1 

1.0-2. 5 

1.6 

3. 1-4.4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

0.8 

3. 0-4. 7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

3.0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

2.2 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

5. 8-6. 5 

6.0 

5. 6-6. 3 

5.8 

2. 1-3. 6 

2.7 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0. 7-1.4 

0.9 

4. 3-4. 5 

i;.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0. 9-2.1 

1.3 

4.4-6. 1 

4.9 

3. 9-5 .4 

5.1 

1. 5-3.1 

2.2 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

4. 7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0. 7-1.7 

0.8 

1. 6-2.1 

1.6 

1.4-2. 1 

1.6 

0.3-0. 9 

0.3 

1.6-2. 2 

1.7 

1. 5-2.2 

1.6 

0. 1-0.8 

0.4 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

1.7-2. 8 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

0.5 

6.4-7. 8 

7.2 

5. 6-7. 3 

7.2 

1. 3-3.0 

2.0 

3. 9-4 .4 

4.1 

3.9-5 .4 

3.9 

0. 7-3.1 

1.1 

4. 7-5 .4 

5.0 

4. 8-5 .4 

4.9 

0.3-2. 3 

1.4 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2 .4 

1.3 

7. 6-9. 3 

8.9 

8.0-8. 9 

8.7 

1.6-2. 3 

1.9 

5. 5-7.0 

6.1 

5.7-6. 5 

6.0 

1.0-2. 3 

1.6 

3. 7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent.  _ 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month, 
page  14.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May. 

January  through  April  1960. 


(See  Explanatory  Material, 

June  1959  and  January 
June  and  December  1959  and 
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Table  11. 


OK  SAMPLING  VARIABILITY  OP  OPERATING  U  OR  MORE  RETAIE  STORES — 


Kind  of  business 

Preli 

esti 

minary 

mates 

Final  estimates 

Month- to- month 
percentage 
change  1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-O.l 

0.1 

Nondurable-goods  stores,  total . 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

General  merchandise  group . 

0.4-0. 5 

(X) 

0.5 

0.4-0. 5 

0.4 

(ZJ-0.2 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores. 

0.4 

(X) 

0.4 

(X) 

(Z) 

Department  stores . 

0.4 

0.3-0. 4 

0.4 

(Z)-0.1 

0.1 

Apparel  group . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Furniture  and  appliance  group . 

2.0 

1. 8-1.9 

1.9 

0.2-0. 5 

0.4 

Tire,  batteiy,  accessory  dealers . 

1.0 

0.9-1. 4 

1.0 

(Z)-0.I 

0.1 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Nondurable-goods  stores,  total . 

2.7-2. 8 

2.7 

2. 6-2.7 

2.7 

0.5-0. 8 

0.6 

General  merchandise  group . 

1.3 

1.1-1. 3 

1.1 

0. 3-0.9 

0.3 

Department  stores  and  dry  goods,  general  merchandise  stores. 

0.7-1. 1 

1.1 

0.7-1. 1 

1.0 

0.1-1. 3 

0.1 

Department  stores . 

(X) 

0.8 

(ZJ-1.4 

(Z) 

Apparel  group . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.I 

(Z) 

Furniture  and  appliance  group . 

3.  /-4. 4 

4.0 

3.7-3. 8 

3.8 

0. 3-0.7 

0.7 

Tire,  battery,  accessory  dealers . 

INSTALLMENT  ACCOUNTS 

3.2 

2. 9-4.3 

3.1 

0.4-0. 8 

0.7 

United  States,  total . 

0. 3-0.4 

0.3 

0.3-0. 4 

0.3 

<Z)-0.2 

0.1 

Nondurable-goods  stores,  total . 

0.9-1. 4 

1.1 

0.9-1. 4 

1.1 

0.1-0. 2 

0.1 

General  merchandise  group . 

0. 3-0.4 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores. 

0.3-0. 5 
0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

(Z) 

Department  stores . 

0.4 

0. 3-0.5 

0.4 

(ZJ-0.3 

0.1 

Apparel  group . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(ZJ-0.1 

(Z) 

Furniture  and  appliance  group. . . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(ZJ-0.5 

0.2 

Tire,  battery,  accessory  dealers . 

1.0 

0. 8-1.3 

1.0 

(X) 

(Z) 

Z  Sampling  variability  is  less  than  0.1  percent. 

?  N°  -  upper  and  lower  limits  and  median  are  identical. 

See  footnote  1,  table  10. 

Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
hind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 

.  e  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 


The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  whicl 
contained  sales  estimates  of  retail  stores  for  1‘ 
months  beginning  with  January  1951,  tte  initial  montl 
for  which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sampie  was  drawn  which  affected  the  continuity 
ol  the  data  in  thatihe  year-to-year  percentage  change 
m  the  data  for  the  first  twelve  months  of  transitior 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 

t  n  no^ata  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de- 
scriptions  of_  sample  changes).  Beginning  with  June 
bU,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 


Sales 


Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to. customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 


pie  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 


Accounts  Receivable 


Balances  of  credit  sales  due  retail  stores  from 
customers . 

The. data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  f inn  may  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service,  Diners '  Club,  etc . 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts . 

Nature  of  the  Sample 

I .  Sales 


The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  Ihe  combined  sales 
of  all  their  retail  stores .  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census cf business . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  represenl^atives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  can- 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960 . 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  toa  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc . 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of  Ihe  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived ty  the  Federal  Reserve  Board, 
partially  from  Bureauaf  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  cr  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing .  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change . 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  group .  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; -the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sanpling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  cut  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009 .  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio "is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample, "  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds -of-business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .7  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census.  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre- 
liminaiy  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of-business  groups,  revisions  have  teen  greater, 
ranging  on  the  average  from  . 4  percei  t  for  tte  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 


Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores 

Tables  2,  6,  and  7 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam- 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  tables  6  and  7  for  all  kinds  of  busi¬ 
ness  are  derived  directly  from  the  dollar  volume 
estimates  in  the  same  tables. 


Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores— Tables  3  and  7 


Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig- 


ures  each  month,  sales  estimates  for  this  group 
( iable  3)  are  not  subject  to  sampling  variability 
However  the  accounts  receivable  estimates  for  this 
group  (Tabie  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample— i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above) . 


Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 


The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 
For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (ll  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store  totals,  are  subject  to  high  sampling  vari- 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 


Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of-business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 
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SALES 


Total  sales  of  all  retail  stores  in  the  United 
States  during  July  1963  were  estimated  at  $20.6  bil¬ 
lion,  1  percent  lower  than  sales  for  June  1963  and 
8  percent  higher  than  July  1962.  After  adjustment 
for  seasonal  variations  and  trading  day  differences, 
but  not  for  price  changes,  July  1963  sales  amounted 
to  $20.8  billion,  1  percent  higher  than  June  1963 
and  6  percent  above  the  July  1962  level.  Adjusted 
sales  of  durable-goods  stores  in  July  1963  increased 
3  percent  from  June  1963  and  were  8  percent  above 
July  1962.  Adjusted  sales  of  nondurable -goods  stores 
were  1  percent  above  June  1963  and  5  percent  higher 
than  July  a  year  ago. 

Based  on  adjusted  data,  the  increase  since  June 
1963  in  sales  of  durable-goods  stores  reflected  in¬ 
creases  in  the  furniture  and  appliance  group  and 
automotive  group  of  4  percent  and  3  percent  respec¬ 
tively.  The  lumber,  building,  hardware,  farm  equip¬ 
ment  group  remained  virtually  unchanged.  In  the 
nondurable -goods  category,  increases  were  shown  in 
all  major  KB's  except  eating  and  drinking  places 
which  remained  virtually  unchanged.  Sales  of  the 
apparel  group  were  up  3  percent  followed  by  the  food 
group  (+2$)  and  the  general  merchandise  group  (+1$). 

A  comparison  of  July  1963  adjusted  sales  with  those 
of  July  1962  showed  increases  in  all  major  kinds  of 
business.  The  automotive  group  led  with  an  increase 
of  9  percent  over  July  1962  sales,  followed  by  the 
furniture  and  appliance  and  the  general  merchandise 
groups  with  8  percent  each. 

Cumulative  sales  of  all  retail  stores  for  the 
first  7  months  of  1963  amounted  to  $138.1  billion, 
5  percent  higher  than  the  $131.0  billion  reported  for 
the  same  period  in  1962.  On  an  adjusted  basis,  all 
major  kinds -cf-business  groups  showed  sales  increases, 
the  automotive  group  leading  with  a  cumulative  sales 
increase  of  9  percent,  followed  by  the  general  mer¬ 
chandise  group  (+7$),  furniture  and  appliance  group 
(+7%),  eating  and  drinking  places  (+6$),  and  the  food 
group  (+3$) . 


SALES  OF  ALL  RETAIL  STORES- 
FIRST  SEVEN  M0NTHS-1960  THROUGH  1963 

[Not  adjusted  For  seasonal  variations  or  troding  day  differences] 
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ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $13.8 
billion  in  total  accounts  receivable  balances  owed  by 
customers  as  of  July  31,  1963.  This  amount  was  7  per¬ 
cent  higher  than  the  $12.9  billion  reported  as  of 
July  31,  1962,  but  remained  virtually  unchanged  from 
the  amount  reported  outstanding  on  June  30,  1963. 
The  year-to-year  increase  in  total  credit  balances, 
based  on  data  not  adjusted  for  seasonal  variations, 
reflected  a  10  percent  increase  in  installment  ac¬ 
count  balances.  Charge  account  balances  were  3  per¬ 
cent  above  the  year  ago-level. 


Total  receivable  balances  of  durable-goods  stores 
as  of  July  31,  1963  were  2  percent  higher  than  on 
June  30,  1963  and  5  percent  above  the  level  reported 
as  of  July  31,  1962.  Nondurable -goods  stores  re¬ 
ported  total  receivable  balances  2  percent  below  June 
30,  1963  but  8  percent  above  July  31,  1962. 


For  sale  by  the  Superintendent  of  Documents,  Government  Printing  Office,  Washington,  D.C.  20402.  Annual  subscription  to  Current  Retail  Trade  Repon  s 
(Weekly  Retail  Sales  Report,  Advance  Monthly  Retail  Sales  Report,  Monthly  Retail  Trade  Report,  and  Annual  Retail  Trade  Report  sold  as  a  single  '1 
subscription)  16.00.  Single  copies,  available  from  the  Government  Printing  Office,  lOf  each. 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JULY  1963 


(Millions  of  dollars) 


Kind  of  business 

1963 

1962  1 

Total 

7  mnn+h.Q 

Jan. 

Feb. 

Mar. 

Apr. 

May 

I  June1 

July2 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1963 

1962 

Data  NOT  ADJUSTED  for 

seasonal  variations  or 

trading  day  differences 

United  States,  total . 

18,261 

17,097 

19,653 

20, 518 

21,228 

20,737 

20,584 

19,138 

19,920 

18,863 

20, 576 

20,911 

24,127 

138,068 

130, 954 

Durable-goods  stores,  total . 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

7,008 

6,330 

6,321 

5,604 

6,988 

6,742 

6,766 

45,783 

42,521 

Nondurable-goods  stores,  total . 

12, 566 

11,655 

13,270 

13,536 

13,989 

13,693 

13,576 

12,808 

13,599 

13,259 

13,588 

14, 169 

17,361 

92, 285 

88,433 

Food  group . 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

4,987 

4,733 

4,997 

4,823 

4,803 

4,917 

5,237 

33,868 

32, 832 

Grocery  stores  . 

4,303 

4,048 

4,531 

4,223 

4,578 

4,483 

4,488 

4,267 

4,521 

4,369 

4,350 

4,456 

4,732 

30, 654 

29,6% 

Meat  markets . 

124 

120 

126 

123 

132 

124 

132 

122 

125 

121 

124 

127 

134 

881 

861 

Bakery  products  stores . 

90 

83 

93 

90 

90 

90 

84 

84 

89 

90 

95 

97 

102 

620 

600 

Eating  and  drinking  places . 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,658 

1,566 

1,630 

1,513 

1,485 

1,445 

1,479 

10, 284 

9,753 

Eating  places . 

920 

859 

982 

1,027 

1,098 

1,127 

1, 169 

1,106 

1,152 

1,062 

1,030 

994 

1,010 

7, 182 

6,775 

Restaurants,  cafeterias,  lunchrooms . 

775 

726 

818 

839 

882 

8% 

928 

884 

928 

868 

849 

825 

843 

5,864 

5,540 

Drinking  places . 

414 

395 

439 

436 

464 

465 

489 

460 

478 

451 

455 

451 

469 

3,102 

2, 978 

General  merchandise  group . 

1,756 

1,627 

2,075 

2,299 

2,278 

2,287 

2, 138 

1,926 

2,241 

2,232 

2,372 

2,711 

4,119 

14,460 

13,531 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,260 

1,134 

1,492 

1,636 

1,638 

1,168 

1,528 

1,365 

1,584 

1,613 

1, 724 

1,959 

2,972 

10, 365 

9,615 

Department  stores . 

1,005 

902 

1,199 

1,315 

1,317 

1,  352 

1,  226 

1,106 

1,266 

1,303 

1,377 

1,575 

2,422 

8,316 

7, 839 

Variety  stores . 

259 

274 

320 

384 

361 

357 

343 

323 

367 

352 

360 

400 

751 

2, 298 

2, 227 

Mail  order  houses  (department  store 

merchandise) . . . 

139 

130 

159 

169 

166 

150 

157 

131 

180 

165 

183 

245 

267 

1,070 

984 

Apparel  group . 

986 

826 

1,081 

1,268 

1,163 

1,127 

1, 012 

971 

1,096 

1,193 

1,214 

1,320 

2,127 

7,463 

7, 388 

Men' 8,  boyB'  wear  stores3  . 

204 

160 

186 

224 

218 

239 

203 

185 

192 

206 

226 

258 

467 

1,434 

1,391 

Men' 8,  boys '  clothing,  furnishings  stores. 

197 

155 

180 

216 

211 

233 

198 

180 

187 

199 

217 

250 

456 

1, 390 

1,361 

Women's  apparel,  accessory  stored4  . 

377 

326 

428 

482 

460 

421 

388 

368 

414 

455 

468 

513 

801 

2,882 

2,825 

Women's  ready-to-wear  stores . 

329 

286 

382 

424 

402 

372 

340 

322 

363 

405 

413 

450 

698 

2,535 

2,453 

Family  clothing  stores . 

190 

157 

212 

247 

229 

224 

197 

194 

216 

232 

248 

280 

465 

1,456 

1,479 

Shoe  stores . 

169 

147 

205 

259 

210 

202 

178 

182 

215 

236 

212 

209 

305 

1, 370 

1, 385 

Furniture  and  appliance  group . 

830 

781 

838 

854 

934 

933 

957 

873 

948 

916 

962 

1,020 

1,216 

6,127 

5,752 

Furniture,  home  furnishings  stores . 

517 

502 

543 

574 

612 

599 

602 

573 

625 

598 

627 

658 

745 

3,949 

3,744 

Furniture  stores . . 

374 

356 

387 

404 

448 

443 

452 

429 

472 

448 

462 

478 

563 

2,864 

2,703 

Household  appliance,  TV,  radio  stores . 

3 13 

279 

295 

280 

322 

334 

355 

300 

323 

318 

335 

362 

471 

2, 178 

2,008 

Household  appliance  dealers . 

228 

201 

211 

206 

240 

252 

265 

242 

253 

245 

250 

270 

346 

1,603 

1, 565 

Lumber,  building,  hardware,  farm  equipment 

group . 

921 

886 

1,128 

1,359 

1,422 

1,417 

1,450 

1,397 

1,435 

1,343 

1,420 

1,271 

1,190 

8,583 

8,409 

Lumber  yards,  building  materials  dealers5... 

520 

493 

604 

748 

828 

819 

874 

850 

874 

782 

846 

760 

609 

4,886 

4, 867 

Lumber  yards . 

347 

324 

398 

498 

551 

555 

595 

572 

595 

522 

560 

500 

398 

3,268 

3,163 

Hardware  stores . 

175 

156 

191 

229 

240 

231 

226 

220 

222 

217 

222 

216 

312 

1,448 

1,439 

Automotive  group . 

3,487 

3,309 

3,926 

4,262 

4,301 

4,126 

4,037 

3,567 

3,421 

2,808 

4,082 

3,869 

3,434 

27,448 

25,180 

3,148 

3,865 

3,778 

25,925 

23, 703 

Passenger  car  dealer^ . 

3,215 

3,043 

3,608 

3,871 

3,905 

3,715 

3',  647 

3,177 

3,062 

2,495 

3,736 

3,542 

3,053 

25,004 

22, 860 

Passenger  car  dealers  (franchised) . 

2,921 

2,753 

3,290 

3,546 

3, 570 

3,404 

3,339 

2,838 

2,716 

2,199 

3,404 

3,229 

2,784 

22,823 

20, 644 

Tire,  battery,  accessory  dealers . 

178 

161 

194 

229 

241 

261 

259 

233 

227 

209 

232 

228 

295 

1,523 

1,477 

Gasoline  service  stations . 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,733 

1,647 

1,662 

1,564 

1,604 

1,561 

1,629 

11, 070 

10,625 

Other  retail  stores . 

2,669 

2,542 

2,665 

2,762 

2,876 

2,639 

2,612 

2,458 

2,490 

2,471 

2,634 

2,797 

3,696 

18,765 

17,484 

Drug  and  proprietary  stores . 

649 

641 

667 

652 

676 

664 

653 

646 

658 

632 

647 

660 

880 

4,602 

4,555 

Drug  stores . 

630 

623 

647 

632 

655 

640 

629 

619 

632 

606 

623 

636 

848 

4,456 

4,397 

Liquor  stores. . . 

409 

386 

427 

429 

458 

450 

469 

437 

461 

436 

447 

488 

700 

3,028 

2,869 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total . * . 

20, 387 

20, 374 

20, 350 

20,276 

20, 200 

20,486 

20,759 

19,658 

19,  671 

19,769 

19, 875 

20,112 

20,253 

142,776 

135,392 

Durable-goods  stores,  total . 

6, 624 

6,  624 

6,576 

6, 646 

6,  512 

6,630 

6,804 

6,  305 

6, 219 

6, 198 

6,  391 

6, 437 

6, 488 

46,344 

43,036 

Nondurable-goods  stores,  total . 

13,763 

13,750 

13,774 

13,630 

13, 6 88 

13,856 

13,955 

13,353 

13,452 

13, 571 

13,484 

13,675 

13,765 

96,432 

92, 356 

Food  group . 

4,924 

4,894 

4,  853 

4,864 

4,890 

4,923 

5,015 

4,  833 

4,848 

4,877 

4,881 

4,  860 

4,908 

34,363 

33, 310 

Grocery  stores  . 

4,463 

4, 433 

4,399 

4,400 

4,414 

4;456 

4,527 

4, 374 

4,388 

4,419 

4,427 

4,401 

4,445 

31,092 

30, 113 

Eating  and  drinking  places ......... ........... 

1,480 

1,496 

1,507 

1,518 

1,504 

1,511 

1,508 

1,426 

1,461 

1,458 

1,456 

1,471 

1,473 

10,524 

9,975 

General  merchandise  group . 

2,324 

2,332 

2,409 

2,301 

2,  322 

2,434 

2,450 

2,  263 

2,279 

2,321 

2,270 

2,354 

2,348 

16,572 

15,503 

Department  stores . 

1,343 

1,344 

1,410 

1,321 

1,345 

1,427 

1,420 

1,317 

1,308 

1,338 

1,300 

1,347 

1,361 

9,610 

9,049 

Variety  stores . 

373 

376 

378 

377 

380 

389 

387 

371 

373 

377 

371 

374 

374 

2,660 

2,578 

Mail  order  houses  (department  store  mdse.).. 

174 

174 

180 

177 

169 

186 

196 

170 

177 

180 

162 

173 

172 

1,  256 

1,155 

Apparel  group . 

1,222 

1,209 

1,207 

1,166 

1,156 

1,179 

1,  216 

1,189 

1,200 

1,202 

1,178 

1,220 

1,241 

8, 355 

8,258 

Men's,  boys'  wear  stores  3 . 

231 

234 

233 

233 

221 

222 

242 

227 

230 

234 

226 

233 

238 

1,616 

1,570 

Women's  apparel,  accessory  stores  4 . 

461 

460 

462 

443 

447 

471 

472 

455 

456 

461 

452 

472 

471 

3,  216 

3, 143 

Shoe  stores..... . 

217 

215 

219 

203 

203 

199 

201 

209 

217 

212 

211 

218 

230 

1,457 

1,471 

Furniture  and  appliance  group . 

938 

953 

940 

945 

938 

935 

970 

899 

906 

920 

910 

928 

925 

6,619 

6,207 

Furniture,  home  furnishings  stores . 

599 

616 

607 

617 

598 

611 

607 

590 

590 

605 

583 

592 

592 

4,255 

4,026 

Household  appliance,  TV,  radio  stores . 

339 

337 

333 

328 

340 

324 

363 

309 

316 

315 

327 

336 

333 

2, 364 

2,181 

Lumber,  building,  hardware,  farm  equipment 

group . . 

1,278 

1,273 

1,289 

1,290 

1,238 

1,263 

1,261 

1,245 

1,254 

1,274 

1,256 

1,272 

1,293 

8,892 

8,691 

Lumber  yards,  building  materials  dealers5... 

721 

718 

722 

736 

738 

750 

744 

742 

723 

733 

717 

721 

710 

5,129 

5,111 

Hardware  stores . . . 

225 

221 

220 

221 

202 

212 

214 

212 

216 

219 

222 

221 

240 

1,515 

1,499 

Automotive  group . . . . . 

3,854 

3,820 

3,764 

3,824 

3,740 

3,843 

3,974 

3,  632 

3,528 

3,473 

3,704 

3,704 

3,731 

26,819 

24,557 

Passenger  car,  other  automotive  dealers . 

3,  624 

3,  598 

3,544 

3,602 

3,515 

3,607 

3,741 

3,416 

3,317 

3,253 

3,481 

3,474 

3,492 

25,231 

23,013 

Tire,  battery,  accessory  dealers . 

230 

222 

220 

222 

225 

236 

233 

216 

211 

220 

223 

230 

239 

1,588 

1,544 

Gasoline  service  stations . 

1,627 

1,611 

1,618 

1,594 

1,581 

1,584 

1,621 

1,544 

1,550 

1,566 

1,571 

1,577 

1,600 

11, 236 

10, 787 

Drug  and  proprietary  stores . ... . 

670 

683 

678 

677 

678 

674 

667 

669 

670 

661 

662 

682 

677 

4,727 

4,681 

Liquor  stores . 

456 

457 

458 

471 

469 

475 

476 

447 

457 

457 

459 

462 

464 

3, 262 

3, 093 

*  Preliminary3 estimates .  )  366  Material,  page  15. 

3  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

4  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

5  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores.  6  Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 


Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES — UNITED  STATES,  BY  KIND  OF  BUSINESS:  JULY  1963 
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Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

July  1963 
from — 

7  mos. 
1963 

Kind  of  business 

July 

1962 

June 

1963 

from 

7  mos. 
1962 

Percentage  changes  In  sales- 
all  retail  stores 


July  1963 
from — 


July 

1962 


June 

1963 


Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total. 


Durable-goods  stores,  total . . . . 
Nondurable -goods  stores,  total . 


Food  group . 

Grocery  stores . 

Meat  markets . 

Fruit  stores,  vegetable  markets*. . 
Candy,  nut,  confectionery  stores*. 

Bakery  products  stores . 

Delicatessen  stores* . 


Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms. 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 


Apparel  group . 

Men's,  boys'  clothing,  furnishings  stores . 

Men's,  boys'  clothing  stores* . 

Men's,  boys'  furnishings  stores* . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Women's  apparel,  accessory,  specialty  stores*. 
Shoe  stores . 


+8 

-1 

+5 

+  11 

-1 

+8 

+6 

-1 

+4 

+5 

+1 

+  3 

+  5 

0 

+3 

+8 

+6 

+2 

+20 

+27 

+  12 

+4 

+6 

-3 

0 

-7 

+3  1 

-4 

0 

+1 

+6 

+4 

+5  D 

+6 

+4 

+6  | 

+5 

+4 

+6  !j 

+6 

+5 

+4 

+11 

-7 

+7 

+12 

-8 

+8 

+11 

-9 

+6 

+6 

-4 

+3 

+20 

+5 

+9 

+4 

-10 

+1 

+10 

-15 

+  2 

+12 

-15 

+4 

+3 

-17 

-6 

+6 

-9 

+3 

+2 

-12 

-2 

+13 

-2 

0 

-2 

-12 

-1 

Furniture  and  appliance  group . 

Furniture  stores . 

Floor  coverings  stores* . 

Household  appliance,  TV,  radio  stores. 

Household  appliance  stores . 

TV,  radio  stores* . 


Lumber,  building,  hardware,  farm  equipment 

group . 

Lumber,  building  materials  dealers . 

Lumber  yards . 

Paint,  glass,  wallpaper  stores* . 

Heating  and  plumbing  equipment  dealers*. . 

Hardware  stores . 

Farm  equipment  dealers* . 


Automotive  group . 

Passenger  car  dealers . 

Passenger  car  dealers  (franchised). 
Tire,  battery,  accessory  dealers . 


Gasoline  service  stations. 


Fuel,  fuel  oil  dealers* . 

Fuel  dealers,  except  fuel  oil*. 
Fuel  oil  dealers* . 


Drug  and  proprietary  stores. 
Drug  stores . 

Liquor  stores . 

Jewelry  stores* . 

FLorists* . 


+10 

+5 

+27 

+18 

+10 

+53 


+4 

+3 

+4 

+12 

+7 

+3 

+7 

+13 

+15 

+18 

+11 

+5 

+3 

+1 

+6 

+1 

+2 

+7 
+5 
+18 
+17 
+  24 
+14 
+4 
+21 
+21 


+3 

+2 

-5 

+6 

+5 

+10 


+2 

+7 

+7 

+2 

+12 

-2 

-5 

-2 

-2 

-2 

-1 

+4 

-1 

+1 

-4 

-2 

-2 

+4 

-17 

-19 

+6 

-6 

-2 

-4 

0 

-6 


Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . 

Grocery  stores. 


bating  and  drinking  places. 


jeneral  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise ) . 


tpparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores. 
Shoe  stores . 


+6 

+1 

+5 

- - 

Furniture  and  appliance  group . . 

+8 

+4 

Furniture,  heme  furnishings  stores . 

+3 

-1 

+8 

+3 

+8 

Household  appliance,  TV,  radio  stores . 

+  17 

+12 

+5 

+1 

+4 

+4 

+  2 

+3 

Lumber,  building,  hardware,  farm  equipment 

+3 

+2 

+  3 

group . 

+  1 

0 

Lumber,  building  materials  dealers . 

0 

-1 

+6 

0 

+6 

Hardware  stores . 

+1 

+1 

+8 

+  1 

+7 

Automotive  group . 

+9 

♦3 

+6 

Passenger  car  and  other  automotive  dealers. . . . 

+10 

+4 

-1 

+3 

Tire,  battery,  accessory  dealers . . 

♦  8 

-1 

+15 

+5 

+  9 

Gasoline  service  stations . 

+5 

+  2 

+2 

+3 

+1 

+7 

+9 

+3 

Drug  and  proprietary  stores . 

0 

-1 

+4 

0 

+2 

-4 

+1 

-1 

Liquor  stores . 

+6 

0 

7  mos. 
1963 
from 
7  mos. 
1962 


+7 
+6 
+17 
+8 
+2 
+  30 


+2 
0 
+3 
+7 
-15 
+  1 
+7 

+9 

+9 

+11 

+3 

+4 

+9 

+7 

+10 

+1 

+1 

+6 
+7 
+  15 
+  23 
+20 
+  15 
+21 
+16 
+31 


+7 

+6 

♦8 


+2 

0 

+1 

+9 

+10 

♦3 


+1 
♦  5 


*  See  Explanatory  Material,  page  16. 

aster iskf  UMdJUSted  dBta’  ln  table  8’  10- f°r  ^  «*f  business  without  an  asterisk.  For  kinds  of  business 


Table  3.  ESTIMATED  MONTHLY  RETAIL 


SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JULY  1963 


(Millions  of  dollars) 

1963 

1962 

Tot* 
7  mon 

il 

ths 

Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May  j 

June 

July 

July  | 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1963 

1962 

Data  NOT  ADJUSTED  for  seasonal  variations  or  tn 

iding  da> 

differ 

inces 

4,075 

3,826 

4,571 

4,651 

4,849 

4,767 

4,601 

4,269 

4,670 

4,559 

4,692 

5,056 

6,527 

31,340 

30,072 

Durable-goods  stores,  total . 

Nondurable-goods  tores,  total . 

283 

3,792 

1,951 

1,897 

272 
3, 554 

1,842 

1,790 

324 

4,247 

2,119 

2,067 

355 

4,296 

1,920 

1,862 

384 

4,465 

2,123 

2,063 

385 

4,382 

2,006 

1,950 

388 

4, 213 

1,974 

1,915 

362 

3,907 

1,873 

1,818 

378 

4,292 

2,015 

1,960 

356 

4,203 

1,946 

1,893 

392 

4,300 

1,943 

1,890 

395 

4,661 

2,053 

2,000 

468 

6,059 

2,165 

2,103 

2, 391 
28,949 

13,935 

13,544 

2,  282 
27,790 

13,573 
13, 200 

91 

89 

102 

102 

107 

108 

111 

105 

106 

101 

103 

99 

101 

710 

692 

1,120 

1,035 

1,329 

1,504 

1,491 

1,537 

1,436 

1,262 

1,459 

1,436 

1,519 

1,734 

2,664 

9,452 

8,756 

Department  stores  and  dry  goods,  general 

792 

708 

950 

1,058 

1,062 

1, 118 

1,023 

887 

1,008 

1,019 

885 

1,077 

939 

279 

1,214 

1,062 

1,849 

6,711 

5,852 

6,178 

5,379 

689 

618 

829 

921 

927 

977 

891 

770 

870 

1,684 

191 

204 

241 

294 

276 

276 

263 

248 

285 

271 

232 

202 

283 

353 

315 

307 

263 

250 

291 

318 

314 

346 

546 

1,955 

131 

812 

748 

582 

1, 920 
180 

24 

19 

25 

29 

29 

30 

25 

22 

23 

25 

124 

143 

132 

93 

755 

93 

82 

116 

141 

135 

130 

115 

100 

115 

125 

209 

142 

686 

605 

86 

76 

107 

129 

124 

120 

106 

91 

106 

115 

114 

70 

64 

87 

113 

90 

87 

71 

79 

96 

105 

72 

71 

85 

83 

91 

92 

91 

85 

90 

89 

101 

104 

119 

585 

567 

69 

62 

77 

92 

97 

103 

102 

96 

91 

86 

92 

92 

126 

602 

600 

364 

362 

389 

394 

410 

397 

398 

383 

395 

386 

407 

431 

604 

2,714 

943 

652 

2,598 

898 

615 

129 

128 

135 

134 

138 

141 

138 

129 

131 

129 

132 

98 

106 

169 

85 

84 

96 

93 

!  100 

95 

99 

92  1  96 

91 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 
Grocery  stores . 


Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores. 

Shoe  stores . 

Tire,  battery,  accessory  dealers ... . 
Drug  aix3  proprietary  stores . . . . . 


4,751 


1,965 

99 

1,511 

925 

236 

317 

29 

133 

92 

92 

140 


4,737 


1,952 

102 

1,513 

923 

266 

311 

29 

126 

94 

88 

143 


4,778 


1,940 

104 

1,569 

966 

294 

311 

29 

131 

92 

89 

140 


4,705 


1,946 

103 

1,503 

914 

287 

309 

29 

126 

89 

90 
139 


4,732 


1,955 

104 

1,512 

931 

285 

309 

29 

131 

85 

88 

143 


4,846 


1, 964 

104 

1,616 

1,002 

297 

311 

28 

136 

83 

93 

144 


4,914 


1,992 

105 

1,628 

1,009 

295 

324 

33 

141 

82 

92 

145 


4,640 


1,929 

100 

1,466 

895 

284 

312 

29 

125 

94 

89 

136 


4,646 


1,924 

100 

1,464 

888 

285 

321 

30 

124 

104 

86 

140 


4,698 


1,943 

99 

1,498 

911 

291 

316 

30 

126 

96 

93 

138 


4,647 


1,954 

101 

1,443 

882 

285 

304 

29 

121 

94 

89 

140 


4,713 


4,774 


1,940 

100 

1,508 

930 

288 

317 

20 

128 

96 

92 

140 


1,967 

101 

1,520 

945 

285 

319 

29 

127 

99 

96 

138 


33,463 


13,714 

721 

10,852 

6,670 

2,034 

2, 192 
206 
924 
617 

632 

994 


32,052 


1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  For  July  1963, 

July  6  =  457;  July  13  =  457;  July  20  =  459;  July  27  =  438;  August  3  =  459. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


13,365 

704 

10,067 

6,133 

1,963 

2,155 

206 

859 

644 

631 

943 


weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending: 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES- 

-UNITED  STATES, 

BY  KIND  OF  BUSINESS:  JULY  1963 

( Millions  of  dollars. 

Data  are  NOT  ADJUSTED  for  seasonal  variations 

or  trading  day  differences) 

1963 

19621 

7  mo 

tal 

nths 

Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

July2 

July  | 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1963 

1962 

4,901 

4,592 

5,469 

5,574 

5,776 

5,685 

5,492 

5,041 

5,526 

5,413 

5,622 

6,044 

7,767 

37,489 

35,294 

2,211 

2,087 

2,383 

2,166 

2,385 

2,261 

2,241 

2,158 

2,097 

2,251 

2,184 

2,200 

2,300 

2,439 

15,734 

15,193 

15,039 

14,478 

2,138 

2,016 

2,309 

2,086 

2,302 

2,184 

2,019 

135 

129 

147 

148 

156 

162 

166 

149 

156 

148 

150 

149 

153 

1,043 

968 

1,235 

1, 148 

1,476 

1,660 

1,643 

1,690 

1,572 

1,373 

1,614 

1,601 

1,694 

1,953 

2,973 

10,424 

9,585 

Department  stores  and  dry  goods,  general 

880 

792 

1,064 

1,181 

1,188 

1, 249 

1, 137 

973 

1,126 

943 

1,145 

1,212 

1,368 

2,073 

7,491 

6,410 

6,764 

5,814 

753 

679 

913 

1,010 

1,016 

1,070 

969 

831 

1,168 

Drug  and  proprietary  stores . 

156 

154 

162 

160 

167 

169 

165 

159 

164 

158 

161 

166 

256 

1, 133 

1,094 

1  Final  estimates.  \  See  Explanatory  Material,  page  15. 

2  Preliminary  estimates.  J 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  JULY  1963 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Area 

Percentage  change  in 

sales 

Percentage  change  in  sales 

July  1963  from — 

7  mos.  1963 
from 

7  mos.  1962 

Area 

July  1963  from — 

7  mos.  1963 
from 

7  mos.  1962 

July 

1962 

June 

1963 

July 

1962 

June 

1963 

STANDARD  METROPOLITAN  AREA 

New  York-Northeastern  New  Jersey1 . . . 

+15 

-18 

+4 

New  York  City . 

+9 

-22 

-1 

Newark,  N.  J . 

+12 

-12 

43 

+10 

+8 

+3 

46 

-1 

42 

Albany -Schenectady- Troy,  N.  Y . 

NA 

NA 

NA 

Oklahoma  City,  Okla . 

46 

44 

+4 

Asheville,  N.  C . 

+6 

-15 

+4 

+4 

+3 

+6 

46 

0 

+5 

-11 

+4 

+6 

-16 

+2 

Philadelphia,  Pa . 

44 

-18 

-2 

Phoenix,  Ariz . 

NA 

NA 

NA 

+14 

-14 

+5 

410 

-19 

+1 

Baton  Rouge,  La . 

+12 

-8 

+15 

+6 

-7 

0 

410 

4l 

44 

+1 

+1 

-3 

43 

-21 

4l 

+8 

-17 

48 

4l 

42 

Rochester,  N.  Y . 

420 

-8 

48 

Sacramento,  Calif . 

+11 

48 

46 

Buffalo,  N.  Y . 

+14 

-12 

+8 

+9 

-1 

+2 

+1 

-13 

0 

+10 

-12 

+4 

44  • 

-6 

43 

+9 

-16 

+5 

+2 

43 

45 

+3 

-2 

0 

San  Diego,  Calif . 

49 

0 

45 

+6 

-3 

0 

44 

-8 

48 

NA 

NA 

NA 

-9 

-11 

-9 

+8 

+2 

+5 

45 

-4 

47 

+6 

-2 

+3 

4l 

-7 

0 

+7 

+7 

+3 

44 

-15 

0 

Springfield,  Mo . 

+5 

44 

+3 

+12 

+2 

+5 

46 

-1 

44 

+6 

-3 

+5 

+7 

-17 

4  2 

+11 

-13 

+5 

43 

-2 

-2 

+6 

-5 

0 

+11 

0 

48 

Erie,  Pa . 

+5 

-14 

0 

Toledo,  Ohio . 

+6 

-7 

+2 

NA 

NA 

NA 

+11 

-14 

43 

+8 

-15 

+8 

+3 

-4 

45 

+10 

-6 

+3 

+23 

-9 

414 

NA 

NA 

NA 

+1 

-2 

43 

Grand  Rapids,  Mich . 

+9 

-9 

+1 

Washington,  D.  C . 

+16 

-9 

49 

Wheeling,  W.  Va . 

+11 

-4 

+1 

+7 

+10 

45 

46 

-6 

4l 

44 

-12 

44 

+13 

-13 

0 

+18 

+5 

+13 

+11 

0 

-3 

Kansas  City,  Mo . 

+11 

-3 

+7 

Knoxville,  Tenn . 

+12 

+11 

+1 

CITIES 

+2 

-7 

+1 

+5 

-2 

-1 

+11 

-10 

+4 

+7 

-5 

-2 

+11 

-2 

+8 

+9 

0 

-2 

+6 

-6 

+3 

48 

-23 

+6 

+11 

+2 

+5 

+13 

46 

48 

+2 

43 

+4 

46 

-13 

-5 

+15 

-3 

+9 

49 

-7 

46 

+9 

-3 

+1 

+4 

-11 

-2 

+2 

-6 

+3 

-1 

-7 

-1 

New  Orleans,  1^ . 

+11 

+1 

+9 

Springfield,  Maos . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  banks  and  subject  to  revision. 
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Table  6.  ESTIMATED  END-0 F-MD NTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALMENT  ACCOUNTS — UNITED  STATES,  BY  KIND  OF  BUSINESS:  JULY  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1963 

19621 

Percer 

char 

July 

fron 

tage 

>ge, 

963 

— 

Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

July2 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

July 

1962 

June 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

13,474 

12,700 

12,912 

13,352 

13,634 

13,799 

13,800 

12,948 

13,045 

13,156 

13,390 

13.557 

14.299 

+7 

0 

5,892 

7,582 

328 

5,685 

7,015 

5,799 

5,965 

6,160 

6,339 

6,491 

6,153 

6,213 

6,148 

6,245 

6,203 

6,241 

+5 

+8 

+2 

7,113 

7,387 

326 

7,474 

342 

7,460 

7, 309 

6,795 

6,832 

7,008 

7,145 

7,354 

8,058 

320 

332 

341 

342 

351 

364 

365 

355 

345 

354 

-3 
+  1 

0 

+2 

270 

270 

276 

272 

291 

292 

297 

295 

300 

303 

297 

288 

297 

87 

81 

80 

76 

74 

78 

74 

58 

60 

57 

70 

76 

96 

+  28 

-5 

4,510 

3,994 

4,031 

4,144 

4,228 

3,227 

4,325 

4,314 

3,838 

3,885 

4,030 

4,131 

4,278 

4,782 

+12 

0 

Department  stores  and  dry  goods,  general 

3,489 

3,104 

3,043 

3,065 

3,166 

3,288 

3,297 

2,940 

2,961 

3,080 

3,183 

3,278 

3,720 

+12 

0 

2,685 

791 

913 

2,695 

2,788 

812 

950 

2,853 

836 

892 

2,914 

868 

879 

2,905 

2,634 

2,642 

2,758 

2,847 

2,934 

3,340 

+  10 

0 

Mail  order  houses  (department  store  mdse.).. 

850 

998 

805 

932 

846 

824 

755 

821 

770 

828 

794 

893 

803 

926 

838 

930 

879 

1,090 

+12 

0 

-3 

-6 

-10 

453 

414 

438 

448 

418 

400 

361 

363 

367 

402 

420 

429 

509 

-1 

2,073 

2,009 

1,984 

1,512 

1,985 

1,503 

2,067 

2,031 

1,543 

1,426 

488 

2,041 

1,876 

1,926 

1,919 

1,982 

2,010 

2,130 

+9 

0 

1^601 

1^  529 

1,575 

1,548 

1,410 

1,460 

1,468 

1,500 

1,535 

1,636 

+  10 

0 

1,454 

472 

1^392 

479 

1,387 

472 

1,366 

1,446 

1,425 

1,274 

1,321 

1,316 

1,332 

1,367 

1,481 

+  12 

0 

482 

492 

493 

466 

466 

451 

482 

475 

494 

+6 

+1 

408 

419 

416 

413 

428 

434 

440 

419 

412 

400 

421 

419 

432 

+5 

+1 

Lumber,  building,  hardware,  farm  equip,  group . 
Lumber  yards,  building  materials  dealers3... 

1,619 

1,177 

878 

1,  587 
1,136 
852 

1,634 

1,125 

836 

1,769 

1,231 

917 

1,854 

1,283 

962 

1,925 
1, 345 
1,014 
1,456 

1,993 

1,408 

1,063 

1,989 

1,395 

1,063 

2,001 

1,426 

1,077 

1,982 

1,421 

1,067 

1,995 

1,445 

1,066 

1,936 

1,438 

1,059 

1,747 

1,265 

951 

0 

+1 

0 

+4 

+5 

+5 

+4 

1,329 

1,276 

1,349 

897 

1,401 

947 

1,408 

1,519 

1,478 

1,462 

1,418 

1,470 

1,421 

1,432 

+  3 

877 

834 

936 

943 

982 

976 

967 

935 

986 

933 

939 

+  1 

+4 

+4 

821 

422 

431 

775 

830 

867 

861 

869 

908 

907 

895 

867 

916 

864 

872 

0 

412 

419 

422 

429 

442 

479 

504 

463 

456 

448 

443 

447 

459 

+  9 

+5 

436 

460 

472 

471 

456 

459 

457 

441 

456 

455 

420 

-1 

-3 

2,099 

2,101 

2,134 

2,241 

2,297 

2,  293 

2,  237 

2,078 

2,062 

2,051 

2,005 

2,106 

2,248 

+8 

-2 

CHARGE  ACCOUNTS 

6,586 

6,658 

7,032 

7,202 

7.147 

7.125 

6,898 

6,973 

6,977 

7,153 

7,223 

7.441 

+3 

0 

3,076 

3,766 

321 

1,034 

2,960 

3,626 

312 

3,038 

3,620 

325 

3,246 

3,786 

319 

3,390 

3,478 

3,669 

329 

3,585 

3,540 

332 

3,422 

3,489 

3,434 

3,578 

3,488 

3,312 

+5 

+3 

3,812 

3,476 

3,484 

3,543 

3,575 

3,735 

4,129 

+  2 

-4 

331 

344 

356 

357 

347 

338 

346 

-3 

+1 

928 

873 

890 

918 

88  5 

869 

834 

845 

877 

881 

958 

1,185 

Department  stores  and  dry  goods,  general 

942 

820 

727 

630 

477 

1,430 

1,109 

823 

745 

838 

782 

793 

821 

781 

765 

737 

741 

771 

787 

856 

1,087 

+4 

-2 

715 

662 

673 

705 

684 

653 

644 

647 

680 

692 

760 

970 

+1 

651 

664 

682 

632 

617 

585 

589 

593 

656 

677 

696 

827 

-1 

-5 

608 

591 

610 

629 

631 

630 

560 

582 

588 

630 

616 

650 

+  13 

0 

454 

1,402 

1,068 

798 

440 

1,439 

1,062 

787 

461 

483 

475 

478 

409 

437 

451 

468 

455 

477 

+17 

+1 

Lumber,  building,  hardware,  farm  equip,  group. 
Lumber  yards,  building  materials  dealers3... 

1,580 

1,173 

873 

1,655 

1,221 

915 

1,730 
1, 286 
968 

1,795 

1,349 

1,016 

1,782 

1,333 

1,017 

1,803 

1,367 

1,033 

1,784 

1,360 

1,022 

1,810 

1,386 

1,023 

1,745 

1,378 

1,014 

1,553 

1,204 

903 

+  1 
+  1 

0 

+4 

+5 

+5 

713 

754 

795 

817 

813 

855 

824 

830 

800 

854 

820 

796 

+4 

+5 

540 

419 

516 

410 

548 

581 

579 

572 

605 

585 

592 

566 

607 

578 

554 

+3 

+6 

427 

451 

463 

461 

445 

442 

446 

429 

445 

445 

409 

+1 

-3 

INSTALLMENT  ACCOUNTS 

6,632 

6,114 

6,254 

6,320 

6,432 

6,652 

6,675 

6,050 

6,072 

6,179 

6,237 

6,334 

6,858 

+10 

0 

2,816 

3,816 

3,476 

2,547 

2,284 

271 

1,443 

1,124 

319 

189 

584 

254 

2,725 

3,389 

3,066 

2,761 

3,493 

3,158 

2,719 

2,770 

2,861 

3,791 

2,906 

2,731 

2,724 

2,714 

2,667 

2,715 

2,929 

+6 

+2 

3,662 

3,310 

2,406 

2,348 

260 

3',  769 

3,445 

2,532 
2,  252 

3,319 

3,348 

3,040 

3,465 

3,570 

3,619 

3,929 

+  14 

-1 

3,254 

2,373 

2,115 

3,44C 

2,50r 

3,004 

3,153 

3,250 

3,320 

3,597 

+  15 

0 

Department  stores  and  dry  goods,  general 

2,205 

1,970 

2,283 

2,033 

2,203 

2,220 

2,309 

2,396 

2,422 

2,633 

+15 

+1 

2,  23C 

1,990 

1,995 

2,078 

2,155 

2,174 

2,370 

+  13 

262 

1,401 

1,075 

326 

185 

563 

254 

268 

1,393 

1,072 

321 

195 

595 

257 

268 

'  26i 

239 

232 

235 

237 

249 

234 

263 

+3 

1,375 

1,438 

1,092 

1, 40C 
1,06? 
332 

1,411 

1,070 

1,316 

1,344 

1,331 

1,352 

1,394 

1,480 

+7 

+1 

1^042 

333 

1,001 

1,023 

1,017 

1,032 

1,080 

1,159 

+7 

0 

346 

341 

316 

321 

314 

320 

314 

321 

+8 

+3 

Lumber,  building,  hardware,  farm  equip,  group. 

189 

606 

199 

591 

19f 

64. 

198 

664 

209 

654 

198 

632 

198 

618 

185 

616 

191 

601 

194 

636 

-5 

+2 

+  2 
+3 

Tire,  battery,  accessory  dealers . 

258 

249 

28< 

303 

270 

269 

262 

254 

259 

266 

+12 

+5 

Final  estimates.  I  See  Explanatory  Material,  page  16. 

2  Preliminary  estimates.  J 

3  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

4  Includes  both  franchised  and  nonf  ranchised  car  dealers.  .  ,  ,  „  -  nnnTrnowll-ai 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercia 

banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and 
year-to-year  percentage  changes.  United  States  and  group  totals  Include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  11. 


Table  7  ESTIMATED  END-OF-MDNTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  JULY  1963 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 
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Kind  of  business 

1963 

1962  1 

Percentage 

change, 

July  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

July2 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Doc . 

July 

1962 

June 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4,688 

4,198 

4,267 

4,377 

4,468 

4,606 

4,614 

4,119 

4,178 

4,308 

4,421 

4,524 

4,894 

♦12 

0 

Durable-goods  stores,  total . 

1,126 

1,088 

1,100 

1,103 

1,112 

1,150 

1,167 

1,126 

1,131 

1,136 

1,136 

1,151 

1,155 

♦4 

+1 

Nondurable-goods  stores,  total . 

3,562 

3,110 

3,167 

3,274 

3,356 

3,456 

3,447 

2,993 

3,047 

3,172 

3,285 

3,373 

3,739 

+15 

0 

General  merchandise  group . 

3,162 

2,733 

2,778 

2,873 

2,953 

3,058 

3,069 

2,635 

2,700 

2,823 

2,914 

3,000 

3,316 

+16 

0 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,507 

2,140 

2,177 

2,266 

2,321 

2,401 

2,406 

2,083 

2,122 

2,225 

2,311 

2,365 

2,633 

+16 

0 

Department  stores . 

2,249 

1,915 

1,949 

2,028 

2,077 

2,149 

2,153 

1,883 

1,911 

2,005 

2,083 

2,128 

2,382 

♦14 

0 

Apparel  group . 

234 

216 

224 

230 

224 

227 

212 

194 

190 

194 

203 

205 

251 

+9 

-7 

Furniture  and  appliance  group . 

339 

334 

336 

3^5 

332 

332 

335 

327 

328 

326 

335 

339 

350 

+2 

+1 

Tire,  battery,  accessory  dealers . 

264 

259 

257 

264 

268 

299 

310 

285 

279 

278 

271 

271 

280 

+9 

+4 

CHARGE  ACCOUNTS 

United  States,  total . 

972 

887 

870 

888 

923 

928 

902 

866 

872 

900 

934 

960 

1,067 

+4 

-3 

Durable-goods  stores,  total . 

277 

267 

271 

280 

296 

315 

320 

315 

311 

319 

331 

324 

304 

+2 

+2 

Nondurable-goods  stores,  total . 

695 

620 

599 

608 

627 

613 

582 

551 

561 

581 

603 

636 

763 

+6 

-5 

General  merchandise  group . 

429 

371 

341 

341 

359 

352 

334 

312 

328 

348 

353 

384 

481 

+7 

-5 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

392 

336 

306 

306 

323 

310 

291 

279 

287 

307 

316 

347 

440 

+4 

-6 

Department  stores . 

358 

306 

278 

278 

296 

284 

266 

260 

267 

287 

295 

325 

419 

+2 

-6 

Apparel  group . 

113 

99 

103 

108 

105 

106 

98 

95 

90 

92 

96 

97 

124 

.  +3 

-8 

Furniture  and  appliance  group . 

39 

41 

41 

40 

37 

39 

37 

41 

38 

39 

42 

43 

48 

-10 

-5 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3,716 

3,311 

3,397 

3,489 

3,545 

3,678 

3,712 

3,253 

3,306 

3,408 

3,487 

3,564 

3,827 

♦14 

+1 

Durable-goods  stores,  total . 

849 

821 

829 

823 

816 

835 

847 

811 

820 

817 

805 

827 

851 

+4 

+1 

Nondurable-goods  stores,  total . 

2,867 

2,490 

2,568 

2,666 

2,729 

2,843 

2,865 

2,442 

2,486 

2,591 

2,682 

2,737 

2,976 

+17 

+1 

General  merchandise  group . 

2,733 

2,362 

2,437 

2,532 

2,594 

2,706 

2,735 

2,323 

2,372 

2,475 

2,561 

2,616 

2,835 

+18 

♦1 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,115 

1,804 

1,871 

1,960 

1,998 

2,091 

2,115 

1,804 

1,835 

1,918 

1,995 

2,018 

2,193 

♦17 

♦1 

Department  stores . 

1,891 

1, 609 

1,671 

1,750 

1,781 

1,865 

1,887 

1,623 

1,644 

1,718 

1,788 

1,803 

1,963 

+16 

+1 

Apparel  group . 

121 

117 

121 

122 

119 

121 

114 

99 

100 

102 

107 

108 

127 

+15 

-6 

Furniture  and  appliance  group . 

300 

293 

295 

295 

295 

293 

298 

286 

290 

287 

293 

296 

302 

+4 

+2 

See  Explanatory  Material,  page  16. 


1  Final  estimates. 

2  Preliminary  estimates. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  12. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-IUNE  AND  JULY  1963 

(Billions  o(  dollars) 


GENERAL 

MERCHANDISE 

GROUP 

DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 

FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


0  0.5  1.0  1.5  2.0  2.5  3.0  3.5  4.0  4.5  5.0 

JULY 
JUNE 

JULY 
JUNE 

JULY 
JUNE 

JULY 
JUNE 

JULY 
JUNE 

JULY 
JUNE 

JULY 
JUNE 


0  0.5  1.0  1.5  2.0  2-5  3.0  3.5  4.0  4.5  50 


NOTE:  July  data  or*  bosed  on  preliminary  estimates  while  June  doto  ore  based  on  finol  estimates. 
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Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES --UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month-to-month 
percentage  change1  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1. 3-1.4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6.7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.  5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2.2-2. 4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2.9-3. 2 

3.0 

0.5-1. 2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1.9-2. 1 

2.0 

(ZJ-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(2) 

(Z) 

(z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5.4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5. 9 

5.4 

1.6-2.  5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4.2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9.9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1.3-2. 1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5.7 

5.1 

4.4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0. 8-1.2 

0.9 

Passenger  car  dealers . 

2. 6-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  ( franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0. 8-1.2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1.9-2. 1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Other  retail  stores . 

2. 4-2. 6 

2.5 

2.4-2. 5 

2.5 

0.6-1. 1 

0.8 

Drug  and  proprietary  stores . 

2. 4-3.2 

2.8 

2.4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3.4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  15.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month-to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCR  TWO  CONSECUTIVE  MONTHS1— UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5.9 

4.1 

Stationery  stores . . . 

2. 3-8. 5 

4.2 

4.4-7. 5 

6.1 

6.0 

2.3-8. 6 

4.8 

2. 2-4. 2 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  16. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  the  month-to-month  percentage  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABTT  TTY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES—  UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1.9-2. 1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1. 6-2.3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2.0-3 .0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . . . 

(Z) 

(z) 

(z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4.3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . 

4 .4-5.3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0. 6-1.3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4 .4 

4.3 

4. 0-4. 4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0.8-1 .4 

1.0 

Gasoline  service  stations . 

4.4-5 .4 

4.7 

4. 1-5 .4 

4.3 

1.4-1 .9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2 .3 

2.0 

1.8-2. 1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2. 6 

2.4 

2. 2-2.4 

2.4 

0. 7-1.1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3 .3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

3. 1-4. 8 

Furniture  and  appliance  group . 

5.0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3.6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3 .7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2.0-;. 2 

2.9 

Gasoline  service  stations . 

4. 7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

IXirable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3.4 

2.7 

0.7-1. 7 

0.8 

Nondurable-goods  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1. 5-2.2 

1.6 

0. 1-0.8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

1.7-2. 8 

1.8 

Furniture  and  appliance  group . 

3.9-A.4 

4.1 

3.9-5 .4 

3.9 

0.7-3. 1 

1.1 

Furniture,  home  furnishings  stores . 

4. 7-5 .4 

5.0 

4. 8-5 .4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2 .4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8.0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . 

Tire,  battery,  accessory  dealers . 

3.7-4. 1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  15.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note.  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to- month 
percentage 
change  1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-0.1 

0.1 

Durable-goods  stores,  total . 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

Nondurable- goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

( ZJ-0.2 

0.1 

General  merchandise  group . 

(x) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0. 4 

0.4 

0.3-0. 4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

Apparel  group . 

1.8-2. 2 

2.0 

1. 8-1.9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.9-1. 4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1. 2-1.5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2.7-2. 8 

2.7 

2. 6-2.7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0. 6-1.7 

1.1 

0.7-1. 1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.7-1. 1 

0.9 

(X) 

0.8 

(ZJ-1.4 

(Z) 

Department  stores . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(Z)-O.l 

(Z) 

Apparel  group . 

3. 7-4. 4 

4.0 

3.7-3. 8 

3.8 

0. 3-0.7 

0.7 

Furniture  and  appliance  group . 

3. 1-3.7 

3.2 

2.9-4. 3 

3.1 

0.4-0. 8 

0.7 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

- 

- 

- 

INSIALIMENT  ACCOUNTS 

United  States,  total . 

0.3-0. 4 

0.3 

0.3-0. 4 

0.3 

(ZJ-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1. 4 

1.1 

0.9-1. 4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(ZJ-0.1 

(Z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(ZJ-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 

(Z) 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

- 

- 

- 

Z  Sampling  variability  is  less  than  0.1  percent. 

X  No  range  -  upper  and  lower  limits  and  median  are  identical. 
1  See  footnote  1,  table  10. 

Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  In  thatihe  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  f  im  may  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 


credit  cards  used  by  other  organizations,  such  as  oil 
companies,  Central  Charge  Service, Diners '  Club,  etc . 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts. 

Nature  of  the  Sample 

I.  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  ihe  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States . 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 
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Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of  bisiness . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  cr  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  In  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  •  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  cf  the  above  lists  are  referred  to  as  "small " 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  can- 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  In  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  cf  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  toa  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  Januaiy  panel 
is  canvassed  for  end-of-month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit— e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of  ihe  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureau of  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Tem  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System, "  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised".) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  ar  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  group .  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 


graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and-  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month -to -month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20 times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3#  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3#.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9#  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio" is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  thesame  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 
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include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable. 

Preliminary  versus  Final  Volume  Estimates 

I .  Sales 


As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample, "  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Ctoup  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous "  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds -op-business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .7  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census .  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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II .  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  for  the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores -- 

Tables  2,  6,  and  7 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports . 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  tables  6  and  7  for  all  kinds  of  busi¬ 
ness  are  derived  directly  from  the  dollar  volume 
estimates  in  the  same  tables . 

Sales  and  Accounts  Receivable  Balances  of  Stores 
of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors .  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters  ,  the  "Measurement  of  Calendar  Variation,"  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  17,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  Implicit  seasonal  fac¬ 
tors  are  shown  for  data  at  the  group  and  total  levels . 
Summary  measures  of  the  seasonal,  cyclical  and  irreg¬ 
ular  components  of  the  data  by  kind  of  business, 
groups  and  totals  are  presented  in  Table  13,  p.  18. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  inthe  adjusted 
data . 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to 
this  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 


It  should  be  noted  that  in  some  cases  figures  fbr 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards . 


Table  12.  SEASONAL  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JULY  1962— MAY  1964 
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5A.es  data  ahcvn  in  Tables  1  and  3  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors  shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the 
ary  trade  totals  are  obtained  by  suszoarizlng  the  adjusted  data  for  the  individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data. 

Factors  reflect  Easter  adjustments,  if  any,  that  were  made  in  this  month. 

1964  factors  are  presently  available  only  through  April  1964. 
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Table  13.  AVERAGE  MONTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SIMMAHY  MEASURES  FDR  SEASONALLY  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Range 

of 

seasonal 

factor 

I/O 

Average  duration  of  run 

Kind  of  business 

0 

S 

Cl 

I 

Cl 

I 

c 

MCD 

All  stores 

7.58 

5.80 

30.6 

.78 

.63 

.44 

1.43 

2 

2.53 

1.80 

9.54 

3.62 

7.48 

6.12 

27.6 

1.79 

1.56 

.87 

1.79 

2 

2.25 

1.82 

1.49 

9.54 

3.24 

8.05 

5.98 

34.8 

.68 

.58 

.35 

1.66 

2 

5.88 

2.39 

9.6 

.72 

.61 

.34 

1.79 

2 

1.72 

1.43 

31.00 

4.92 

6.03 

2.22 

9.0 

.73 

.63 

.38 

1.66 

2.23 

5.08 

5.23 

3.69 

20.1 

.86 

.78 

.35 

17.39 

15.30 

101.8 

1.34 

1.24 

.40 

3.10 

3 

1.82 

1.68 

13.78 

2.84 

17.62 

15.98 

105.1 

1.63 

1.50 

.46 

3.26 

5.04 

19.33 

18.92 

129.7 

1.65 

1.58 

.47 

3.36 

3.44 

4 

16.33 

14.40 

84.0 

2.15 

2.10 

.61 

117.26 

17.22 

97.0 

1.81 

1.72 

.47 

3.66 

4 

1.63 

1.55 

13.78 

4.17 

22.06 

20.24 

120.5 

2.68 

2.43 

.81 

18.56 

16.67 

91.5 

1.84 

1.75 

.56 

3.13 

1.75 

19.07 

17.62 

57.7 

2.66 

2.57 

.63 

4.08 

4 

*8.30 

8.00 

44.4 

1.24 

1.14 

.50 

2.28 

3 

1.91 

1.43 

13.78 

4.88 

8.89 

7.93 

41.3 

1.45 

1.27 

.57 

2.23 

3 

1.85 

9.54 

9.86 

8.87 

51.9 

1.78 

1.60 

.71 

2.25 

3 

Lumber,  building,  hardware,  farm  equipment  group... 

18.87 

9.04 

8.78 

8.58 

48.1 

45.2 

1.81 

1.89 

1.62 

1.71 

.59 

.72 

2.75 

2.38 

4 

3 

2.00 

1.77 

1.97 

1.77 

1.55 

8.27 

8.86 

3.90 

4.07 

4.48 

12.43 

10.92 

53.1 

1.68 

1.58 

.49 

3.22 

4 

7.45 

35.87 

328.1 

3.09 

2.72 

1.26 

2.16 

3 

2.10 

1.46 

7.29 

3.70 

3.30 

7.54 

5.18 

29.0 

2.84 

2.48 

1.17 

2.12 

1.91 

3.94 

12.41 

10.16 

47.3 

2.45 

2.18 

.94 

2.32 

3 

4.32 

2.68 

13.3 

.85 

.63 

.52 

1.21 

2 

2.10 

1.65 

62.00 

4.24 

6.87 

5.99 

32.0 

1.00 

.85 

.48 

1.77 

2 

2.38 

1.72 

10.33 

3.84 

11.76 

9.15 

59.8 

1.27 

1.12 

.59 

1.90 

2 

2.10 

1.49 

13.78 

4.10 

Group  II  stores 

11.02 

8.93 

52.9 

1.18 

1.12 

.61 

1.84 

3 

1.80 

1.53 

23.80 

7.80 

7.95 

2.26 

9.6 

1.06 

.94 

.54 

1.74 

2 

1.91 

1.43 

41.33 

4.24 

4.44 

2.86 

14.7 

1.49 

1.43 

.61 

2.34 

3 

2.32 

2.08 

13.67 

5.76 

17.27 

16.00 

103.6 

2.00 

1.93 

.75 

2.57 

3.24 

3 

1.63 

1.63 

14.88 

12.30 

3.77 

3.18 

17.13 

15.26 

98.5 

2.45 

2.30 

.71 

5.45 

20.32 

20.07 

134.6 

1.64 

1.62 

.41 

3.95 

21.88 

20.17 

99.5 

2.65 

2.49 

.72 

3.46 

4 

1.70 

1.53 

9.15 

9.46 

4.00 

7.93 

26.73 

24.88 

132.5 

4.72 

4.75 

1.07 

4.44 

3.71 

10.25 

11.18 

5.00 

20.91 

19.42 

109.3 

2.45 

2.30 

.62 

7.87 

22.54 

20.59 

67.5 

3.59 

3.53 

.62 

5.69 

6 

14.32 

13.58 

61.5 

2.85 

2.71 

.83 

3.27 

4 

1.86 

1.76 

9.46 

4.80 

10.52 

9.39 

60.6 

1.64 

1.46 

.60 

2.43 

3 

2.16 

1.84 

20.50 

12.10 

1  After  adjustment  for  trading  days.  .  . 

2  Summary  measures  for  automotive  group  include  effect  of  1959  steel  strike  while  passenger  car  dealers  do  not. 

3  Before  adjustment  for  trading  days. 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  'Electronic  Computers 
and  Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.  New  York,  1957. 

0  is  the  average  month-to-nonth  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

^ RangeUof ' Sea sonal* Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

without  regard  to  sign,  in  the  seasonally  adjusted  series. 

without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 


without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 


Cl  is  the  average  month-to-month  percentage  change 

I  is  the  average  month-to-month  percentage  change 
seasonally  adjusted  series  by  the  cyclical  component 

C  is  the  average  month-to-month  percentage  change 

I/C  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  ^e^-Mar., 

MCB  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (, Jan.  Feb.,  Feb^ 
etc  1  2-month  spans  (Jan. -ter.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  it  indicates  the  point  at  which  fluctuations 

begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an 
greater  than  "5"  are  shown  as  "6".  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  =®rie^°f 

observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  «  =te^en^0^t8^lea^r^1™Da^g  averag^  MCD  ^ving 

average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average,  me  mod  moving 
avpraf* f-  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series.  , ,  ~ 

3  H^riso^Tf  tL^Sa^sii^  the  expected  average  duration  of  *  of  a  random  series  gives  an  indication  of  whether  the  * 

random,  series.  (Over  one  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  a  J  appliances  This  indicates 

greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1  85  for  h°“^old  appliances^This  indicate^ 

that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  o  en  as  *  ,  ,  random)  component  Finally, 

and  9  54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component,  riml  y, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  r°?his  series  the  u-e 

every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  JULY  1962  TO  JULY  1963 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Percentage  change 


Apr. -July 
1963 
from — 
Apr. -July 
1962 

July  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July1 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

July 

1962 

June 

1963 

UNITED  STATES,  TOTAL . 

18, 261 

17, 087 

19,653 

20,518 

21, 228 

20,737 

20, 584 

19,138 

19,920 

18, 863 

20, 576 

20,911 

24, 127 

+5 

4-8 

-1 

Durable-goods  stores,  total . 

5,695 

5,432 

6, 383 

6,982 

7,239 

7,044 

7,008 

6,330 

6,  321 

5,604 

6,988 

6,742 

6, 766 

+8 

4-11 

-1 

Nondurable-goods  stores,  total.. 

12,  566 

11,655 

13, 270 

13,536 

13,989 

13,693 

13,576 

12, 808 

13,599 

13,259 

13,588 

14, 169 

17, 361 

+4 

4-6 

-1 

Food  group . 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

4,987 

4,733 

4,997 

4,823 

4,803 

4,917 

5,237 

+3 

4-5 

+1 

Grocery  stores . 

4,303 

4,048 

4,531 

4,223 

4,578 

4,483 

4,488 

4,267 

4,521 

4,369 

4,350 

4,456 

4,732 

+3 

4-5 

0 

Eating  and  drinking  pl&ces . 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,658 

1,566 

1,630 

1,513 

1,485 

1,445 

1,479 

+5 

4-6 

+4 

GAF2,  total . 

3,572 

3,234 

3,994 

4,421 

4, 375 

4,347 

4,107 

3,770 

4,285 

4, 341 

4,  548 

5,051 

7,462 

+5 

+9 

-6 

General  merchandise  group . 

1,756 

1,627 

2,075 

2,299 

2,278 

2,287 

2,138 

1,926 

2,241 

2,232 

2,372 

2,711 

4,119 

+7 

4-11 

-7 

Department  stores . 

1,005 

902 

1,199 

1,315 

1,317 

1,352 

1,226 

1,106 

1,266 

1,303 

1,377 

1,575 

2,422 

+6 

4-11 

-9 

Apparel  group . 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,012 

971 

1,096 

1,193 

1,214 

1,320 

2,127 

0 

44 

-10 

Furniture  and  appliance  group . 

830 

781 

838 

854 

934 

933 

957 

873 

948 

916 

962 

1,020 

1,216 

+7 

4-10 

+3 

Lumber,  bldg.,  hdwe.,farm  equip,  gp. 

921 

886 

1,128 

1,359 

1,422 

1,417 

1,450 

1,397 

1,435 

1,343 

1,420 

1,271 

1,190 

+2 

+4 

+2 

Automotive  group . 

3,487 

3,  309 

3,926 

4,262 

4,301 

4,126 

4,037 

3,567 

3,421 

2,808 

4,082 

3,869 

3,434 

+9 

4-13 

-2 

Gasoline  service  stations . 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,733 

1,647 

1,662 

1,564 

1,604 

1,561 

1,629 

+4 

4-5 

+4 

Drug  and  proprietary  stores . 

649 

641 

667 

652 

676 

664 

653 

646 

653 

632 

647 

660 

880 

+1 

4-1 

-2 

THE  NORTHEASTERN  STATES,  TOTAL . 

4,752 

4,  366 

5,018 

5,274 

5,494 

5,287 

5,158 

4,897, 

5,037 

4,762 

5,208 

5,471 

6, 294 

+5 

4-5 

-2 

IXirable-goods  stores,  total . 

1,327 

1,194 

1,454 

1,672 

1,760 

1,632 

1,590 

1,480 

1,426 

1,214 

1,599 

1,606 

1,574 

+8 

47 

-3 

Nondurable-goods  stores,  total.. 

3,425 

3,172 

3,564 

3,602 

3,734 

3,655 

3,568 

3,417 

3,611 

3,548 

3,609 

3,865 

4,720 

44 

44 

-2 

Food  group . 

1,326 

1,263 

1,  394 

1,310 

1,422 

1,381 

1,398 

1,333 

1,397 

1,341 

1,322 

1,383 

1,453 

+3 

45 

+1 

Grocery  stores . 

1,114 

1,059 

1,173 

1,092 

1,189 

1,153 

1,156 

1,107 

1,168 

1,121 

1, 104 

1,160 

1,210 

+3 

44 

0 

Eating  and  drinking  places . 

407 

376 

425 

439 

477 

493 

509 

506 

514 

474 

459 

441 

451 

+3 

4-1 

+3 

GAF2,  total . 

1,000 

879 

1,085 

1,222 

1,220 

1,218 

1,097 

1,025 

1,166 

1,218 

1,290 

1,457 

2,080 

+2 

47 

-10 

General  merchandise  group . 

421 

380 

485 

549 

554 

567 

511 

457 

528 

546 

586 

683 

1,028 

+6 

412 

-10 

Department  stores . 

258 

226 

302 

345 

344 

353 

299 

265 

301 

329 

356 

419 

648 

+7 

413 

-15 

Apparel  group . 

335 

273 

361 

425 

389 

390 

319 

309 

346 

489 

401 

446 

679 

-3 

43 

-18 

+2 

Lumber,  bldg.,  hdwe.,farm  equip,  gp. 

Gasoline  service  stations . 

281 

259 

292 

296 

304 

305 

317 

320 

322 

300 

303 

295 

298 

+3 

-1 

+4 

Drug  and  proprietary  stores . 

149 

146 

150 

148 

151 

152 

150 

148 

151 

146 

150 

151 

193 

+2 

41 

-1 

THE  NORTH  CENTRAL  STATES,  TOTAL . 

5,242 

4,913 

5,674 

6,110 

6,294 

6,216 

6,138 

5,604 

5,880 

5,700 

6, 305 

6,316 

7,082 

+6 

410 

-1 

Durable-goods  stores,  total . 

1,583 

1,534 

1,844 

2,102 

2,138 

2,150 

2, 140 

1,856 

] ,  884 

1,740 

2, 226 

2,097 

2,018 

+9 

415 

0 

Nondurable-goods  stores,  total.. 

3,659 

3,379 

3,830 

4,008 

4,156 

4,066 

3,998 

3,748 

3,996 

3,960 

4,079 

4,219 

5,064 

44 

47 

-2 

Food  group . 

1,326 

1,251 

1,371 

1,303 

1,411 

1,401 

1,383 

1,304 

1,384 

1,349 

1,327 

1,375 

1,469 

4-3 

46 

-1 

Grocery  stores . 

1,219 

1,152 

1,268 

1,194 

1,289 

1,281 

1,263 

1,188 

1,261 

1,229 

1,208 

1,255 

1,339 

4-3 

46 

-1 

Eating  and  drinking  places . 

390 

369 

415 

435 

473 

480 

496 

452 

486 

462 

457 

437 

436 

4-8 

+10 

+3 

GAF2,  total . 

995 

906 

1,150 

1,287 

1,264 

1,269 

1,208 

1,063 

1,219 

1,272 

1,337 

1,478 

2,139 

4-8 

+14 

-5 

General  merchandise  group . 

533 

497 

648 

731 

717 

723 

666 

601 

709 

733 

764 

875 

1,285 

+8 

+11 

-8 

Department  stores . 

310 

279 

375 

419 

423 

410 

391 

349 

407 

435 

449 

512 

776 

4-7 

+12 

-5 

Apparel  group . 

248 

205 

277 

320 

298 

286 

259 

238 

270 

300 

313 

338 

535 

4-3 

+9 

-9 

Furniture  and  appliance  group . 

214 

204 

225 

236 

249 

260 

283 

224 

240 

239 

260 

265 

319 

4-17 

+26 

+9 

Lumber,  bldg.,  hdwe.,farm  equip,  gp. 

304 

301 

385 

496 

519 

535 

532 

494 

530 

523 

552 

492 

448 

4-3 

+8 

-1 

Autt motive  group . 

940 

904 

1,103 

1,244 

1,217 

1,206 

1,179 

1,012 

977 

818 

1,256 

1,166 

1,001 

4-10 

+17 

-2 

Gasoline  service  stations . 

523 

455 

489 

511 

526 

531 

549 

518 

520 

502 

533 

512 

540 

4-3 

+6 

+3 

Drug  and  proprietary  stores . 

196 

192 

202 

192 

199 

193 

192 

191 

196 

193 

197 

206 

273 

4-1 

+1 

-1 

THE  SOOTH,  TOTAL . 

4,933 

4,685 

5,398 

5,544 

5,691 

5,523 

5,496 

5,075 

5,332 

4,984 

5,393 

5,423 

6, 391 

4-6 

+8 

0 

IXirable-goods  stores,  total . 

1,685 

1,649 

1,878 

1,971 

2,038 

1,972 

1,935 

1,755 

1,800 

1,587 

1,905 

1,819 

1,915 

4-9 

+10 

-2 

Nondurable-goods  stores,  total.. 

3,248 

3,036 

3,520 

3,573 

3,653 

3,551 

3,561 

3,320 

3,532 

3,  397 

3,488 

3,604 

3,476 

4-5 

+7 

0 

Food  group . 

1,225 

1,147 

1,311 

1,235 

1,347 

1,316 

1,333 

1,239 

1,311 

1,269 

1,282 

1,290 

1,382 

4-5 

+8 

+1 

Grocery  stores . 

1,171 

1,093 

1,254 

1, 173 

1,280 

1,251 

1,258 

1,176 

1,251 

1,215 

1,227 

1 , 234 

1,320 

4-5 

+7 

+1 

Eating  and  drinking  places . 

282 

269 

307 

316 

329 

329 

347 

331 

343 

307 

306 

299 

308 

+3 

+5 

+5 

GAF2,  total . 

938 

862 

1,073 

1,176 

1,139 

1,114 

1,064 

1,006 

1,140 

1,105 

1,136 

1,252 

1,925 

4-3 

+6 

-A 

General  merchandise  group . 

467 

437 

568 

613 

593 

584 

554 

497 

576 

546 

576 

648 

1,026 

4-7 

+11 

-5 

Department  stores . 

234 

210 

288 

291 

288 

290 

272 

251 

291 

281 

301 

343 

523 

4-1 

+8 

-6 

Apparel  group . 

258 

225 

290 

347 

305 

284 

275 

271 

311 

320 

325 

355 

589 

-1 

+1 

-3 

Furniture  and  appliance  group . 

213 

200 

215 

216 

241 

246 

235 

238 

253 

239 

235 

249 

310 

4-1 

-1 

-A 

Lumber,  bldg.,  hdwe.,farm  equip,  gp. 

266 

265 

333 

387 

388 

358 

371 

372 

382 

350 

371 

326 

302 

4-1 

0 

-4-C  — 

Automotive  group . 

1,086 

1,067 

1,208 

1,244 

1,256 

1,224 

1,191 

1,019 

1,024 

859 

1,172 

1,099 

1,064 

4-14 

+17 

-3 

441 

412 

455 

459 

474 

480 

505 

475 

488 

456 

457 

445 

473 

44 

+6 

+5 

Drug  and  proprietary  stores . 

175 

178 

184 

181 

187 

182 

180 

173 

173 

165 

169 

171 

218 

4-2 

+4 

-1 

THE  WEST,  TOTAL . 

3,334 

3,123 

3,563 

3, 590 

3, 749 

3,711 

3,792 

3,562 

3,671 

3,417 

3,670 

3,701 

4,360 

>4 

+6 

+2 

Durable-goods  stores,  total..... 

1,100 

1,055 

1,207 

1,237 

1,303 

1,290 

1,343 

1,239 

1,211 

1,063 

1,258 

1,220 

1,259 

4-3 

+8 

+4 

Nondurable-goods  stores,  total.. 

2,234 

2,068 

2,356 

2,353 

2,446 

2,421 

2,449 

2,323 

2,460 

2,354 

2,412 

2,481 

3,101 

44 

+5 

+1 

Food  group . 

861 

806 

900 

829 

886 

859 

873 

857 

905 

864 

872 

869 

933 

+2 

+2 

+2 

Grocery  stores . 

799 

744 

836 

764 

820 

798 

811 

796 

841 

804 

811 

807 

863 

4-2 

+2 

+2 

Eating  and  drinking  places.. . 

255 

240 

274 

273 

283 

290 

306 

277 

287 

270 

263 

268 

284 

4-7 

+10 

+6 

GAF2,  total . 

639 

587 

686 

736 

752 

746 

738 

696 

760 

746 

785 

864 

1,318 

4-7 

+6 

-1 

General  merchandise  group . 

335 

313 

374 

406 

414 

413 

407 

371 

428 

407 

446 

505 

780 

+8 

+10 

-1 

Apparel  group . 

145 

|  123 

|  153 

|  176 

|  171 

|  167 

1  159 

|  153 

|  169  |  184 

|  175  |  181 

324 

+2 

+4 

-5 

Drug  and  proprietary  stores . 

1  -  .  .  ■  ■  .--c  ■  .  -  ■-  i  ,  — r 

-2 

-2 

-A 

Note:  Estimates  are  based  or.  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  ir.  geographic  regions  are  shown  on  last  page  of  report.  1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 
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Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  JULY  1962  TO  JULY  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Geographic  division  and 
kind  of  business 

1963 

1962 

Percentage  change 

Apr. -July 
1963 
from — 
Apr. -July 
1962 

July  1963 
from-- 

Jan. 

Feb. 

Mar . 

Apr. 

May 

June 

July1 

July  | 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

July 

1%2 

June 

1%3 

New  England  Division,  total . 

1,207 

1,074 

1,196 

1, 278 

1,  348 

1,311 

1,289 

1, 192 

1,232 

1,153 

1, 237 

1,346 

1,569 

♦7 

♦8 

-2 

Durable-goods  stores . 

348 

302 

355 

438 

472 

449 

424 

376 

359 

300 

372 

389 

409 

♦14 

♦13 

-6 

Nondurable-goods  stores . 

859 

772 

841 

840 

876 

862 

865 

816 

873 

853 

865 

957 

1,160 

♦3 

+6 

0 

Food  group . 

330 

305 

337 

315 

345 

338 

341 

330 

352 

327 

319 

368 

358 

♦3 

♦3 

♦1 

GAF2,  total . 

228 

194 

231 

270 

272 

272 

250 

234 

271 

275 

283 

325 

470 

-2 

+7 

-8 

-8 

Middle  Atlantic  Division,  total.... 

3,545 

3, 292 

3,822 

3,996 

4,146 

3,976 

3,869 

3,705 

3,805 

3,609 

3,971 

4,125 

4,725 

+4 

+4 

-3 

Durable -goods  stores . 

979 

892 

1,099 

1, 234 

1,  288 

1,183 

1,166 

1,104 

1,067 

914 

1,227 

1,217 

1,165 

♦6 

♦6 

-1 

Nondurable-goods  stores . 

2,566 

2,400 

2,723 

2,762 

2,858 

2,793 

2,703 

2,601 

2,738 

2,695 

2,744 

2,908 

3,560 

♦3 

♦4 

-3 

GAF2,  total . 

772 

685 

854 

952 

948 

946 

847 

791 

895 

943 

1,007 

1,132 

1,610 

♦4 

+7 

-10 

General  merchandise  group . 

325 

296 

380 

426 

431 

439 

393 

349 

402 

419 

454 

526 

793 

♦7 

♦13 

-10 

East  North  Central  Division,  total. 

3,724 

3,481 

4,013 

4,302 

4,427 

4,366 

4,328 

3,906 

4,092 

3,957 

4,386 

4,447 

5,031 

♦6 

+11 

-1 

Durable-goods  stores . 

1, 088 

1,045 

1,255 

1,451 

1,470 

1,478 

1,485 

1,231 

1,244 

1,139 

1,494 

1,419 

1,363 

+12 

+21 

0 

Nondurable-goods  stores . 

2,636 

2,436 

2,758 

2, 851 

2,957 

2,888 

2,843 

2,675 

2,848 

2,818 

2,892 

3,028 

3,668 

♦4 

+6 

-2 

Food  group . 

988 

932 

1,024 

968 

1, 049 

1,035 

1,018 

954 

1,013 

983 

971 

1,020 

1,094 

+3 

♦7 

-2 

GAF2,  total . 

720 

658 

834 

932 

920 

922 

878 

769 

873 

911 

956 

1,077 

1,567 

♦8 

+14 

-5 

General  merchandise  group . 

378 

359 

463 

517 

515 

519 

477 

432 

502 

520 

541 

637 

928 

♦7 

♦10 

-8 

West  North  Central  Division,  total. 

1,518 

1,432 

1,661 

1, 808 

1,867 

1,850 

1,810 

1,698 

1, 788 

1,743 

1,919 

1,869 

2,051 

♦5 

♦7 

-2 

Durable-goods  stores . 

495 

489 

589 

651 

668 

672 

655 

625 

640 

601 

732 

678 

655 

♦3 

+5 

-3 

Nondurable-goods  stores . 

1,023 

943 

1,072 

1, 157 

1,199 

1,178 

1,155 

1,073 

1, 148 

1,142 

1,187 

1, 191 

1,3% 

♦5 

♦8 

-2 

Food  group . 

338 

319 

347 

335 

362 

366 

365 

350 

371 

366 

356 

355 

375 

♦1 

♦4 

0 

GAF2,  total . 

275 

248 

316 

355 

344 

347 

330 

294 

346 

361 

381 

401 

572 

♦8 

+12 

-5 

General  merchandise  group . 

155 

138 

185 

214 

202 

204 

189 

169 

207 

213 

223 

238 

357 

♦10 

♦12 

-7 

South  Atlantic  Division,  total . 

2,460 

2,293 

2,646 

2,734 

2,776 

2,700 

2,677 

2,430 

2,550 

2,  374 

2,618 

2,699 

3,206 

♦7 

♦10 

-1 

Durable -goods  stores . 

810 

769 

888 

950 

967 

936 

923 

787 

804 

704 

893 

865 

913 

♦12 

♦17 

-1 

Nondurable -goods  stores . 

1,650 

1,524 

1,758 

1, 784 

1,809 

1,764 

1,754 

1,643 

1,746 

1,670 

1,725 

1,834 

2, 293 

♦5 

♦7 

-1 

GAF2,  total . 

495 

449 

557 

597 

565 

565 

533 

496 

564 

552 

568 

645 

1,009 

♦4 

♦7 

-6 

General  merchandise  group . 

254 

235 

307 

322 

306 

304 

285 

250 

292 

276 

294 

340 

543 

♦8 

+14 

-6 

East  South  Central  Division,  total. 

898 

853 

992 

1,039 

1,061 

1,019 

984 

940 

983 

943 

9% 

999 

1,205 

♦5 

♦  5 

-3 

Nondurable-goods  stores . 

583 

551 

648 

670 

694 

648 

643 

606 

646 

631 

647 

661 

831 

♦5 

♦6 

-1 

♦10 

♦12 

-1 

GAF2,  total . 

165 

158 

204 

228 

224 

210 

199 

187 

207 

!  213 

216 

233 

360 

+2 

♦6 

-5 

General  merchandise  group . 

84 

81 

109 

121 

117 

113 

108 

97 

106 

108 

113 

122 

198 

♦7 

♦11 

-4 

West  South  Central  Division,  total. 

1,575 

1,539 

1,760 

1, 771 

1, 854 

1,804 

1,835 

1,705 

1,799 

1,667 

1,779 

1,725 

1,980 

♦6 

♦8 

♦2 

Nondurable -goods  stores . 

1,015 

961 

1, 114 

1, 119 

1, 150 

1,139 

1,164 

1,071 

1, 140 

1,096 

1,116 

1, 109 

1, 352 

♦6 

♦9 

♦1 

♦2 

♦7 

♦10 

♦1 

GAF2,  total . 

278 

255 

312 

351 

350 

339 

332 

323 

369 

340 

352 

374 

556 

♦3 

♦3 

-2 

General  merchandise  group . 

129 

121 

152 

170 

170 

167 

161 

150 

178 

162 

169 

186 

285 

♦5 

♦7 

-4 

Mountain  Division,  total . 

730 

690 

833 

850 

877 

878 

954 

863 

881 

798 

807 

796 

946 

♦1 

♦11 

♦9 

Nondurable-goods  stores . 

501 

468 

566 

568 

581 

578 

605 

573 

595 

555 

551 

557 

680 

♦1 

♦6 

♦  5 

GAF2,  total . 

120 

113 

133 

147 

153 

147 

148 

141 

154 

145 

153 

160 

252 

■n  cm 
i  ♦ 

♦  1 
♦5 

♦2 
♦  1 

General  merchandise  group . 

61 

60 

72 

84 

88 

83 

82 

78 

87 

77 

84 

91 

147 

♦4 

♦5 

-1 

Pacific  Division,  total . 

2,604 

2,433 

2,730 

2,740 

2, 872 

2,833 

2,838 

2,699 

2,790 

2,619 

2,863 

2, 905 

3,414 

♦5 

♦5 

0 

871 

833 

940 

955 

1,007 

990 

994 

949 

925 

820 

1,002 

981 

993 

Nondurable-goods  stores . 

1,733 

1,600 

1,790 

1,785 

l)  865 

1,843 

1,844 

1,750 

1,865 

1,799 

1,861 

1,924 

2,421 

♦5 

♦5 

0 

Food  group . 

665 

623 

690 

636 

683 

658 

668 

654 

693 

661 

667 

669 

720 

♦3 

♦2 

♦2 

GAF2.  total . 

519 

474 

553 

589 

599 

599 

590 

535 

606 

601 

632 

704 

1,066 

♦8 

♦  10 

-2 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 


1  Preliminary  estimates. 

Stores  in  ghe  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department  store  types  of  merchandise. 
(C'  (c)  See  footnote  to  Table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  PUR  THE  NINE  LARGEST  STATES:  JULY  1962  TO  JULY  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1963 

1962 

Percentage  change 

Apr. -July 

July  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July1 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1963 
from — 
Apr. -July 
1962 

July 

1962 

June 

1963 

California . 

2,009 

1,898 

2,111 

2,113 

2,204 

2,156 

2,158 

2,026 

2,103 

1,980 

2,206 

2,251 

2,631 

+5 

+7 

0 

Illinois . 

1,100 

1,026 

1,203 

1,275 

1,290 

1,235 

1,201 

1,108 

1,170 

1,150 

1,262 

1,316 

1,528 

+4 

+8 

-3 

Massachusetts . 

603 

535 

595 

624 

662 

636 

612 

564 

580 

551 

595 

672 

785 

+6 

+9 

-4 

Michigan . 

805 

745 

846 

909 

947 

936 

947 

853 

887 

856 

960 

963 

1,073 

+6 

+11 

+1 

New  Jersey . 

670 

-  635 

744 

770 

780 

752 

755 

706 

716 

664 

739 

762 

856 

+7 

+7 

0 

1,825 

1,690 

1,921 

3,996 

2,075 

1,992 

1,904 

1,  832 

1,909 

1 , 847 

2, 107 

2, 441 

Ohio . 

'920 

'871 

l',006 

l',072 

l',100 

1^087 

1 105 

'998 

1,044 

'996 

1,116 

1,135 

1,268 

+5 

+11 

+2 

Pennsylvania . 

1,050 

967 

1,157 

1,230 

1,291 

1,232 

1,210 

1,167 

1,180 

1,098 

1,210 

1,256 

1,428 

+3 

+4 

-2 

Texas . 

959 

959 

1,084 

1,097 

1,149 

1,104 

1,121 

1,062 

1,112 

1,033 

1,095 

1,061 

1,199 

+5 

+6 

+2 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  JULY  1962  TO  JULY  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  dav  differences.) 


Statistical  areas 

1963 

1962 

Percentage  change 

Apr. -July 
1963 
from — 
Apr. -July 
1962 

July  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July1 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

July 

1962 

June 

1963 

Standard  Consolidated  Areas2 

Chicago,  HI.- Northwestern  Ind., 

total . 

767 

731 

878 

915 

913 

884 

847 

788 

833 

823 

905 

947 

1,104 

+3 

+7 

-4 

+5 

+14 

-10 

New  York- Northeastern  N.  J. , 

total . 

1,661 

1,550 

1,768 

1,813 

1,864 

1,778 

1,672 

1,604 

1,634 

1,611 

1,797 

1,861 

2,147 

+5 

+4 

-6 

OAF3 . 

396 

343 

424 

463 

457 

461 

402 

382 

422 

466 

505 

552 

767 

+3 

+5 

-13 

Standard  Metropolitan 

Statistical  Areas2 

Chicago,  Ell.,  total . 

706 

669 

808 

843 

841 

810 

778 

721 

767 

759 

831 

872 

1,025 

+3 

+8 

-4 

+6 

+15 

-10 

Los  Angeles,  Calif.,  total . 

923 

847 

947 

945 

978 

953 

961 

906 

941 

887 

1,014 

1,035 

1,232 

+4 

+6 

+1 

New  York.  N.  Y.,  total . 

1,195 

1,106 

1,240 

1,270 

rl, 312 

1,250 

1J73 

1,136 

1,166 

1,164 

1,288 

1,342 

1,568 

+4 

+3 

-6 

+3 

-13 

L l_ 1_ 1_ 1_ 1 £ 1 - 1 - 1 - L  - 1 - 1 - 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate.  r  Revised. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  -  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =0  to  1.5  percent 
b  =  1.6  to  3.0  percent 
c  =3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar  volume  estimates 

Percentage  change 
month  a  year 

from  same 
ago 

Mon th - to-mon th  percent  change 
2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

Hie 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Pood  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAP,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group... 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lwber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Autcmrtive  group . . . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  CEO^RAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

I 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

1 

A 

B 

l 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

B 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Percentage  change 

from  same  n 

onth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change  over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

b 

3 

b 

Nondurable-goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
f  ran  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

a 

Table  S-4.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York-Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

a 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

a 

a 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 

6 


CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  operating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sanple  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist- 
ance  subsequent  to  the  establishment  of  the 
sanple. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establioiiment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments ;  2.  Firms  with  sales  below 
this  amount  are  sanpled,with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above . 

Some  food  firms  currently  report  only  a  national  or¬ 
ganizational  total  covering  all  their  stores.  Fig¬ 
ures  for  such  firms,  which  together  account  for 
about  20  percent  of  total  U.  S.  food  store  sales, 
have  been  distributed  by  geographic  area  in  accord¬ 
ance  with  the  distribution  of  their  sales  as  reported 
in  the  1958  Census  of  Business.  Such  totals  will  be 
allocated  in  accordance  with  the  distribution  re¬ 
ported  in  the  1962  Annual  Retail  Trade  Survey  when 
the  latter  figures  are  developed.  The  few  firms  in 
other  kinds  of  business  which  report  only  national 
organizational  sales  totals  represent  less  than  2 
percent  of  total  United  States  retail  sales,  ex¬ 
clusive  of  food  store  sales,  and  for  no  separate 
kind-of-business  category  shown  in  this  report  do 
they  account  for  as  much  as  5  percent  of  the  national 
total. 

Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sanpling  variability  of  these  estimates  is  measurable . 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


ineration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates.) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  againsta  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month— to— month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 


be  derived  directly  from  this  report  by  subtracting 
published (feta  from  their  respective  totals.  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind -of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of -business 
categories,  such  as  the  GAP  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur- 
vey,  including  kind-of -business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 

CHICAGO,  ILL.— NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

GARY -HAMMOND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JTRSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.J. 

PATERSON -CLIFTON-PASSAIC,  N.J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 

Middlesex  and  Somerset  counties,  N.J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 


DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 


LOS  ANGELES -LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties,  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 
N.  J. 


Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  August  1963  were  estimated  at  $21.0 
billion,  2  percent  above  sales  for  July  1963  and  6 
percent  higher  than  August  1962.  After  adjustment 
for  seasonal  variations  and  trading  day  differences, 

br+n°Lo°^  PrlCe  chanees>  August  1963  sales  amount- 
ed  to  $20.7  billion,  virtually  unchanged  from  July 
1963  and  5  percent  higher  than  August  a  year  ago. 
Adjusted  sales  of  durable  goods  stores  in  August  1963 
decreased  3  percent  from  July  1963  and  were  6  per- 
cent  higher  than  August  1962.  Adjusted  sales  of  non¬ 
durable  goods  stores  in  August  1963  were  1  percent 
above  the  previous  month  and  5  percent  higher  than 
August  a  year  ago. 

Based  on  adjusted  data,  sales  in  the  durable-goods 
stores  category  reflected  a  month-to-month  increase 
n  the  lumber,  building,  hardware,  farm  equipment 
+^L’ and  dfcreases  in  the  automotive  group 
l-.',)  and  the  furniture  and  appliance  group  (-4$). 
m^be  aondurable-goods  stores  category,  month-to- 
month  sales  increases  were  shown  for  the  apparel 
group  (+3%), followed  by  the  general  merchandise  group 

foJ  +h rnLand  drinMnS  Places  each) .  Sales 

lor  the  food  group  remained  virtually  unchanged. 

thLCOrrir°fadjUSted  sales  for  A^t  1963  with 

those  for  August  a  year  ago  reflected  increases  in 
all  major  kinds  of  business  categories.  In  the  dur- 
+^S-,  stores  category,  the  automotive  group 
showed Ihe  iargest  increase  (+6%) .  In  the  nondurable- 

!h°lY+\°r-  category,  the  general  merchandise  group 
showed  the  largest  increase  (+10^) . 

Cumulative  sales  of all  retail  stores  for  the  first 
8  months  of  1963  amounted  to  $159.1  billion,  5  per- 

periodb°r  the  $150-LMlli°n  reP°rted  for  the  same 
kinrif  J \T*T  ag0’  011  an  adJ'usted  basis,  all  major 
,  .  ..  business  showed  sales  increases,  with  the 

automotive  group  reporting  a  cumulative  sales  increase 

(+7<Vi\3  b^  the  general  merchandise  group 

.  and  the  Pumiture  and  appliance  group  (+6$). 


Retail  stores  in  the  United  States  reported  $13.9 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  August  31,  1963.  This  amount  was 
1  percent  higher  than  the  $13.8  billion  reported  as 
“  _„y.31'  1963>  and  about  7  percent  higher  than  the 
$13.0  billion  outstanding  at  the  end  of  August  a  year 
ago.  The  increase  in  total  credit  balances  from 
July  1963,  based  on  data  not  adjusted  for  seasonal 
variations,  reflected  a  1  percent  increase  in  both 
the  installment  account  balances  and  the  charge 
account  balances.  Compared  with  August  a  year  ago 
installment  balances  increased  10  percent  while 
charge  balances  increased  3  percent. 
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Table  1.  ESTIMATED  MDNIHLT  RETAIL  SALES— UNITED  STATE,  BY  KIND  Of  BUSINESS:  AUGUST  1963 

(Millions  of  dollars) 


Kind  of  business 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . . . 

Grocery  stores  . 

Meat  markets . 

Bakery  products  stores . 

Eating  and  drinking  places . . . 

Eating  places . 

Restaurants ,  cafeterias,  lunchrooms. 
Drinking  places . 


General  merchandise  group.................. 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  bouses  (department  store 
merchandise) . . . 


Apparel  group . 

Men's,  boys'  wear  stores2 . . 

Men's,  boys'  clothing,  furnishings  stores, 

Women '8  apparel,  accessory  stores  ’ . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . . . 

Shoe  stores . 


Furniture  and  appliance  group........... 

Furniture,  home  furnishings  stores.... 

Furniture  stores.... . 

Household  appliance,  TV,  radio  stores. 
Household  appliance  dealers ......... 


Lumber,  building,  hardware,  farm  equipment 

group . 

Limber  yards,  building  materials  dealers4., 

Lumber  yards . . 

Hardware  stores . 


Automotive  group . 

Passenger  car,  other  automotive  dealers. 

Passenger  car  dealers  5 . 

Passenger  car  dealers  (franchised).. 
Tire,  battery,  accessory  dealers... . 

Gasoline  service  stations . . . 

Other  retail  stores . 

Drug  and  proprietary  stares . 

Drug  stores . 

Liquor  stores . 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  groiq)., . . . . 

Grocery  stores . . . 

Eating  and  drinking  places........ . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  bouses  (department  store  mdse.). 

Apparel  group . 

Men's,  boyB '  wear  stores  2 . 

Women's  apparel,  accessory  stores  3 . 

Shoe  stores . 


Furniture  and  appliance  group. ................ 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores....... 

L»»ber,  building,  hardware,  farm  equipment 

Foup . 

Lumber  yards,  building  materials  dealers4. .. 
Hardware  stores . 


Automotive  group . . . . . 

Passenger  car,  other  automotive  dealers. 
Tire,  battery,  accessory  dealers . 

Qaeoline  service  stations . . 

Drug  and  proprietary  stores . . 

Liquor  stores . 


1963 

1962 

Total 

8  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

Aug.1 

Aug. 

|  Sept. 

Oct. 

Nov . 

Dec . 

1963 

1962 

Data  NOT  ADJUSTED  for  seasonal  variations  or 

trading 

day  dlf 

ferences 

18,261 

17,08'" 

19,653 

20, 518 

2 1,228 

20,73" 

20,  54C 

21,031 

19,920 

18,863 

20,  576 

20,911 

24,12" 

159,055 

150, 874 

5,69! 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,560 

6,321 

5,6(X 

6,988 

6,742 

6,766 

52,311 

48,842 

12, 566 

11,65! 

13,270 

13,536 

13,989 

13,693 

13,564 

14,471 

13,599 

13,259 

13, 588 

14,169 

17,361 

106,744 

102^032 

4,738 

4,46" 

4,976 

4,677 

5,066 

4,957 

5,003 

5,330 

4,997 

4,823 

4,803 

4,917 

5,237 

39,214 

37,829 

4,303 

4,04€ 

4,531 

4,223 

4,578 

4,483 

4,  502 

4,829 

4,521 

4,369 

4,350 

4,456 

4,732 

35,497 

34^  217 

124 

12C 

126 

123 

132 

124 

131 

136 

125 

121 

124 

127 

134 

1,016 

986 

s: 

93 

90 

90 

90 

86 

92 

89 

90 

95 

97 

102 

714 

689 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,701 

1,630 

1,513 

1,485 

1,445 

1,479 

11,973 

11,383 

920 

859 

982 

1,027 

1,098 

1,127 

1,159 

1,204 

1,152 

1,062 

1,030 

994 

1,010 

8,376 

7*927 

775 

726 

818 

839 

882 

896 

925 

968 

928 

868 

849 

825 

843 

6,829 

6*  468 

414 

395 

439 

436 

464 

465 

487 

497 

478 

451 

455 

451 

469 

3,597 

1  3,456 

1,756 

1,627 

2,075 

2,299 

2,278 

2,287 

2,129 

2,466 

2,241 

2,232 

2,372 

2,711 

4,119 

16,917 

15,772 

1,260 

1,134 

1,492 

1,636 

1,638 

1,168 

1,524 

1,770 

1,584 

1,613 

1,724 

1,959 

2,972 

11, 622 

11,199 

1,005 

902 

1,199 

1,315 

1,317 

1,352 

1,224 

1,420 

1,266 

1,303 

1,377 

1,575 

2,422 

9,734 

9, 105 

259 

274 

320 

384 

361 

357 

341 

391 

367 

352 

360 

400 

751 

2,687 

2,594 

139 

130 

159 

169 

166 

150 

157 

192 

180 

165 

183 

245 

267 

1,262 

1,164 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,163 

1,096 

1,193 

1,214 

1,320 

2,127 

8,624 

8, 484 

204 

160 

186 

224 

218 

239 

200 

207 

192 

206 

226 

258 

467 

1,638 

1,583 

155 

180 

216 

211 

233 

194 

201 

187 

199 

217 

250 

456 

1,587 

1,548 

377 

326 

428 

482 

460 

421 

390 

449 

414 

455 

468 

513 

801 

3,333 

3,239 

329 

286 

382 

424 

402 

372 

342 

395 

363 

405 

413 

450 

698 

2,932 

2, 816 

190 

157 

212 

247 

229 

224 

196 

228 

216 

232 

248 

280 

465 

1,683 

1,695 

169 

147 

205 

259 

210 

202 

179 

217 

215 

236 

212 

209 

305 

1,588 

1,600 

830 

781 

838 

854 

934 

933 

965 

988 

948 

916 

962 

1,020 

1,216 

7,123 

6,700 

517 

502 

543 

574 

612 

599 

608 

651 

625 

598 

627 

658 

745 

4,606 

4,369 

374 

356 

387 

404 

448 

443 

455 

492 

472 

448 

462 

478 

563 

3,  359 

3,175 

313 

279 

295 

280 

322 

334 

357 

337 

323 

318 

335 

362 

471 

2,  517 

2, 331 

228 

201 

211 

206 

240 

252 

271 

254 

253 

245 

250 

270 

346 

1,863 

1,818 

921 

886 

1,128 

1,359 

1,422 

1,417 

1,451 

1,465 

1,435 

1,343 

1,420 

1,271 

1,190 

10,049 

9,844 

520 

493 

604 

748 

828 

819 

876 

911 

874 

782 

846 

760 

609 

5,799 

5,741 

347 

324 

398 

498 

551 

555 

600 

630 

595 

522 

560 

500 

398 

3,903 

3,758 

175 

156 

191 

229 

240 

231 

224 

222 

222 

217 

222 

216 

312 

1,668 

1,661 

3,487 

3,309 

3,926 

4,262 

4,301 

4,126 

4,003 

3,  522 

3,421 

2,808 

4,082 

3,869 

3,434 

30, 936 

28,  601 

3,309 

3,148 

3,732 

4,033 

4,060 

3,865 

3,746 

3,279 

3,194 

2,599 

3,850 

3,641 

3,139 

29,172 

26,  897 

3,215 

3,o;3 

3,608 

3,871 

3,905 

3,715 

3, 6C8 

3,140 

3,062 

2,495 

3,736 

3,542 

3,053 

28, 105 

25,922 

2,921 

2,753 

3,290 

3,546 

3,570 

3,404 

3,313 

2,867 

2,716 

2,199 

3,404 

3,229 

2,784 

25,664 

23, 360 

178 

161 

194 

229 

241 

261 

257 

243 

227 

209 

232 

228 

295 

1,764 

1,704 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,733 

1,662 

1,564 

1,604 

1,561 

1,629 

12,782 

12,287 

2,669 

2,542 

2,665 

2,762 

2,876 

2,639 

2,621 

2,663 

2,490 

2,471 

2,634 

2,797 

3,696 

21,437 

19,974 

649 

641 

667 

652 

676 

664 

660 

676 

658 

632 

647 

660 

880 

5,285 

5,213 

630 

623 

647 

632 

655 

640 

636 

651 

632 

606 

623 

636 

848 

5,114 

5,029 

409 

386 

427 

429 

458 

450 

474 

490 

461 

436 

447 

488 

700 

3,  523 

3,330 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  diffe 

rences 

20,387 

20,374 

20,350 

20,276 

20,200 

20,486 

20,719 

20, 676 

19,671 

19,769 

19,875 

20,112 

20,253 

163, i(A 

155,063 

6,624 

6,624 

6, 576 

6,646 

6,512 

6,630 

6,773 

6,564 

6,219 

6,198 

6,391 

6,437 

6,488 

52,949 

49,255 

13,763 

13,750 

13,774 

13,630 

13,688 

13,856 

13,946 

14,112 

13,452 

13,571 

13,484 

13,675 

13,765 

110,519 

105,808 

4,924 

4,894 

4,853 

4,864 

4,890 

4,923 

5,030 

5,009 

4,848 

4,877 

4,881 

4,860 

4,908 

39,387 

38,158 

4,463 

4,433 

4,399 

4,400 

4,414 

4,456 

4,540 

4,529 

4,388 

4,419 

4,427 

4,401 

35, 634 

34, 501 

1,480 

1,496 

1,507 

1,518 

1,504 

1,51 1 

1,497 

1,522 

1,461 

1,458 

1,456 

1,471 

1,473 

12,035 

11,436 

2,324 

2,332 

2,409 

2,301 

2,322 

2,434 

2,441 

2,498 

2,279 

2,321 

2,270 

2,354 

2,348 

19,061 

17,782 

1,343 

1,344 

1,410 

1,321 

1,345 

1,427 

1,416 

1,465 

1,308 

1,338 

1,300 

1,347 

1,361 

11,073 

10, 357 

373 

376 

378 

377 

380 

389 

385 

388 

373 

377 

371 

374 

374 

3,  04€ 

2,951 

174 

174 

180 

177 

169 

186 

196 

198 

177 

180 

162 

173 

172 

1,454 

1,332 

1,222 

1,209 

1,207 

1,166 

1,156 

1,179 

1,214 

1,254 

1,200 

1,202 

1,178 

1,220 

1,241 

9,607 

9,458 

231 

234 

233 

233 

221 

222 

239 

245 

230 

234 

226 

233 

238 

l,85fi 

1,800 

461 

460 

462 

443 

447 

471 

475 

484 

456 

461 

452 

472 

471 

3,703 

3,599 

217 

215 

219 

203 

203 

199 

202 

214 

217 

212 

211 

218 

230 

1,672 

1,688 

938 

953 

940 

945 

"38 

935 

979 

935 

906 

920 

910 

9  28 

925 

7,563 

7,113 

599 

616 

607 

617 

598 

611 

613 

611 

590 

605 

583 

592 

592 

4,872 

4,616 

339 

337 

333 

328 

340 

324 

366 

324 

316 

315 

327 

336 

333 

2,691 

2,497 

1,278 

1,273 

1,289 

1,290 

1,238 

1,263 

1,262 

1,302 

1,254 

1,274 

1,256 

1,272 

1,293 

10, 195 

9,945 

721 

718 

722 

736 

738 

750 

746 

771 

723 

73  3 

717 

721 

710 

5,902 

5,834 

225 

221 

220 

221 

202 

212 

212 

216 

216 

219 

222 

221 

240 

1,729 

1,715 

3,854 

3,820 

3,764 

3,824 

3,740 

3,843 

3,940 

3,725 

3,528 

3,473 

3,704 

3,704 

3,731 

30, 51C 

28,085 

3,624 

3,598 

3,544 

3,602 

3,515 

3,607 

3,709 

3,502 

3,317 

3,253 

3,481 

3,474 

3,492 

28,701 

26, 330 

230 

222 

220 

222 

225 

236 

231 

223 

211 

220 

223 

230 

239 

1,809 

1,755 

1,627 

1,611 

1,618 

1,594 

1,581 

1,584 

1,602 

1,615 

1,550 

1,566 

1,571 

1,577 

1,600 

12, 83; 

12, 337 

670 

683 

678 

677 

678 

674 

674 

681 

670 

661 

662 

682 

677 

5,41* 

5,351 

456 

457 

458 

471 

469 

475 

481 

477 

457 

457 

459 

462 

464 

3,74/ 

3, 55C 

2  Preliminary  estimates,  see  Erplanatory  Material,  page  14. 

3  deludes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

4  ^ncludes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores.  5  Includes  both  franchised  and  nonfranchlsed  car  dealers. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  In  table  8,  page  >. 


Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  AUGUST  1963 


Percentage  changes  in  sales — 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

August  1963 
from — 

8  mos. 

1963 

Kind  of  business 

August  1963 
from — 

8  mos. 
1963 

August 

1962 

July 

1963 

from 

8  mos . 

1962 

August 

1962 

July 

1963 

from 

8  mos. 
1962 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+6 

+  2 

+5 

Durable-goods  stores,  total . 

+4 

-6 

+7 

Nondurable -goods  stores,  total . 

+6 

+7 

+5 

+7 

+7 

Grocery  stores . 

+7 

+7 

+4 

Meat  markets . 

+  9 

+4 

+  3 

Fruit  stores,  vegetable  markets* * . 

+6 

-12 

+  10 

Candy,  nut,  confectionery  stores* . 

-2 

0 

-3 

Bakery  products  stores . 

+  3 

+7 

+4 

Delicatessen  stores* . 

+7 

0 

+4 

Eating  and  drinking  places . 

+4 

+3 

+5 

Eating  places . 

+5 

+4 

+6 

Restaurants,  cafeterias,  lunchrooms . 

+4 

+5 

+6 

Drinking  places . 

+4 

+  2 

+4 

General  merchandise  group . 

+10 

+  16 

+7 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

+12 

+16 

+4 

Department  stores . 

+  12 

+  16 

+7 

Variety  stores . 

+7 

+  15 

+4 

Mail  order  houses  (department  store 
merchandise) . 

+7 

+  22 

+8 

Apparel  group . 

+6 

+15 

+2 

Men's,  boys'  clothing,  furnishings  stores . 

+7 

+4 

+3 

Men's,  boys'  clothing  stores* . 

Men's,  boys'  furnishings  stores* . 

+12 

+5 

+5 

-11 

-3 

-7 

Women's  ready-to-wear  stores . 

+9 

+  15 

+4 

Family  clothing  stores . 

+6 

+  16 

-1 

Women's  apparel,  accessory,  specialty  stores*.. 

+  13 

0 

+  1 

Shoe  stores . 

+  1 

+21 

-1 

+  2 

+6 

|  Furniture  stores . 

+4 

+8 

+6 

Floor  coverings  stores* . 

+9 

-3 

+16 

Household  appliance,  TV,  radio  stores . 

+4 

-6 

+  8 

Household  appliance  stores . 

0 

-6 

+  2 

TV,  radio  stores* . 

+  20 

-2 

+28 

Lumber,  building,  hardware,  farm  equipment 

+  2 

+  1 

+  2 

Lumber,  building  materials  dealers . 

+4 

+4 

+  1 

Lumber  yards . 

+6 

+5 

+4 

Paint,  glass,  wallpaper  stores* . 

+  16 

+3 

+  9 

Heating  and  plumbing  equipment  dealers* . 

-2 

0 

-14 

Hardware  stores . 

0 

-1 

0 

Farm  equipment  dealers* . 

-2 

-5 

+6 

Automotive  group . 

+3 

-12 

+8 

Passenger  car  dealers . 

+  3 

-13 

+8 

Passenger  car  dealers  (franchised) . 

+6 

-13 

+10 

Tire,  battery,  accessory  dealers . 

+7 

-5 

+4 

iGasoline  service  stations . 

+4 

+  1 

+4 

Fuel,  fuel  oil  dealers* . 

+11 

+12 

+9 

Fuel  dealers,  except  fuel  oil* . 

+  11 

+  13 

+7 

Fuel  oil  dealers* . 

+  12 

+  12 

+  10 

Drug  and  proprietary  stores . 

+3 

+  2 

+  1 

Drug  stores . 

+  3 

+  2 

+  2 

Liquor  stores . 

+6 

+3 

+6 

Jewelry  stores* . 

+  13 

+  12 

+8 

+  10 

0 

+  15 

Book  stores* . 

+  12 

+4 

+  21 

Stationery  stores* . 

+  16 

+9 

+19 

Music  stores* . 

+  15 

+15 

+15 

UCamera,  photographic  supply  stores* . 

+7 

+7 

+  20 

Optical  goods  stores* . 

+6 

0 

+  14 

flTypewriter  stores* . 

+  23 

+7 

+  28 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+5 

0 

+5 

Durable-goods  stores,  total . 

+6 

-3 

+7 

Nondurable-goods  stores,  total . 

+5 

+1 

+4 

Food  group . 

+3 

0 

+3 

Grocery  stores . 

+3 

0 

+3 

Eating  and  drinking  places . 

+4 

+  2 

+5 

General  merchandise  group . 

+10 

+2 

+7 

Department  stores . 

+12 

+3 

+7 

Variety  stores . 

+4 

+1 

+3 

Mail  order  houses  (department  store 
merchandise) . 

+12 

+  1 

+9 

Apparel  group . 

+4 

+  3 

+  2 

Men's,  boys'  wear  stores . 

+7 

+3 

+  3 

Women's  apparel,  accessory  stores . 

+6 

+  2 

+3 

Shoe  stores . 

-1 

+6 

-1 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores . 

Lumber,  building,  hardware,  farm  equipment 

group . . 

Lumber,  building  materials  dealers . 

Hardware  stores . 

Automotive  group . 

Passenger  car  and  other  automotive  dealers .... 
Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

Liquor  stores . 


+  3 

-4 

+6 

+4 

0 

+6 

+  3 

-11 

+8 

+4 

+3 

+  3 

+7 

+  3 

+  1 

0 

+  2 

+  1 

+6 

-5 

+9 

+6 

-6 

+9 

+6 

-3 

+3 

+4 

+  1 

+4 

+2 

+1 

+1 

+4 

-1 

+5 

*  See  Explanatory  Material,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 
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Table  3. 


ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES, 


BY  KIND  OF  BUSINESS: 


AUGUST  1963 


(Millions  of  dollars) 

Kind  of  business 

19( 

>3 

1962 

Total 

8  months 

Jem. 

Feb. 

Mar. 

Apr. 

May 

June  j 

July 

Aug. 

Aug.  j 

Sept. 

Oct. 

Nov. 

Dec . 

1963 

1962 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

4,075 

3, 826 

4,767 

4,601 

5,103 

— 

4 , 651 

4,670 

4,559 

4,692 

5,056 

6,527 

36,443 

34,742 

Durable-goods  stores,  total . 

283 

272 

3,554 

324 

4,247 

385 

4,382 

388 

389 

Nondurable-goods  stores,  total . 

3,792 

4,465 

378 

356 

392 

395 

468 

2,780 

33,663 

2,660 

32,082 

4,213 

4,714 

4,292 

4,203 

4,300 

4,661 

6,059 

Grocery  stores1 . 

1*897 

91 

2,123 

2,063 

2, 006 

1,974 

2, 189 

2,015 

1,946 

1,943 

2,053 

2,165 

16,124 

15,588 

15,160 

Eating  and  drinking  places . 

89 

1,950 

1,915 

2, 133 

1,960 

1,893 

1,890 

2,000 

2, 103 

15^  677 

General  merchandise  group . 

1,491 

1,062 

927 

111 

115 

106 

101 

103 

99 

101 

825 

798 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

1,058 

921 

294 

353 

29 

141 

129 

113 

83 

92 

394 

134 

93 

1,537 

1,436 

1,662 

1,459 

1,436 

1,519 

1,734 

2,664 

11, 114 

10,  215 

Department  stores . 

689 

1 , 118 

1, 023 

1, 188 

1,008 

1,019 

1,077 

1,234 

1,849 

7,899 

6,879 

2,046 

2,265 

206 

950 

876 

666 

683 

696 

3, 121 

1,086  j 

Variety  stores . 

977 

891 

1,027 

870 

885 

939 

1,062 

1^617 

Apparel  group . 

Men's,  boys'  wear  stores2 . 

Women's  apparel,  accessory  stores  3 . 

Women's  ready-to-wear  stores . 

Shoe  stores . 

Furniture  and  appliance  group . . . . 

Tire,  battery,  accessory  dealers . 

Other  retail  stores . 

Drug  and  proprietary  stores . 

Liquor  stores . 

232 

24 

93 

86 

70 

72 

69 

364 

129 

85 

202 

19 

82 

76 

64 

71 

62 

362 

128 

84 

283 

25 

116 

107 

87 

85 

77 

389 

135 

96 

276 

315 

29 

135 

124 

90 

91 

97 

410 

138 

100 

276 

307 

30 

130 

120 

87 

92 

103 

397 

141 

95 

263 

263 

25 

115 

106 

71 

91 

102 

398 

138 

99 

301 

310 

25 

138 

128 

84 

98 

94 

407 

143 

285 

291 

23 

115 

106 

96 

90 

91 

395 

131 

271 

318 

25 

125 

115 

105 

89 

86 

386 

129 

279 

314 

30 

124 

114 

93 

101 

92 

407 

132 

307 

346 

35 

143 

132 

93 

104 

92 

431 

137 

'578 

546 

58 

228 

209 

142 

119 

126 

604 
213  | 

1*969 

2,211 

203 

870 

792 

701 

657 

691 

2,993 

1,029 

lbV  |  757  |  711 

United  States,  total . 
Grocery  stores . 


Eating  and  drinking  places. 

General  merchandise  group.. 

Department  stores . 

Variety  stores . 


Apparel  group . 

Men's,  boys'  wear  stores2 . 

Women's  apparel,  accessory  stores3. 
Shoe  stores . 


Tire,  battery,  accessory  dealers. 
Drug  and  proprietary  stores ...;.. 


4,751 


1,965 

99 

1,511 

925 

288 

317 

29 

133 

92 

92 

140 


4,737 


1,952 

102 
1, 513 
923 
288 

311 

29 

126 

94 

88 

143 


Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


4,778 


1,940 

104 

1,569 

966 

294 

311 

29 

131 

92 

89 

140 


4,705 


1,946 

103 

1,503 

914 

287 

309 

29 

126 

89 

90 
139 


4,730 


1,955 

104 

1,512 

931 

285 

309 

29 

131 

85 


4,848 


1,964 

104 

1,616 

1,002 

297 

311 

28 

136 

83 

93 

144 


4, 914 


1, 992 

105 

1,628 

1,009 

295 

324 

33 

141 

82 

92 

145 


4,980 


2,004 

107 

1,666 

1,046 

294 

341 

33 

147 

90 

88 

150 


4,646 


1,924 

100 

1,464 

888 

285 

321 

30 

124 

104 

86 


4,698 


^Based  converted  ^calend^mo  petals. .  For  Au^lt  1963,  weekly  sales  (InLuioJ 

3  es  men's'  b°ys'  clothing,  furnishings  stores  and  custom  tailors. 

r  R^ristd5.  W°men’S  ready-t°-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


1,943 

99 

1,498 

911 

291 

316 

30 

126 

96 

93 

138 


4,647 


1,954 

101 

1,443 

882 

285 

304 

29 

121 

94 

89 

140 


4,713 


1,940 

100 

1,508 

930 

288 

317 
20 
1 28 
96 

92 

140 


4,774 


1,967 

101 

1,520 

945 

285 

319 

29 

127 

99 

96 

138 


38,443 


15,718 

828 
12,518 
7,716 
2, 328 

2,533 

239 

1,071 

707 

720 

1,144 


of  dollars)  were  as  follows:  For  week  ending 


36,698 


15,289 

804 

11,531 
7,021 
2, 248 

2,476 

236 

983 

748 

717 

1,083 


Table  4. 


ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES — UNITED  STATES,  BY  KIND  OF  BUSINESS:  AUGUST  1963 
(Millions  of  dollars .  Data  are  NOT  ADJUSTED  for  seasonal,  variations  or  trading  day  differences) 


Kind  of  business 


United  States,  total. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places. 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 


Drug  and  proprietary  stores . 


1963 


4,901 


2,211 

2,138 

135 

1,235 

880 

753 

156 


Feb. 


4,592 


2,087 

2,016 

129 

1,148 

792 

679 

154 


Mar. 


5,469 


2,383 

2,309 

147 

1,476 

1,064 

913 

162 


Apr. 


5, 574 


2,166 

2,086 

148 

1,660 

1,181 

1,010 

160 


May 


5,776 


2,385 

2,302 

156 

1,643 

1,188 

1,016 

167 


No£eli£^2f  “«“***»  <><*  Explanatory  Material,  page  14. 

es  and  group  totals  Include  kinds  of  business  not  shown  separately. 


June  I  July 


5,685 


2,261 

2,184 

162 

1,690 

1,249 

1,070 


5,518 


2,262 
2, 179 

164 

1,571 

1, 138 
969 


Aug. 1 


2,485 

2,405 

169 

1,818 

1, 321 
1,118 

174 


1962 


Aug. 


5, 526 


2,251 

2,174 

156 

1,614 

1,126 

943 


Sept. 


5,413 


2,184 

2,110 

148 

1,601 

1, 145 
968 

158 


Oot . 


5,622 


2,200 

2,125 

150 

1,694 

1,212 

1,033 

161 


Nov. 


6,044 


2,300 

2,225 

149 

1,953 

1,368 

1,168 

166 


Dec . 


7,767 


2,439 

2,354 


133 


Total 
8  months 


1963 


43,587 


18,240 

17,619 

1,210 


1962 


40,820 


2,973  |  12,241 


8,813 

7,528 


256  1,309 


2,073 

1,782 


17,290 

16,652 

1,124 

11, 199 

7,890 

6,757 

1,258 
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Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geogra^ic  areas  covering  all  retail  stores  are  provided  in  a  supplemental 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  Att.lK  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  AUGUST  1963 
_ (Based  on  figures  that  are  NOT  AMUSTED  for  seasonal  variations  or  trading  day  differences.)  - 


August  1963  from — 

August 

1962 

July 

1963  0 

STANDARD  METROPOLITAN  AREA 

+8 

NA 

NA 

+7 

+18 

+11 

+23 

+9 

+25 

+11 

+13 

+15 

+13 

+1 

+29 

-7 

+10 

+10 

+20 

+17 

+20 

+9 

+5 

+5 

+21 

+15 

+25 

+10 

NA 

+16 

NA 

NA 

NA 

+11 

+13 

+4 

+26 

+6 

+16 

+13 

+23 

+11 

+18 

+13 

+19 

+9 

+26 

+9 

+14 

NA 

NA 

+12 

+26 

+9 

+20 

NA 

NA 

+11 

+26 

+9 

+9 

+7 

+24 

+9 

+17 

+7 

+10 

+13 

+9 

+9 

+11 

NA 

NA 

+9 

+6 

+12 

+18 

+13 

+19 

44 

+18 

+13 

+4 

+10 

+22 

+4 

+15 

+6 

+17 

Percentage  change  in  sales 


+4 

NA 

+5 

+7 

+5 


+6 

+15 

0 

-4 

+5 


+9 

+3 

+4 

+6 

+2 


+2 

NA 

+6 

+3 

+4 


+6 

+6 

+6 

+2 

+1 


NA 

+9 

+4 

NA 

+2 


+6 

+4 

+12 

+7 

+3 


+2 
NA 
+8 
+5 
+ 6 


44 

+9 

+2 

+3 

+9 


New  York- Northeastern  New  Jersey1. 

New  York  City . 

Newark,  N.  J . 

Norfolk- Portsmouth,  Va . 

Oklahoma  City,  Okla . 


Omaha,  Nebr . 

Peoria,  Ill . 

Philadelphia,  Pa. 
Phoenix,  Ariz.... 
Pittsburgh,  Pa... 


Portland,  Oreg.... 

Reading,  Pa . 

Richmond,  Va . 

Rochester,  N.  Y... 
Sacramento,  Calif. 


St.  Louis,  Mo . 

Salt  Lake  City,  Utah. . 

San  Antonio,  Tex . 

San  Bernardino,  Calif. 
San  Diego,  Calif . 


Savannah,  Ga.... 
Seattle,  Wash... 
Shreveport,  La.. 
South  Bend,  Ind. 
Spokane,  Wash... 


Springfield,  Mo . 

Springfield,  Ohio . 

Syracuse,  N.  Y . 

Tacoma,  Wash . 

Tampa-St.  Petersburg,  Fla. 


Toledo,  Ohio . 

Trenton,  N.  J. ... 

Tulsa,  Okla . 

Utica- Rome,  N.  Y. 
Waco,  Tex . 


Washington,  D.  C. 
Wheeling,  W.  Va.. 
Wichita,  Kans.... 
Worcester,  Mass.. 
Youngstown,  Ohio. 


CITIES 


Bridgeport,  Conn . 

Bristol,  Tenn.-Va . 

Duluth,  Minn. -Superior,  Wis. 

Minneapolis,  Minn . 

Oakland- Berkeley,  Calif . 


Portsmouth,  Ohio . 

Rome,  Ge . 

St.  Paul,  Minn . 

San  Francisco,  Calif. 
Springfield,  Mass.... 


Percentage  change  in  sales 


August  1963  from — 

8  mos.  1963 
from 

8  mos .  1962 

August 

1962 

July 

1963 

+8 

+12 

+5 

+1 

+13 

-1 

+9 

+14 

+4 

+1 

+2 

+2 

+5 

+14 

44 

+9 

+17 

44 

+8 

+33 

+3 

+1 

+7 

-2 

NA 

NA 

NA 

+10 

NA 

■*•3 

+1 

+18 

+3 

+12 

+16 

+2 

-3 

+13 

+2 

+13 

+9 

+8 

+7 

+14 

+7 

+1 

+20 

0 

+5 

+29 

44 

+5 

+14 

+5 

+14 

+10 

+8 

+6 

+5 

+5 

+15 

+15 

+9 

-9 

+23 

-9 

+10 

+17 

+7 

+8 

+20 

+1 

+7 

+32 

+1 

+7 

+19 

+3 

+11 

+28 

+5 

+10 

+27 

+3 

+3 

+29 

-1 

+12 

+3 

+8 

+11 

+19 

+3 

+8 

+5 

44 

+2 

+19 

+5 

+19 

+27 

+14 

0 

+13 

+2 

+14 

+13 

+9 

+8 

+24 

+2 

+4 

+18 

+1 

+1 

+14 

0 

+10 

NA 

-1 

+10 

-2 

+1 

+9 

+23 

0 

+3 

+23 

-1 

+11 

+39 

+7 

+3 

+2 

-1 

+4 

+30 

-4 

+4 

+11 

+6 

+29 

446 

+2 

+3 

+17 

0 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  ncrt  include  all  portions  of  the  area.  ,  ,  - t  furnished  bv  Federal  Reserve  banks  and  subject  to  revisi 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  reaerai  neser 
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Tlble  ^  AC0°DNTS  °F  ^  ™  STOKES,  BY  CHAKOE  AMU  ^  ACCOOKTl^UHTTED  STATES,  BY  KIND  OF  BUSINESS:  AUGUST  1963 

(Mill Iona  of  dollars.  Data  MOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 


TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Mail  order  houses  (department  store  mdse.).. 

Apparel  group . 

Women's  ready-to-wear  stores . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equip,  group. 
Lumber  yards,  building  materials  dealers'' . 

Lumber  yards . . . 

Automotive  group . 

Passenger  car  dealers3 . 

Passenger  car  dealers  (franchised).....*..*.* 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . ] 

Other  retail  stores . 


1963 


1962 


1-3,474 


CHARGE  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Lumber,  building,  hardware,  farm  equip,  group. 
Lumber  yards,  building  materials  dealers2... 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers  (franchised)....*!.*! 
Gasoline  service  stations . 


5,892 
7, 582 

328 
270 
87 
4,510 

3,489 

3,104 

850 

998 

453 

2,073 

1,601 

1,454 

472 

408 

1,619 

1,177 

878 

1,329 

877 

821 

422 

431 

2,099 


6,842 


12,700 


INSTALLMENT  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores...’.’.!! 
Lumber,  building,  hardware,  farm  equip,  group. 

Automotive  group . . 

Tire ,  battery ,  accessory  dealers . 


3,076 

3,766 

321 

1,034 

942 

820 

727 

630 

477 

1,430 

1,109 

823 

745 

540 

419 


6,632 


5.685 
7,015 

320 

270 

81 

3,994 

3,043 

2.685 
791 
913 
414 

2,009 
1,529 
1,392 
479 
419 
1,587 
1,136 
852 
1, 276 
834 
775 
412 
419 
2,101 


6,586 


2,816 

3,816 

3,476 

2,547 

2,284 

271 

1,443 

1,124 

319 

189 

584 

254 


2,960 

3,626 

312 

928 

838 

715 

651 

608 

454 

1,402 

1,068 

798 

713 

516 

410 


6, 114 


12,912 


5,799 

7,113 


332 

276 

80 

4,031 

3,065 

2,695 

805 

932 

438 

1,984 

1,512 

1,387 

472 

416 

1,634 

1,125 

836 

1,349 

897 

830 

422 

436 

2,134 


6,658 


2,725 

3,389 


3,066 

2,205 

1,970 

262 

1,401 

1,075 

326 

185 

563 

254 


3,038 

3,620 


325 

873 

782 

662 

664 

591 

440 

1,439 

1,062 

787 

754 

548 

427 


6,254 


2,761 

3,493 


3,158 

2,283 

2,033 

268 

1,393 

1,072 

3a 

195 

595 

257 


Apr. 


13,352 


5,965 

7,387 

326 

272 

76 

4,144 

3,166 

2,788 

812 

950 

448 

1,985 

1,503 

1,366 

482 

413 

1,769 

1,231 

917 

1,401 

947 

867 

429 

460 

2,241 


7,032 


May 


13,634 


3,246 

3,786 


319 

890 

793 

673 

682 

610 

461 

,580 

1,173 

873 

795 

581 

451 


6,320 


2,719 

,601 


,254 

373 

>115 

268 

,375 

042 

333 

189 

606 

258 


6,160 

7,474 


342 

291 

74 

4,228 

3,227 

2.853 
836 
892 
418 

2,067 

1,575 

1,446 

492 

428 

1.854 
1,283 

962 

1,408 

936 

861 

442 

472 

2,297 


7,202 


3,390 

3,812 

331 

918 

8a 

705 

632 

629 

483 

1,655 

1,2a 

915 

817 

579 

463 


6,432 


2,770 

3,662 


3,310 

2,406 

2,148 

260 

1,438 

1,092 

346 

199 

591 

249 


June  I  July 


13,799 


6,339 

7,460 

341 

292 

78 

4,325 

3,288 

2,914 

868 

879 

400 

2,031 

1,543 

1,426 

488 

434 

1,925 

1,345 

1,014 

1,456 

943 

869 

479 

471 

2,293 


7, 147 


13,781 


3,478 

3,669 

329 

885 

781 

684 

617 

631 

475 

1,730 

1,286 

968 

813 

572 

461 


,652 


,861 

791 

,440 

507 

,230 

262 

,400 

068 

332 

195 

643 

289 


6,457 
7,  324 

349 
298 
71 
4, 287 

3,274 

2,904 

846 

837 

371 

2,005 

1,528 

1,401 

477 

429 

2,050 

1,445 

1,098 

1,510 

1,011 

910 

500 

448 

2,224 


7,157 


Aug.1 


Aug. 


Sept. 


13,914  13,045 


3,594 

3,563 


339 

846 

745 

652 

598 

612 

464 

1,845 

1,385 

1,051 

844 

594 

438 


6,624 


2,863 

3,761 

3,441 

2,  529 
2,252 
239 
1,393 
1,064 
329 
205 
666 
299 


6,560 

7,354 

354 

301 

71 

4,312 

3,299 

2,928 

845 

843 

378 

2,000 

1,523 

1,400 

477 

418 

2,116 

1,509 

1,142 

1,468 

970 

869 

498 

448 

2,301 


7,206 


3,672 
3,  534 

343 

814 

712 

617 

601 

629 

478 

1,912 

1,446 

1,096 

797 

556 

439 


6,708 


6,213 

6,832 

364 

300 

60 

3,885 

2,961 

2,642 

770 

828 

367 

1,926 

1,460 

1,321 

466 

412 

2,001 

1,426 

1,077 

1,462 

967 

895 

456 

457 
2,062 


6,973 


13,156 


6,148 

7,008 

365 

303 

57 

4,030 

3,080 

2,758 

794 

893 

402 

1,919 

1,468 

1,316 

451 

400 

1,982 

1,421 

1,067 

1,418 

935 

867 

448 

441 

2,051 


6,977 


3,489  3,434 

3,484  3,543 


2,888 

3,820 

3,498 

2,587 

2,311 

242 

1,371 

1,045 

326 

204 

671 

305 


356 

845 

741 

647 

593 

582 

437 

1,803 

367 

1,033 

830 

592 

446 


6,072 


357 

877 

771 

680 

656 

588 

451 

1,784 

1,360 

1,022 

800 

566 

429 


6,179 


6,245 

7,145 

355 

297 

70 

4,131 

3,183 

2,847 

803 

926 

420 
1,982 
1,500 
1,332 

482 

421 
1,995 
1,445 
1,066 
1,470 

986 

916 

443 

456 

2,005 


7,153 


6,203 

7,354 

345 

288 

76 

4.278 

3.278 
2,934 

838 

930 

429 

2,010 

1,535 

1,367 

475 

419 

1,936 

1,433 

1,059 

1,421 

933 

864 

447 

455 

2,106 


14,299 


2,724 

3,348 


3,040 

2,220 

1,995 

235 

1,344 

1,023 

3a 

198 

632 

269 


2,714 

3,465 


3,153 

2,309 

2,078 

237 

1,331 

1,017 

314 

198 

618 

262 


3,578 

3,575 

347 

881 

787 

692 

677 

630 

468 

1,810 

1,386 

1,023 

854 

607 

445 


6,237 


2,667 

3,570 


3,250 

2,396 

2,155 

249 

1,352 

1,032 

320 

185 

616 

254 


3,488 

3,735 

338 

958 

856 

760 

696 

616 

455 

1,745 

1,378 

1,014 

820 

578 

445 


6,334 


2,715 

3,619 

3,320 

2,422 

2,174 

234 

1,394 

1,080 

314 

191 

601 

259 


6,241 

8,058 

354 

297 

96 

4,782 

3,720 

3,340 

879 

1,090 

509 

2,130 

1,636 

1,481 

494 

432 

1,747 

1,265 

951 

1,432 

939 

872 

459 

420 

2,248 


Percentage 
change, 
Aug.  1963 
from — 


Aug. 

1962 


3,312 

4,129 

346 

1,185 

1,087 

970 

827 

650 

477 

1,553 

1,204 

903 

796 

554 

409 


6,858 


♦6 

+8 

-3 

0 

+18 

+11 

+11 

+11 

+10 

+2 

+3 

+4 

+4 

+6 

+2 

+1 

+6 

+6 

+6 

0 

0 

-3 

+9 

-2 

+12 


+5 

+1 

-4 

-4 

-4 

-5 

+1 

+8 

+9 

+6 

+6 

+6 

-4 

-6 

-2 


2  ?TeJ1“lnary  see  Explanatory  Material,  page  14. 

•anks  and  other  financial  insU ^tiois^i^^  '^eimc^^arrno^included8^^^  tltT  b"?  ^  **  lndlcated*  transferred 

ear-to-year  percentage  changes.  United  States  and  g^up  totals  include  kin^o iUes^Ih^ t 


2.929 

3.929 


3,597 

2,633 

2,370 

263 

1,480 

1,159 

3a 

194 

636 

266 


+15 

+17 

♦16 

♦3 

♦2 

+2 

♦2 

♦3 

♦6 

♦13 


July 

1963 


+2 

0 


+1 

+1 

0 

+1 

+1 

+1 

0 

+1 

+2 

0 

0 

0 

0 

-3 

+3 

+4 

+4 

-3 

-4 

-5 

0 

0 

+3 


♦2 

-1 

+1 

-4 

-4 
-5 
+1 
♦3 
+  3 
+4 
+4 
+4 
-6 
-6 
0 


♦1 

♦2 


♦2 

+3 

♦1 

-2 

-2 

-1 

0 

♦1 

♦2 


to  commercial 
to- month  and 
table  10,  page  10. 


Table  7.  ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS _ 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  AUGUST  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1963 

1962 

Percentage 

change, 

Aug.  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.1 

Aug. 

Sept. 

Oct . 

Nov. 

Dec . 

Aug. 

1963 

July 

1962 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4,688 

4,198 

4,267 

4,377 

4,468 

4,606 

4,605 

4,724 

4,178 

4,308 

4,421 

4,524 

4,894 

+  13 

+3 

Durable-goods  stores,  total . 

1,126 

1,088 

1,100 

1,103 

1,112 

1,150 

1,161 

1, 190 

1,131 

1,136 

1,136 

1,151 

1,155 

+5 

+2 

Nondurable-goods  stores,  total . 

3,562 

3,110 

3,167 

3,274 

3,356 

3,456 

3,444 

3,534 

3,047 

3,172 

3,285 

3,373 

3,739 

+  16 

+3 

General  merchandise  group . 

3,162 

2,733 

2,778 

2,873 

2,953 

3,058 

3,065 

3,157 

2,700 

2,823 

2,914 

3,000 

3,316 

+  17 

+  3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,507 

2,140 

2,177 

2,266 

2,321 

2,401 

2,405 

2,501 

2,122 

2,225 

2,311 

2,365 

2,633 

+  18 

+4 

Department  stores . 

2,249 

1,915 

1,949 

2,028 

2,077 

2, 149 

2,153 

2,  250 

1,911 

2,005 

2,083 

2,128 

2,382 

+  18 

+  5 

Apparel  group . 

234 

216 

224 

230 

224 

227 

215 

215 

190 

194 

203 

205 

251 

+  13 

0 

Furniture  and  appliance  group . 

339 

334 

336 

335 

332 

332 

332 

330 

328 

326 

335 

339 

350 

+1 

-1 

Tire,  battery,  accessory  dealers . 

264 

259 

257 

264 

268 

299 

307 

313 

279 

278 

271 

271 

280 

+12 

+  2 

CHARGE  ACCOUNTS 

United  States,  total . 

972 

887 

870 

888 

923 

928 

906 

919 

872 

900 

934 

960 

1,067 

+5 

+  1 

IXirable -goods  stores,  total . 

277 

267 

271 

280 

296 

315 

321 

330 

311 

319 

331 

324 

304 

+6 

+3 

Nondurable-goods  stores,  total . 

695 

620 

599 

608 

627 

613 

585 

589 

561 

581 

603 

636 

763 

+5 

+1 

General  merchandise  group . 

429 

371 

341 

341 

359 

352 

330 

339 

328 

348 

353 

384 

481 

+3 

+  3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

392 

336 

306 

306 

323 

310 

289 

295 

287 

307 

316 

347 

440 

+3 

+  2 

Department  stores . 

358 

306 

278 

278 

296 

284 

266 

273 

267 

287 

295 

325 

419 

+2 

+3 

Apparel  group . 

113 

99 

103 

108 

105 

106 

107 

104 

90 

92 

96 

97 

124 

+  16 

-3 

Furniture  and  appliance  group . 

39 

41 

41 

40 

37 

39 

37 

37 

38 

39 

42 

43 

48 

-3 

0 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3,716 

3,311 

3,397 

3,489 

3,545 

3,678 

3,699 

3,805 

3,306 

3,408 

3,487 

3,564 

3,827 

+  15 

+  3 

Durable-goods  stores,  total . 

849 

821 

829 

823 

816 

835 

840 

860 

820 

817 

805 

827 

851 

+5 

+2 

Nondurable -goods  stores,  total . 

2,867 

2,490 

2,568 

2,666 

2,729 

2,843 

2,859 

2,945 

2,486 

2,591 

2,682 

2,737 

2,976 

+18 

+  3 

General  merchandise  group . 

2,733 

2,362 

2,437 

2,532 

2,594 

2,706 

2,735 

2,818 

2,372 

2,475 

2,561 

2,616 

2,835 

+  19 

+3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2, 115 

1,804 

1,871 

1,960 

1,998 

2,091 

2,116 

2,206 

1,835 

1,918 

1,995 

2,018 

2,193 

+  20 

+4 

Department  stores . 

1,891 

1,609 

1,671 

1,750 

1,781 

1,865 

1,887 

1, 977 

1,644 

1,718 

1,788 

1,803 

1,963 

+  20 

+5 

Apparel  group . 

121 

117 

121 

122 

119 

121 

108 

111 

100 

102 

107 

108 

127 

+  11 

+3 

Furniture  and  appliance  group . 

300 

293 

295 

295 

295 

293 

295 

293 

290 

287 

293 

296 

302 

+  1 

-1 

Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  Dote  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  otner  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSIN ESS-JU LY  AND  AUGUST  1963 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


AUG. 

JULY 

AUG. 

JULY 

AUG. 

JULY 

AUG. 

JULY 

AUG. 

JULY 

AUG. 

JULY 

AUG. 

JULY 


(Billions  of  dollars) 

0  0.5  1.0  1.5  2.0  2.5  3.0  3.5  4.0  4.5  5.0 


0  0.5  1.0  1.5  2.0  2.5  3.0  3.5  4.0  4.5  5.0 


NOTE:  August  dota  ore  based  on  preliminary  estimates  while  July  data  are  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  3.  RANGE  OT  SAMPLING  VARIABILITY  OF  SAIZS  ESTIMATES  OF  ALL  RETAIL  STORES--UNITED  STATES,  BY  KINO  OF  BUSINESS 
_ _  (Percent) 


Kind  of  business 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . 

Grocery  stores . 

Meat  markets . 

Bakery  products  stores. 


Eating  and  drinking  places . . 

Eating  places . 

Restaurants,  cafeterias. 
Drinking  places . 


lunchrooms . 


General  merchandise  group . 

Department,  stores,  dry  goods,  general  merchandise  stores 

Department  stores . 

Variety  stores . . 

Mall  order  houses  (department  store  merchandise)'.'!!.'!.”” 

Apparel  group . . . 

Men ' s,  boys '  wear  stores . !!!!!!!!!!!!*! . 

Men's,  boys'  clothing,  furnishings  s tores 

Women's  apparel,  accessory  stores . 

Women's  ready-to-wear  stores . * 

Family  clothing  stores .  . 

Shoe  stores .  . . 


Furniture  and  appliance  £p*oup. ......... 

Furniture,  home  furnishings  stores . . . . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores .’ 
Household  appliance  dealers . 


Lumber,  building,  hardware,  farm  equipment  group. 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Hardware  stores . 


Automotive  group . 

Passenger  car,  other  automotive  dealers. 
Passenger  car  dealers. 


Passenger  car  dealers  (franchised). 
Tire,  battery,  accessory  dealers . 


Gasoline  service  stations. 


Other  retail  stores . 

Drug  and  proprietary  stores. 

Drug  stores . 

Liquor  stores . 


l  S™Pline  error  is  less  than  0.1  percent. 


Preliminary  estimates 


Range 


1. 0-1.1 


1. 7-2.0 

0.8-0. 8 


1.3- 1. 4 

1.4- 1. 5 
5. 9-6.7 

5.4- 6.  5 

2. 3- 2. 4 

2. 7- 2. 9 
3.0-3. 2 

2. 8- 3.1 

0.8-1. 4 

1.7- 2. 3 

1. 9- 2.1 

1. 8- 2.0 

(Z) 

2. 8- 3. 5 

5.4- 5 .8 

5. 4- 6.3 

3. 1- 3. 8 
3. 3-4. 2 

10.3-11.2 

4. 2- 4. 3 

3. 3- 3. 9 

3. 4- 3. 8 
4. 0-4.3- 

5. 4- 8.0 
6.0-9. 9 

3. 4- 3.7 

3. 9- 4.3 
5. 1-5. 7 

4. 8- 5. 7 

2. 4- 2. 7 

2. 5- 2.9 

2. 6- 2. 9 

2. 6- 3.0 
5. 0-6.6 

1. 9- 2.1 

2. 4- 2.6 

2. 4- 3.2 

2. 5- 2. 9 

3. 6- 3. 8 


Median 


1.9 

0.8 


1.3 

1.4 

6.1 

5.7 

2.3 

2.8 

3.1 

3.1 

1.4 

1.9 
2.0 
1.8 
(Z) 

3.3 

5.7 

5.9 

3.5 

3.7 
10.4 

4.2 

3.3 

3.7 

4.2 
6.0 
7.0 

3.6 

4.1 

5.3 

5.1 

2.6 

2.8 
2.8 
2.8 
6.0 

2.0 

2.5 
2.8 
2.9 

3.6 


Final  estimates 


Range 


1. 0-l.l 


1. 7- 1.9 
0.7-0. 8 

1.3- 1. 4 

1.4- 1. 5 

5. 8- 6. 3 
5. 3-6.0 

2. 2- 2. 4 
2. 6-2. 8 

2. 9- 3. 2 

2. 8- 3.1 

1.3- 1. 5 

1.7- 2. 2 

1. 9- 2.1 

1.6-1. 8 

(Z) 

2. 9- 3. 2 
5. 0-5. 5 
5. 0-5.9 

2. 9- 3.7 

3. 2- 4.0 
9.9-11.4 

3. 8- 4.0 

3. 1- 3. 3 

3. 3- 3. 5 

3. 7- 4.0 

5. 2- 6.1 

5. 8- 7. 2 

3. 1-3. 4 

3. 8- 4. 2 
5. 0-5.3 

4.4- 5. 2 

2. 3- 2. 6 

2. 5- 2. 8 

2. 5- 2. 8 

2. 6- 3.0 

4. 6- 6.0 

1. 8- 2.0 

2. 4- 2. 5 

2. 4- 2. 8 

2. 4- 2.9 

3.4- 3. 7 


Median 


1.9 

0.8 


1.3 

1.4 

5.9 

5.5 

2.3 
2.7 
3.0 

2.9 

1.4 

1.9 

2.0 

1.6 

(Z) 

3.1 

5.3 

5.4 

3.2 

3.5 
10.4 

4.0 

3.3 

3.4 

3.9 

5.3 

6.1 

3.3 
3.9 
5.2 

4.8 

2.5 
2.7 

2.7 

2.9 

5.7 

1.9 

2.5 

2.5 

2.6 

3.6 


Month-to-month 
percentage  change  1 


Range 


0. 2-0. 3 


0.6-0. 7 
0.2-0. 3 

0.2-0. 3 
0.2-0. 3 

1.1- 1. 5 

1.1- 1. 8 

0.5-0. 9 
0. 5-1.3 
0. 5-1.2 
0. 3-1.1 

0.2-0. 3 
0.2-0. 5 
(Z)-0.3 
0.4-0. 8 
(Z) 

0.6-1. 9 

1.5- 2. 5 

1.6- 2. 5 
0. 8-1.2 
0.7-1. 2 

1.3- 1. 6 
0. 9-2.0 

1. 1-2.0 

1. 3- 2.0 

1.6- 2. 3 
2. 0-2. 5 
2. 1-3.0 

1. 4- 2.1 

1. 3- 2.1 

1.5- 2. 5 

1.3- 2. 7 

0. 8-1.2 
0.8-1. 2 
0.8-1. 2 
0.8-1. 2 

1.3- 2. 5 

0.5-0. 9 

0. 6-1.1 
0.4-0. 7 
0.4-0. 8 
0.7-0. 8 


Median 


0.2 


0.7 

0.2 


0.2 

0.2 

1.2 

1.3 

0.7 

0.8 

0.9 

0.8 

0.2 

0.2 

0.2 

0.5 

(Z) 

0.9 

1.9 

1.8 

1.1 

1.0 

1.5 

1.8 

1.5 

1.7 
2.0 
2.2 
2.2 

1.6 

1.4 

1.8 

1.7 

0.9 

0.9 

0.9 

0.9 

1.6 

0.6 

0.8 

0.5 

0.5 

0.8 


A  *  vUlls  .  -  - - — - 

3 -  £  ssr 

&  ft-'SK  &£  ^  — -th  percentage°change 


TablC  ^  0F  °F  “  ““  »  ““  —  -  *>  MONTHS 1  UNITED  STATES,  «  SELECTED  KINDS  OF  BUSINESS 

-  _ _ _  (Percent) 


Kind  of  business 


Fruit  stores,  vegetable  markets . 

Candy,  nut,  confectionery  stores . 

Delicatessen  stores . 

Men's,  boys '  clothing  stores * 

Men '  e ,  boys '  furnishings  e  tores . t  ’’ 

Women's  apparel,  accessory,  specialty  stores! 


Floor  coverings  stores . 

TV,  radio  stores . 

F*irt,  glass ,  wallpaper  stores . 

Heating,  plumbing  equipment  dealers 
Farm  equipment  dealers _ 


Range 

Median 

1. 4-6.6 

3.7 

1.7-3. 4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5. 9 

3.6 

3. 1-5.9 

4.1 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2. 0-4. 8 

4.4 

5. 0-9. 5 

3. 8-7. 7 

8.3 

4.5 

Kind  of  business 


Fuel,  fuel  oil  dealers . 

Fuel  dealers,  except  fuel  oil. 

Fuel  oil  dealers . 

Jewelry  stores . . 

Florists . 

Book  stores . 

Stationery  stores . 


Music  stores . . 

Camera,  photographic  supply  stores. 


Optical  goods  stores. 
Typewriter  stores.... 


Range 

Median 

1.2-3. 5 

2.8 

1.9-8. 1 

3.1 

1.6-5. 9 

4.6 

2. 6-3.  6 

3.2 

3. 0-7. 8 

4.6 

2.2-10.3 

5.1 

2.  3-8.5 

4.2 

3. 7-7. 4 

6.0 

2. 2-4. 2 

3.7 

1.4-6. 7 

3.1 

5.2-10.5 

5.7 

HA  Not  available. 

the  — ^  - 


are  baaed  on  the  month-to-month  percentage  change  In  catoa  of  the'unadjuated  data 


for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change-  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable -goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

~(z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4.2-4 .4 

4.3 

4. 0-4 .4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0.8-1 .4 

1.0 

Gasoline  service  stations . . . 

4. 4-5. 4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1. 9-2.3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2. 6 

2.4 

2. 2-2.4 

2.4 

0.7-1. 1 

0.9 

Nondurable -goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2.7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3.1-4 .4 

4.1 

3. 0-4 .4 

4.1 

0. 6-1.2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3.1-4. 6 

4.3 

0. 6-1.2 

0.9 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4.7-5. 1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6.5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4. 7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0. 7-1.7 

0.8 

Nondurable-goods  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . 

3. 9-4.4 

4.1 

3. 9-5. 4 

3.9 

0. 7-3.1 

1.1 

Furniture,  heme  furnishings  stores . 

4. 7-5. 4 

5.0 

4.8-5 .4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4.3-6. 1 

5.5 

0.6-2 .4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1. 6-2.3 

1.9 

Tire,  battery,  accessory  dealers . 

3. 7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  leas  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Pinal  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 


11 


Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES- 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to- month 
percentage 
change  1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-O.l 

0.1 

Durable-goods  stores,  total . 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

Nondurable-goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 3-0.4 

0.4 

0. 3-0.4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2. 2 

2.0 

1. 8-1.9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.9-1. 4 

1.0 

(ZJ-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

IXu'able-goods  stores,  total . 

2.7-2. 8 

2.7 

2. 6-2.7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0. 6-1.7 

1.1 

0.7-1. 1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(ZJ-1.4 

(Z) 

Department  stores . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(Z) 

Apparel  group . 

3.7-4. 4 

4.0 

3.7-3. 8 

3.8 

0. 3-0.7 

0.7 

Furniture  and  appli since  group . 

3. 1-3.7 

3.2 

2. 9-4.3 

3.1 

0.4-0. 8 

0.7 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

- 

- 

- 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0. 3-0.4 

0.3 

0. 3-0.4 

0.3 

(ZJ-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1. 4 

1.1 

0.9-1. 4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(ZJ-0.1 

(Z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(ZJ-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 

(Z) 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

- 

Z  Sampling  variability  is  less  than  0.1  percent. 

X  No  range  -  upper  and  lower  limits  and  median  are  identical. 
1  See  footnote  1,  table  10. 

Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
Lind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  thatliie  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected .  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959 .  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  f  im  nay  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service, Diners '  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts. 

Nature  of  the  Sample 

I.  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  -the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  can- 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of bisiness . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas .  "Large  Group  I "  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  cf  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small "  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  In  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960 . 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  toa  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components . 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of-month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit— -e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of  Ihe  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureauaf  the  Census  survey  results . 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
tiie  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  cr  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  group .  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
In  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable -goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3#  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3#.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9#  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio "is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  thesame  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  In  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable. 

Preliminary  versus  Final  Volume  Estimates 
I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample, "  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month) . 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds -op-business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .7  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census.  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used, and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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II .  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  for  the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores-- 

Tables  2,  6,  and  7 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports . 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  tables  6  and  7  for  all  kinds  of  busi¬ 
ness  are  derived  directly  from  the  dollar  volume 
estimates  in  the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores --Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores --Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stares,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors .  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation,"  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of -business  group  and  total  levels 
were  derived  by  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  ty  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  fbr 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind -of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 


Table  12.  COMBINED  SEASONAL  AND  TRADING  DAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JULY  1962— MAY  1964 


16 


| 

I  i 

(0 

o~\  G 

$8 


G  P 
O  aJ 
TJ 

Cd  TJ 
P  Q) 
<0  ,G 


&S  £ 


G  O 
cd 

G 

cd 

0  a> 


&  «M 

•H 
e«  TJ 
O 

rl 
M  H 

c  g 

•H  OJ 

sl 

•H  (0 

g  >. 

8.1 


rH  P 

■3W 

t> 

Sg 

«M  O 

G 

cn  O 

vO  O 
Oj  W 

*1 

tl 


(1)  o 
.G  -h 
P  -P 


m 

O'  *a 


>>  a 
a>  G 
>  cd 
□  ‘H 
w  J3 

•ip 

p  to 

G  5 
•H  -P 


£3 

O  P 
P 

o  G 
cd  O 

«M  <P 


G  cd 

3  tf 

> 

cd 

P 

G 

S'8 

P>  0) 

>» 

rH 

11) 

P 

3 

3 

5  S 


3  • 

•*“3  P 


b! 

<m  cd 
T3  iH 

11 
o  o 


G  O 
0)  Cm 

$  W 
M 

II 

3* 
$  2 
CO  G 

Z8 


G  O' 
P  >< 


G  M 

If 

|3 

XJ  to 
ffl  £ 
■S  3 

Eh  to 


>  & 
:  o 

£ 


'3  5“ 
§3 

to  cd 
cd  G 
Cl)  d 

“  S' 

S  " 

P  XJ 


at  m 

to  G 

■'“3 

G  TJ 


s-s 

■32 


P  -H 

3  3 


3-S 


SI 


5  35 


SG 
Pc 
d)  < 

■*  ,G 

|| 

-»P 

£>3 


(0  G 
p  cd 
G  rH 


0}  (0 
p  a> 
co  G 
cd  P« 
W 

p2 
o  cd 
Q)  m 


Table  13.  AVERAGE  MONTH -TO -MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 
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Kind  of  business 


Range 

of 

MCD 

Average  duration  of 

run 

IT 

S 

seasonal 

factor 

Cl 

I 

C 

I/C 

Cl 

I 

C 

MCD 

United  States,  total. 


Durable -goods  stores,  total . . . . 
Nondurable -goods  stores,  total . 


Food  group . 

Grocery  stores . 

Eating  and  drinking  places. 


General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store  merchandise). 

Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores . 

Shoe  stores . 


Furniture  and  appliance  group . 

Furniture,  heme  furnishings  stores . 

Household  appliance,  TV,  radio  stores . 

Lumber,  building,  hardware,  farm  equipment  group. 

Lumber  yards,  building  materials  dealers . 

Hardware  stores . 


Automotive  group2 . 

Passenger  car,  other  automotive  dealers. 
Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

Liquor  stores . 


United  States,  total . 


Grocery  stores . 

Eating  and  drinking  places. 

General  merchandise  group.. 

Department  stores . 

Variety  stores . 


Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores. 
Shoe  stores . 


Tire,  battery,  accessory  dealers. 
Drug  and  proprietary  stores. 


All  stores 


7.58 

5.80 

30.6 

.78 

.63 

.44 

1.43 

2 

2.53 

1.80 

9.54 

3.62 

7.48 

6.12 

27.6 

1.79 

1.56 

.87 

1.79 

2 

2.25 

1.49 

9.54 

3.24 

8.05 

5.98 

34.8 

.68 

.58 

.35 

1.66 

2 

1.82 

1.63 

31.00 

3  M2 

5.88 

2.39 

9.6 

.72 

.61 

.34 

1.79 

2 

1.72 

1.43 

31.00 

4.92 

6.03 

2.22 

9.0 

.73 

.63 

.38 

1.66 

2 

1.72 

1.41 

62.00 

4.56 

5.23 

3.69 

20.1 

.86 

.78 

.35 

2.23 

3 

2.14 

1.65 

10.33 

5.08 

17.39 

15.30 

101.8 

1.34 

1.24 

.40 

3.10 

3 

1.82 

1.68 

13.78 

2.84 

17.62 

15.98 

105.1 

1.63 

1.50 

.46 

3.26 

3 

1.72 

1.48 

12.40 

2.60 

19.33 

18.92 

129.7 

1.65 

1.58 

.47 

3.36 

4 

1.77 

1.55 

15.50 

5.04 

16.33 

14.40 

84.0 

2.15 

2.10 

.61 

3.44 

3 

1.72 

1.59 

31.00 

4.69 

117.26 

17.22 

97.0 

1.81 

1.72 

.47 

3.66 

4 

1.63 

1.55 

13.78 

4.17 

22.06 

20.24 

120.5 

2.68 

2.43 

.81 

3.00 

4 

1.82 

1.59 

8.86 

3.36 

18.56 

16.67 

91.5 

1.84 

1.75 

.56 

3.13 

4 

1.70 

1.53 

12 .40 

4.65 

19.07 

17.62 

57.7 

2.66 

2.57 

.63 

4.08 

4 

1.75 

1.63 

8.27 

3.56 

*■8.30 

8.00 

44.4 

1.24 

1.14 

.50 

2.28 

3 

1.91 

1.43 

13.78 

4.88 

8.89 

7.93 

41.3 

1.45 

1.27 

.57 

2.23 

3 

2.14 

1.48 

13.78 

4.52 

9.86 

8.87 

51.9 

1.78 

1.60 

.71 

2.25 

3 

1.85 

1.61 

9.54 

4.52 

18.87 

8.78 

48.1 

1.81 

1.62 

.59 

2.75 

4 

2.00 

1.77 

8.27 

3.90 

9.04 

8.58 

45.2 

1.89 

1.71 

.72 

2.38 

3 

1.77 

1.55 

8.86 

4.07 

12.43 

10.92 

53.1 

1.68 

1.58 

.49 

3.22 

4 

1.97 

1.97 

6.53 

4.48 

7.45 

35 .87 

328 .1 

3.09 

2.72 

1.26 

2.16 

3 

2.10 

1.46 

7.29 

3.70 

7.54 

5.18 

29.0 

2.84 

2.48 

1.17 

2.12 

3 

2.03 

1.46 

9.54 

3.30 

.  12.41 

10.16 

47.3 

2.45 

2.18 

.94 

2.32 

3 

1.91 

1.61 

9.54 

3.94 

.  4.32 

2.68 

13 .3 

.85 

.63 

.52 

1.21 

2 

2.10 

1.65 

62.00 

4.24 

6.87 

5.99 

32.0 

1.00 

.85 

.48 

1.77 

2 

2.38 

1.72 

10.33 

3.84 

.  11.76 

9.15 

59.8 

1.27 

1.12 

.59 

1.90 

2 

2.10 

1.49 

13.78 

4.10 

Group  II  stores 

.  11.02 

8.93 

52.9 

1.18 

1.12 

.61 

1.84 

3 

1.80 

1.53 

23.80 

7.80 

.  7.95 

2.26 

9.6 

1.06 

.94 

.54 

1.74 

2 

1.91 

1.43 

41.33 

4.24 

4.44 

2.86 

14.7 

1.49 

1.43 

.61 

2.34 

3 

2.32 

2.08 

13.67 

5.76 

.  17.27 

16.00 

103.6 

2.00 

1.93 

.75 

2.57 

3 

1.63 

1.63 

14.88 

3.77 

.  17.13 

15.26 

98.5 

2.45 

2.30 

.71 

3.24 

3 

1.66 

1.46 

12.30 

3.18 

.  20.32 

20.07 

134.6 

1.64 

1.62 

.41 

3.95 

4 

1.84 

1.60 

12.30 

5.45 

.  21.88 

20.17 

99.5 

2.65 

2.49 

.72 

3.46 

4 

1.70 

1.53 

9.15 

4.00 

.  26.73 

24.88 

132.5 

4.72 

4.75 

1.07 

4.44 

5 

2.28 

2.12 

9.46 

7.93 

.  20.91 

19.42 

109.3 

2.45 

2.30 

.62 

3.71 

4 

1.89 

1.81 

10.25 

5.00 

.  22.54 

20.59 

67.5 

3.59 

3.53 

.62 

5.69 

6 

1.62 

1.58 

11.18 

7.87 

.  14.32 

13.58 

61.5 

2.85 

2.71 

.83 

3.27 

4 

1.86 

1.76 

9.46 

4.80 

.  10.52 

9.39 

60.6 

1.64 

1.46 

.60 

2.43 

3 

2.16 

1.84 

20.50 

12.10 

A  For  the  group  totals,  measures  shown  refer  to  data  after  adjustment  for  trading  days.  ^  .  .  _ .  . 

2  Measures  shown  for  passenger  car  dealers  include  an  adjustment  to  eliminate  the  effect  of  the  1959  steel  strike.  The  automo  ive  group  °  f*  3 
adjusted  in  this  manner. 

-*  For  the  automotive  group,  measures  shown  refer  to  data  before  adjustment  for  trading  days. 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.  New  York,  1957. 


0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

L/C  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 


MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MOD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1 -month  spans  Jan. -Feb.,  Pel.-Hir., 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 


Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changer,  in  the  same  direction  in  any  ocries  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  T^>e 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  thono  of  a 
random  series.  (Over  one  month  intervals  the  expected  nits  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95^  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  exaog>le,  the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  indloetes 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  columns,  1.61  for  * 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  F 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  nverag**  xbout 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  Indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  AUGUST  1962  TO  AUGUST  1963 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 


UNITED  STATES,  TOTAL. 


Durable-goods  stores,  total . 

Nondurable-goods  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Lumber,  bldg.,  hdve.,farm  equip,  gp. 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  NORTHEASTERN  STATES,  TOTAL . 

EXirable- goods  stores,  total . 

Nondurable-goods  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . . 

Department  stores . . . 

Apparel  group . 

Furniture  and  appliance  group . 

Lumber,  bldg.,  hdve.,farm  equip,  gp. 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  NORTH  CENTRAL  STATES,  TOTAL . 

IXirable- goods  stores,  total . 

Nondurable-goods  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Lumber,  bldg.,  hdve.,farm  equip,  gp. 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  SOUTH,  TOTAL . 

Durable-goods  stores,  total . 

Nondurable- goods  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Lumber,  bldg.,  hdwe.,farm  equip,  gp. 

Automotive  group . . . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  VEST,  TOTAL . 

IXirable- goods  stores,  total . 

Nondurable-goods  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  anj}  appliance  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


1963 

1962 

Percentage  change 

Apr. -Aug. 
1963 
from — 
Apr. -Aug. 
1962 

Aug.  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Aug. 

1962 

July 

1963 

18, 261 

17, 087 

19, 653 

20, 518 

21,228 

20, 737 

20,540 

21,031 

19,920 

18, 863 

20, 576 

20,911 

24, 127 

+5 

+6 

+2 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,560 

6, 321 

5,604 

6,988 

6,742 

6, 766 

+7 

+4 

-6 

12,566 

11,655 

13,270 

13, 536 

13,989 

13,  693 

13,564 

14,471 

13, 599 

13,259 

13,588 

14, 169 

17, 361 

+5 

+6 

+7 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,330 

4,997 

4, 823 

4,803 

4,917 

5,237 

+4 

+7 

+7 

4,303 

4,048 

4, 531 

4,223 

4, 578 

4, 483 

4,502 

4,829 

4, 521 

4,369 

4,350 

4,456 

4,732 

+4 

+7 

+7 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,701 

1,630 

1,513 

1,485 

1,445 

1,479 

+5 

44 

+3 

3,572 

3,234 

3,994 

4,421 

4, 375 

4, 347 

4,104 

4, 617 

4,285 

4,  341 

4,548 

5,051 

7,462 

+6 

+8 

+13 

1,756 

1,627 

2,075 

2,299 

2, 278 

2,287 

2,129 

2,466 

2,241 

2,232 

2,372 

2,711 

4,119 

+7 

+10 

+16 

1,005 

902 

1,199 

1,315 

1,317 

1,352 

1,224 

1,420 

1,266 

1,303 

1,377 

1,575 

2,422 

+8 

+12 

+16 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,163 

1,096 

1,193 

1,214 

1,320 

2,127 

+1 

+6 

+15 

830 

781 

838 

854 

934 

933 

965 

988 

948 

916 

962 

1,020 

1,216 

+7 

44 

+2 

921 

886 

1,128 

1,359 

1,422 

1,417 

1,451 

1,465 

1,435 

1,343 

1,420 

1,271 

1,190 

+2 

+2 

+1 

3,487 

3,309 

3,926 

4,262 

4,301 

4,126 

4,003 

3,522 

3,421 

2,808 

4, 082 

3, 869 

3,434 

+8 

+3 

-12 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,733 

1,662 

1,564 

1,604 

1,561 

1,629 

+4 

44 

+1 

649 

641 

667 

652 

676 

664 

660 

676 

658 

632 

647 

660 

880 

+1 

+3 

+2 

4,752 

4, 366 

5,018 

5,274 

5,494 

5,287 

5,213 

5,289 

5,037 

4,762 

5,208 

5,471 

6,294 

+5 

+5 

+1 

1,327 

1,194 

1,454 

1,672 

1,760 

1,632 

1,598 

1,466 

1,426 

1,214 

1,599 

1,606 

1,574 

+7 

+3 

-8 

3,425 

3,172 

3,564 

3,602 

3,734 

3,655 

3,615 

3,823 

3,611 

3,548 

3,609 

3,865 

4,720 

K 

+6 

+6 

1,326 

1,263 

1,394 

1,310 

1,422 

1,381 

1,434 

1,495 

1,397 

1,341 

1,322 

1,383 

1,453 

+4 

+7 

44 

1,114 

1,059 

1,173 

1,092 

1,189 

1,153 

1,167 

1,247 

1,168 

1,121 

1,104 

1,160 

1,210 

+7 

+7 

407 

376 

425 

439 

477 

493 

507 

532 

514 

474 

459 

441 

451 

+3 

44 

+5 

1,000 

879 

1,085 

1,222 

1,220 

1,218 

1,104 

1,220 

1,166 

1,218 

1,290 

1,457 

2,080 

+3 

+5 

+11 

421 

380 

485 

549 

554 

567 

508 

569 

528 

546 

586 

683 

1,028 

+6 

+8 

+12 

258 

226 

302 

345 

344 

353 

298 

337 

301 

329 

356 

419 

648 

+8 

+12 

+13 

335 

273 

361 

425 

389 

390 

320 

365 

346 

489 

401 

446 

679 

-1 

+5 

+14 

C 

+3 

_  C 

281 

259 

292 

296 

304 

305 

325 

329 

322 

300 

303 

295 

298 

+3 

+2 

+1 

149 

146 

150 

148 

151 

152 

154 

154 

151 

146 

150 

151 

193 

+3 

+2 

0 

5,242 

4,913 

5,674 

6,110 

6,294 

6,216 

6,110 

6,246 

5,880 

5,700 

6,305 

6,316 

7,082 

+6 

+6 

+2 

1,583 

1,534 

1,844 

2,102 

2,138 

2,150 

2,132 

2,003 

1,884 

1,740 

2,226 

2,097 

2,018 

+8 

+6 

-6 

3,659 

3,379 

3,830 

4,008 

4,156 

4,066 

3,978 

4,243 

3,996 

3,960 

4,079 

4,219 

5,064 

+4 

+6 

+7 

1,326 

1,251 

1,371 

1,303 

1,411 

1,401 

1,368 

1,455 

1,384 

1,349 

1,327 

1,375 

1,469 

+3 

+5 

+6 

1,219 

1,152 

1,268 

1,194 

1,289 

1,281 

1,256 

1,337 

1,261 

1,229 

1,208 

1,255 

1,339 

+3 

+6 

+6 

390 

369 

415 

435 

473 

480 

491 

499 

486 

462 

457 

437 

436 

+7 

+3 

+2 

995 

906 

1,150 

1,287 

1,264 

1,269 

1,197 

1,378 

1,219 

1,272 

1,337 

1,478 

2,139 

+9 

+13 

+15 

533 

497 

648 

731 

717 

723 

661 

788 

709 

733 

764 

875 

1,285 

+8 

+11 

+19 

310 

279 

375 

419 

423 

410 

387 

461 

407 

435 

449 

512 

776 

+8 

+13 

+19 

248 

205 

277 

320 

298 

286 

257 

305 

270 

300 

313 

338 

535 

+5 

+13 

+19 

214 

204 

225 

236 

249 

260 

279 

285 

240 

239 

260 

265 

319 

+17 

+19 

+2 

304 

301 

385 

496 

519 

535 

535 

559 

530 

523 

552 

492 

448 

+4 

+5 

44 

940 

904 

1,103 

1,244 

1,217 

1,206 

1,177 

1,005 

977 

818 

1,256 

1,166 

1,001 

+8 

+3 

-15 

523 

455 

489 

511 

526 

531 

541 

545 

520 

502 

533 

512 

540 

+3 

+5 

+1 

196 

192 

202 

192 

199 

193 

198 

206 

196 

193 

197 

206 

273 

+2 

+5 

44 

4,933 

4,685 

5,398 

5,544 

5,691 

5,  523 

5,443 

5,623 

5,332 

4,984 

5,393 

5,423 

6,391 

+6 

+5 

+3 

1,685 

1,649 

1,878 

1,971 

2,038 

1,972 

1,911 

1,816 

1,800 

1,587 

1,905 

1,819 

1,915 

+7 

+1 

-5 

3,248 

3,036 

3, 520 

3,573 

3,653 

3,551 

3,532 

3,807 

3,532 

3,397 

3,488 

3,604 

3,476 

+5 

+8 

+8 

1,225 

1,147 

1,311 

1,235 

1,347 

1,316 

1,325 

1,441 

1,311 

1,269 

1,282 

1,290 

1,382 

+6 

+10 

+9 

1,171 

1,093 

1,254 

1,173 

1,280 

1,251 

1,259 

1,369 

1,251 

1,215 

1, 227 

1,234 

1,320 

+6 

+9 

+9 

28  2 

269 

307 

316 

329 

329 

344 

353 

343 

307 

306 

299 

308 

+3 

+3 

+3 

938 

862 

1,073 

1,176 

1,139 

1,114 

1,070 

1,201 

1,140 

1,105 

1,136 

1,252 

1,925 

+4 

+5 

+12 

467 

437 

568 

613 

593 

584 

553 

646 

576 

546 

576 

648 

1,026 

+8 

+12 

+17 

234 

210 

288 

291 

288 

290 

273 

319 

291 

281 

301 

343 

523 

+3 

+10 

+17 

258 

225 

290 

347 

305 

284 

277 

315 

311 

320 

325 

355 

589 

-1 

+1 

+14 

213 

200 

215 

216 

241 

246 

240 

240 

253 

239 

235 

249 

310 

0 

-5 

0 

266 

265 

333 

387 

388 

358 

365 

356 

382 

350 

371 

326 

302 

-1 

-7 

+-C-+- 

1,086 

1,067 

1,208 

1,244 

1,256 

1,224 

1,169 

1,075 

1,024 

859 

1,172 

1,099 

1,064 

+12 

+5 

-8 

441 

412 

455 

459 

474 

480 

497 

503 

488 

456 

457 

445 

473 

+4 

+3 

+1 

175 

178 

184 

181 

187 

182 

175 

180 

173 

165 

169 

171 

218 

+1 

<4 

+3 

3, 334 

3,123 

3,563 

3,590 

3,749 

3,711 

3,774 

3,873 

3,671 

3,417 

3,670 

3,701 

4,360 

+4 

4-6 

+3 

1,100 

1,055 

1,207 

1,237 

1,303 

1,290 

1,335 

1,275 

1,211 

1,063 

1,258 

1,220 

1,259 

+4 

+5 

-4 

2,234 

2,068 

2,356 

2,353 

2,446 

2,421 

2,439 

2,598 

2,460 

2,354 

2,412 

2,481 

3,101 

+4 

+6 

+7 

861 

806 

900 

829 

886 

859 

876 

939  \ 

905 

864 

872 

869 

933 

+2 

44 

+7 

799 

744 

836 

764 

820 

798 

820 

876 

841 

804 

811 

807 

863 

+2 

44 

+7 

255 

240 

274 

273 

283 

290 

304 

317 

287 

270 

263 

268 

284 

+7 

+10 

44 

639 

587 

686 

736 

752 

746 

733 

818 

760 

746 

785 

864 

1,318 

+7 

+8 

+12 

335 

313 

374 

406 

414 

413 

407 

463 

428 

407 

446 

505 

780 

+8 

+8 

+14 

145 

123 

1  153 

176 

171 

167 

156 

178 

169 

184 

175 

181 

324 

+2 

+5 

+14 

1 

n 

- - I -  1  - ■ _ i _ 1 - l_iE - 1 - 1 - 1 - 1 - 1 - 1 - : - 

-2 

-i 

—±2 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  regions  are  shown  on  last  page  of  report.  1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 


Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  C3X) GRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  AUGUST  1962  TO  AUGUST  1963 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 
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1963 


1962 


Percentage  change 


Geographic  division  and 
kind  of  business 


Apr . -Aug . 


Aug.  1963 


1963 
fr<n — 


from — 


Jan. 


Feb. 


Mar. 


Apr. 


May 


July 


Aug. 


Aug.  I  Sept. 


Dec . 


Apr . -Aug 
1962 


Aug.  July 
1962  1963 


New  England  Division,  total 

Durable-goods  stores . 

Nondurable-goods  stores . . 


1,207. 

348 

859 


1,074 

302 

772 


1,196 

355 

841 


1,278 

438 

840 


1,348 

472 

876 


1,311 

449 

862 


1,311 

423 

888 


1,330 

398 

932 


1,232 

359 

873 


1,153 

300 

853 


1,237 

372 

865 


1,346 

389 

957 


1,569 

409 

1,160 


♦7 

♦13 

♦5 


♦8 

♦11 

♦7 


>1 

-6 

♦5 


Food  group . . 

GAF2,  total . 

General  merchandise  group 


330  305 

228  194 


337 

231 


315 

270 


345 

272 


338  368 

272  242 

- C  — 


370 

278 


352 

271 


327 

275 


319 

283 


348 

325 


358 

470 


♦5 

-1 

♦1 


♦5 

♦3 

♦2 


♦1 

♦15 

♦12 


Middle  Atlantic,  Division,  total... 

Durable-goods  stores . 

Nondurable -goods  stores . 


3,545 

979 

2,566 


3,292 

892 

2,400 


3,822 

1,099 

2,723 


3,996 

1,234 

2,762 


4,146 

1,288 

2,858 


3,976 

1,183 

2,793 


3,902 

1,175 

2,727 


3,959 

1,068 

2,891 


3,805 

1,067 

2,738 


3,609 

914 

2,695 


3,971 

1,227 

2,744 


4,125 

1,217 

2,908 


4,725 

1,165 

3,560 


♦4 

♦5 

♦4 


♦4 

0 

♦6 


♦1 

-9 

♦6 


GAF2,  total . 

General  merchandise  group 


772 

325 


685  854 

296  380 


952 

426 


948 

431 


946 

439 


862 

393 


942 

440 


895 

402 


943  1,007 

419  454 


1,132 

526 


1,610 

793 


♦4 

♦7 


♦5  +9 

♦9  +12 


East  North  Central  Division,  total. 

Durable-goods  stores . 

Nondurable -goods  stores . 


3,724 

1,088 

2,636 


3,481 

1,045 

2,436 


4,013 

1,255 

2,758 


4,302 

1,451 

2,851 


4,427 

1,470 

2,957 


4,366 

1,478 

2,888 


4,289 

1,474 

2,815 


4,386 

1,370 

3,016 


4,092 

1,244 

2,848 


3,957 

1,139 

2,818 


4,386 

1,494 

2,892 


4,447 

1,419 

3,028 


5,031 

1,363 

3,668 


♦6 

♦11 

♦4 


♦7 

♦10 

♦6 


♦2 

-7 

♦7 


Food  group . . 

GAF2,  total . , 

General  merchandise  group, 


988 

720 

378 


932 

658 

359 


1,024 

834 

463 


968 

932 

517 


1,049 

920 

515 


1,035 

922 

519 


1,007 

869 

472 


1,073 

1,010 

567 


1,013 

873 

502 


983 

911 

520 


971 

1,020 

1,094 

956 

1,077 

1,567 

541 

637 

928 

♦3 

♦9 

♦8 


+6 

♦16 

♦13 


♦7 

♦16 

♦20 


Vest  North  Central  Division,  total. 

Durable-goods  stores . 

Nondurable-goods  stores . 


1, 518 
495 
1,023 


1,432 

489 

943 


1,661 

589 

1,072 


1,808 


651 

1,157 


1,867 

668 

1,199 


1,850 

672 

1,178 


1,821 

658 

1,163 


1,860 

633 

1,227 


1,788 

640 


1,148 


1,743 

601 

1,142 


1,919 

732 

1,187 


1,869 

678 

1,191 


2,051 

655 

1,396 


♦5 

♦2 

*-6 


*4 

-1 

♦7 


♦2 

-4 

♦6 


Food  group . 

GAF2,  total . 

General  merchandise  group 


338 

275 

155 


319 

248 

138 


347 

316 

185 


335 

355 

214 


362 

344 

202 


366 

347 

204 


361 

328 

189 


382 

368 

221 


371 

346 

207 


366 

361 

213 


356 

381 

223 


355 

401 

238 


375 

572 

357 


♦1 

+8 

♦9 


♦  3 
♦6 
♦7 


♦6 

♦12 

♦17 


South  Atlantic  Division,  total 

Durable-goods  stores . 

Nondurable -goods  stores . 


2/460 

810 

1,650 


2,293 

769 

1,524 


2,646 

888 

1,758 


2,734 

950 

1,784 


2,776 

967 


1,809 


2,700 

936 

1,764 


2,637 

908 

1,729 


2,726 

855 

1,871 


2,  550 
804 
1,746 


2,374 

704 

1,670 


2,618 

893 

1,725 


2,699 

865 

1,834 


3,206 

913 

2,293 


♦7 

♦n 

♦5 


♦7 

+6 

♦7 


♦3 

-6 

♦8 


GAF2,  total . 

General  merchandise  group. 


East  South  Central  Division,  total. 
Nondurable-goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group. 


Vest  South  Central  Division,  total. 
Durable-goods  stores 


495 

254 


898 

583 


449 

235 


853 

551 


557 

307 


992 

648 


597 

322 


1,039 

670 


565 

306 


1,061 

694 


565 

304 


1,019 

648 


533 

283 


994 

651 


608 

334 


1,050 

712 


564 

292 


983 

646 


552 

276 


943 

631 


568 

294 


996 

647 


645 

340 


999 

661 


1,009 

543 


1,205 

831 


165 

84 


158 

81 


204 

109 


228 

121 


224 

117 


210 

113 


202 

109 


1,575  1,539  1,760  1,771  1,854  1,804  1,812  1,847  1,799  1,667  1,779  1,725  1,980 

- C-  f 


230 

124 


207 

106 


213 

108 


216 

113 


233 

122 


360 

198 


♦5 

♦9 


♦5 

+6 


♦11 

♦4 

♦9 


♦8 

♦14 


♦7 

♦10 


♦14 

♦n 

♦17 


Nondurable-goods  stores . 

1,015 

961 

1,114 

1,119 

1,150 

1,139 

1,152 

1,224 

1,340 

1,096 

1,116 

1,109 

1,352 

♦6 

♦7 

♦6 

GAF2,  "total . 

278 

255 

312 

351 

350 

339 

335 

363 

369 

340 

352 

374 

556 

♦2 

-2 

♦8 

General  merchandise  group . 

129 

121 

152 

170 

170 

167 

161 

188 

178 

162 

169 

186 

285 

♦5 

♦6 

♦17 

Mountain  Division,  total . 

730 

690 

833 

850 

877 

878 

944 

934 

881 

798 

807 

796 

946 

♦2 

♦6 

-1 

Nondurable-good 8  stores . 

501 

468 

566 

568 

581 

578 

596 

622 

595 

555 

551 

557 

680 

>1 

♦5 

♦4 

GAF2,  total . 

120 

113 

133 

147 

153 

147 

149 

166 

154 

145 

153 

160 

252 

♦3 

♦8 

♦6 

♦11 

General  merchandise  group . 

61 

60 

72 

84 

88 

83 

82 

96 

87 

77. 

84 

91 

147 

♦5 

♦10 

♦17 

Pacific  Division,  total . 

2,604 

2,433 

2,730 

2,740 

2,872 

2,833 

2,830 

2,939 

2,790 

2,619 

2,863 

2,905 

3,414 

♦5 

♦  5 

♦4 

Durable-goods  stores . 

871 

833 

940 

955 

1,007 

990 

987 

963 

925 

820 

1,002 

981 

993 

♦4 

♦4 

-2 

Nondurable-goods  stores . 

1,733 

1,600 

1,790 

1,785 

1,865 

1,843 

1,843 

1,976 

1,865 

1,799 

1,861 

1,924 

2,421 

♦5 

♦6 

♦7 

Food  group . 

665 

623 

690 

636 

683 

658 

673 

723 

693 

661 

667 

669 

720 

♦4 

♦4 

♦7 

GAF2,  total . 

519 

474 

553 

589 

599 

599 

584 

652 

606 

601 

632 

704 

1,066 

♦8 

♦8 

♦12 

♦14 

♦18 


♦6 

♦9 


♦10 

>14 

♦14 


♦2 

-6 


Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  In  table  S- 2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 


1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture- and  appliance  groups;  these  are  stores  specializing  in  department  store  types  of  oerehandlee. 
(C)  (c)  See  footnote  to  Table  1. 
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Tible  3.  ESTIMATED  M3NTHLY  SALES  OF  RETAIL  STORES  FOR  THE  NINE  LARGEST  STATES:  AUGUST  1962  TO  AUGUST  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1963 

1962 

Percentage  change 

Apr . -Aug . 
1963 
from — 

Apr . -Aug . 
1962 

Aug.  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Aug. 

1962 

July 

1963 

California . 

2,009 

1,898 

2,111 

2,113 

2,204 

2,156 

2,140 

2,209 

2,103 

1,980 

2,206 

2,251 

2,631 

+5 

+5 

+3 

Illinois . 

1,100 

1,026 

1,203 

1,275 

1,290 

1,235 

1,193 

1,228 

1,170 

1,150 

1,262 

1,316 

1,528 

■♦4 

+5 

+3 

Massachusetts . 

603 

535 

595 

624 

662 

636 

606 

616 

580 

551 

595 

672 

785 

+6 

+6 

+2 

Michigan . 

805 

745 

846 

909 

947 

936 

945 

944 

887 

856 

960 

963 

1,073 

+6 

+6 

0 

New  Jersey . 

670 

635 

744 

770 

780 

752 

749 

746 

716 

664 

739 

762 

856 

+6 

+4 

0 

New  York . 

1,825 

1,690 

1,921 

1,996 

2,075 

1,992 

1,940 

2,004 

1,909 

1,847 

2,022 

2,107 

2,441 

+5 

+5 

+3 

Ohio . 

920 

871 

1,006 

1,072 

1,100 

1,087 

1,088 

1,116 

1,044 

996 

1,116 

1,135 

1,268 

+5 

+7 

+3 

Pennsylvania . 

1,050 

967 

1,157 

1,230 

1,291 

1,232 

1,213 

1,209 

1,180 

1,098 

1,210 

1,256 

1,428 

+3 

+2 

0 

Texas . 

959 

959 

1,084 

1,097 

1,149 

1,104 

1,088 

1,114 

1,112 

1,033 

1,095 

1,061 

1,199 

+3 

0 

+2 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  AUGUST  1962  TO  AUGUST  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1962 

Percentage  change 

Statistical  areas 

Apr . -Aug . 

Aug 

1963 

1963 

from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Apr . -Aug . 
1962 

Aug. 

1962 

July 

1963 

Standard  Consolidated  Areas2 

Chicago,  HI  .-Northwestern  Ind., 

767 

731 

878 

915 

913 

884 

837 

872 

833 

823 

905 

947 

1,104 

New  York-Northeastern  N.J., 

1,661 

1,550 

1,768 

424 

1,813 

463 

1,864 

457 

1,778 

461 

1,693 

413 

1,706 

444 

1,634 

422 

1,611 

466 

1,797 

505 

1,861 

552 

2,147 

767 

GAF3 . 

396 

343 

+5 

4-8 

Standard  Metropolitan 
Statistical  Areas2 

706 

669 

808 

843 

841 

810 

765 

798 

767 

759 

831 

872 

1,025 

+3 

44 

+4 

4-20 

+8 

+8 

+5 

+8 

+5 

fl7 

4-12 

4-2 

923 

847 

947 

945 

978 

953 

965 

988 

941 

887 

1,014 

1,035 

1,232 

c 

New  York.  N.  Y.,  total . 

1,195 

1,106 

1,240 

1,270 

1,312 

1,250 

!,204 

1,230 

1,166 

1,164 

1,288 

1,342 

1,568 

4-5 

4-5 

4-2 

+9 

44 

4-5 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4 . ) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  «nd  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 

A  =  0  to  3.5  percent  a  =  0  to  1.5  percent 

B  =  3.6  to  7.0  percent  b  “  1-6  to  3-°  Percent 

C  =  7.1  to  10.5  percent  c  =  3A  to  4-5  Percent 

1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  i£ 
somewhat  higher. 

- — - j- - ' 


Table  S-l .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar  volume  estimates 

Percentage  change 
month  a  year 

from  same 
ago 

.f 

Month- to- month  percent  change 
2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

Vest 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

Vest 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

Vest 

Total . 

A 

A 

A 

A 

A 

A 

A 

h 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total.** . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group... 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lxmber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . .. . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RAN CSS  OF  SAMPLING  VARIABILITY  FOR  CEOOTAFHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

1 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

c 

Perce 

ntage  change 

fran  same  rr 

lonth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

c  •  ■ 

C 

2 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

b 

3 

Nondurable-goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

X 

a 

a 

l 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organisations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3 .  ESTIMATED  RANCES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

New  York . 

B 

B 

a 

Table  S-4 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  ELI. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York -Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

a 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  operating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  sample  within  these  areas  con¬ 
sists  9f  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist¬ 
ence  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores .  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business .  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates ds  measurable. 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


iteration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates . ) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error . 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against a  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published (fata  f rcm  their  respective  totals .  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 


CHICAGO,  ILL.— NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 

GARY -HAMMOND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERSON -CLIFTON -PASSAIC,  N.J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 

Middlesex  and  Somerset  counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 

DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES -LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties,  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 

N.  J. 


Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  September  1963  were  estimated  at  $19.2 
billion,  8  percent  below  the  sales  for  August  1963 
but  2  percent  above  September  1962.  After  adjust^ 
ment  for  seasonal  variations  and  trading  day  differ¬ 
ences,  but  not  for  price  changes,  September  1963 
sales  amounted  to  $20.4  billion,  1  percent  lower 
than  the  sales  for  the  previous  month,  but  3  percent 
above  September  a  year  ago.  Adjusted  sales  of  dur¬ 
able-goods  stores  in  September  1963  remained  virtual¬ 
ly  unchanged  from  August  1963  and  were  4  percent 
over  the  September  1962  level.  Adjusted  sales  of 
nondurable-goods  stores  in  September  1963  decreased 
2  percent  from  the  previous  month  but  increased  2 
percent  over  September  1962.  The  early  occurrence 

T  ayTthis  year  Probably  resulted  in  some 
shift  of  pre-Labor  Day  sales  to  August,  particularly 
for  such  kind-of -business  categories  as  the  apparel, 
general  merchandise,  and  food  groups.  The  data  have 
not  been  adjusted  for  the  early  occurrence  of  Labor 

Based  on  adjusted  data,  sales  in  the  durable-goods 
stores  category  reflected  month-to-month  increases 
e  furniture  and  appliance  group  (+4$)  and  the 
umber,  building,  hardware,  farm  equipment  group  (+2$) 
an  a  decrease  in  the  automotive  group  (-2$).  In 
the  nondurable-goods  stores  category,  all  of  the 
major  kinds  of  business  groups  showed  month-to-month 
decreases.  The  largest  decrease  was  shown  in  the 

'  followed  by  the  general  merchar^ 
dise  p-oup  (^),  eating  and  drinking  places  (-3%), 
and  the  food  group  (-1%) . 


A  comparison  of  adjusted  sales  for  September  1963 
with  those  for  September  a  year  ago  reflected  in- 

a2!!i  in  a11  /hfrf?aJor  kinds  of  business  except  the 
apparel  group  (-1#).  In  the  durable-goods  stores 
category,  the  largest  increase  was  shown  in  the  fur- 
r"  appllance  grouP  (+6*) .  In  the  nondurable- 

rt  eS  rS  °ateg°^  **  largest  increase  was  shown 
m  the  general  merchandise  group  (+4$). 


the  United  States  reported  $14.2 


. Retail  stores  in 

billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  September  30,  1963.  This  amount 
P®rcenb  blgher  than  the  $14.0  billion  reported 

San  the^  fUiV?'  ab°Ut  8  percenp  ^ 

tnan  the  $13.2  billion  outstanding  at  the  end  of 
September  a  year  ago.  The  increase  in  total  c^edi[ 
a  ances  from  August  1963,  based  on  data  not  adjusted 
for  seasonal  variations,  reflected  a  2  percent  in- 
th^aS<\  ln  the  lnstalljnenb  account  balances,  while 
PhanoCHlargp  account  balances  remained  virtually  un¬ 
changed.  Compared  with  September  a  year  ago  i£- 

b^a^ent-balanCeS  increased  11  Percent  while  charge 
balances  increased  4  percent  • 

Total  receivable  balances  of  durable-goods  stores 
as  of  September  30,  1963  were  1  percent  higher  than 
those  outstanding  at  the  end  of  August  a  year  IT 
Nondurable-goods  stores  also  reported  a  1  ^rcfni 
increase  over  total  for  the  end  cf  September^ 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  Of  BUSINESS:  SEPTEMBER  1963 


(Millions  of  dollars) 


Kind  of  business 

1963 

1962 

Total 

9  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

1  Aug. 

Septi 

Sept. 

Oct. 

Nov. 

Dec . 

1963 

1962 

Data 

NOT  ADJUSTED  for 

seasonal  variations  or 

trading  day  differences 

United  States,  total . 

18,261 

17,087 

19,653 

20,518 

21,228 

20,737 

20,540 

21,018 

19,236 

18,863 

20, 576 

20,911 

24,127 

178,278 

169,737 

Durable-goods  stores,  total . 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,936 

5,604 

6,988 

6,742 

6,766 

58,243 

54,446 

Nondurable-goods  stores,  total . 

12,566 

11,655 

13,270 

13,  536 

13,989 

13,693 

13  - 564 

14,462 

13,300 

13,259 

13,588 

14,169 

17,361 

120,035 

115,291 

Food  group . 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,717 

4,823 

4,803 

4,917 

5,237 

43,919 

42,652 

Grocery  stores  . 

4,303 

4,048 

4,531 

4,223 

4,578 

4,483 

4,502 

4,828 

4,265 

4,369 

4,350 

4,456 

4,732 

39,761 

38,586 

Meat  markets . 

124 

120 

126 

123 

132 

124 

131 

132 

121 

121 

124 

127 

134 

1,133 

1,107 

Bakery  products  stores . 

90 

83 

93 

90 

90 

90 

86 

93 

90 

90 

95 

97 

102 

805 

779 

Eating  and  drinking  places . 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,534 

1,513 

1,485 

1,445 

1,479 

13,50; 

12,896 

Eating  places . 

920 

859 

982 

1,027 

1,098 

1,127 

1,159 

1,202 

1,071 

1,062 

1,030 

994 

1,010 

9,445 

8,989 

Restaurants,  cafeterias,  lunchrooms . 

775 

726 

818 

839 

882 

896 

925 

972 

868 

868 

849 

825 

843 

7,701 

7,336 

Drinking  places . 

414 

395 

439 

436 

464 

465 

487 

496 

463 

451 

455 

451 

469 

4,059 

3,907 

General  merchandise  group . 

1,756 

1,627 

2,075 

2,299 

2,278 

2,287 

2,129 

2,465 

2,292 

2,232 

2,372 

2,711 

4,119 

19,208 

18,004 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,260 

1,134 

1,492 

1,636 

1,638 

1,168 

1,524 

1,769 

1,659 

1,613 

1,724 

1,959 

2,972 

13,280 

12,812 

Department  stores . 

1,005 

902 

1,199 

1,315 

1,317 

1,352 

1,224 

1,420 

1,350 

1,303 

1,377 

1,575 

2,422 

11,084 

10,408 

Variety  stores . 

259 

274 

320 

384 

361 

357 

341 

390 

357 

352 

360 

400 

751 

3,043 

2,946 

Mail  order  houses  (department  store 

merchandise) . 

139 

130 

159 

169 

166 

150 

157 

192 

182 

165 

183 

245 

267 

1,444 

1,329 

Apparel  group . 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,148 

1,193 

1,214 

1,320 

2,127 

9,776 

9,677 

Men's,  boys'  wear  stores  2 . 

204 

160 

186 

224 

218 

239 

200 

209 

199 

206 

226 

258 

467 

1,839 

1,789 

Men's,  boys'  clothing,  furnishings  stores. 

197 

155 

180 

216 

211 

233 

194 

203 

193 

199 

217 

250 

456 

1,782 

1,747 

Women' 8  apparel,  accessory  stores3. . 

377 

326 

428 

482 

460 

421 

390 

446 

444 

455 

468 

513 

801 

3,774 

3,694 

Women's  ready-to-wear  stores . 

329 

286 

382 

424 

402 

372 

342 

394 

394 

405 

413 

450 

698 

3,325 

3,221 

Family  clothing  stores . 

190 

157 

212 

247 

229 

224 

196 

238 

224 

232 

248 

280 

465 

1,917 

1,927 

Shoe  stores . 

169 

147 

205 

259 

210 

202 

179 

212 

216 

236 

212 

209 

305 

1,799 

1,836 

Furniture  and  appliance  group . 

830 

781 

838 

854 

934 

933 

965 

992 

967 

916 

962 

1,020 

1,216 

8,094 

7,616 

Furniture,  home  furnishings  stores . 

517 

502 

543 

574 

612 

599 

608 

651 

645 

598 

627 

658 

745 

5,251 

4,967 

Furniture  stores . 

374 

356 

387 

404 

448 

443 

455 

496 

478 

448 

462 

478 

563 

3,841 

3,623 

Household  appliance,  TV,  radio  stores . 

313 

279 

295 

280 

322 

334 

357 

341 

322 

318 

335 

362 

471 

2,843 

2,649 

Household  appliance  dealers . . 

228 

201 

211 

206 

240 

252 

271 

256 

237 

245 

250 

270 

346 

2,102 

2,063 

Lumber,  building,  hardware,  farm  equipment 

group . . 

921 

88  6 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,437 

1,343 

1,420 

1,271 

1,190 

11,483 

11,187 

Lumber  yards,  building  materials  dealers  ... 

520 

493 

604 

748 

828 

819 

876 

911 

841 

782 

846 

760 

609 

6,640 

6,523 

Lumber  yards . 

347 

324 

398 

498 

551 

555 

600 

632 

584 

522 

560 

500 

398 

4,489 

4,280 

Hardware  stores . 

175 

156 

191 

229 

240 

231 

224 

227 

213 

217 

222 

216 

312 

1,886 

1,878 

Automotive  group . 

3,487 

3,309 

3,926 

4,262 

4,301 

4,126 

4,003 

3,529 

2,940 

2,808 

4,082 

3,869 

3,434 

33,883 

31,409 

Passenger  car,  other  automotive  dealers . 

3,309 

3,148 

3,732 

4,033 

4,060 

3,865 

3,746 

3,288 

2,729 

2,599 

3,850 

3,641 

3,139 

31,910 

29,496 

Passenger  car  dealers5 . 

3,215 

3,043 

3,608 

3,871 

3,905 

3,715 

3,608 

3,151 

2,624 

2,495 

3,736 

3,542 

3,053 

30,740 

28,417 

Passenger  car  dealers  (franchised) . 

2,921 

2,753 

3,290 

3,546 

3,570 

3,404 

3,313 

2,883 

2,362 

2,199 

3,404 

3,229 

2,784 

28,042 

25, 559 

Tire,  battery,  accessory  dealers . 

178 

161 

194 

229 

241 

261 

257 

241 

211 

209 

232 

228 

295 

1,973 

1,913 

Gasoline  service  stations . . . . 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,593 

1,564 

1,604 

1,561 

1,629 

14,372 

13,851 

Other  retail  stores . 

2,669 

2,542 

2,665 

2,762 

2,876 

2,639 

2,621 

2,657 

2,608 

2,471 

2,634 

2,797 

3,696 

24,039 

22,445 

Drug  and  proprietary  stores . 

649 

641 

667 

652 

676 

664 

660 

680 

656 

632 

647 

660 

880 

5,945 

5,845 

Drug  stores . 

630 

623 

647 

632 

655 

640 

636 

655 

632 

606 

623 

636 

848 

5,750 

5,635 

Liquor  stores . 

409 

386 

427 

429 

458 

450 

474 

489 

438 

436 

447 

488 

700 

3,960 

3,766 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total . * . 

20,387 

20,374 

20,350 

20,276 

20,200 

20,486 

20,719 

20,666 

20,385 

19,844 

19,875 

20,112 

20,253 

183,843 

174,907 

Durable-goods  stores,  total . 

6,624 

6,624 

6,576 

6,646 

6,512 

6,630 

6,773 

6,562 

6,531 

r6,273 

6,391 

6,437 

6,488 

59,478 

55,528 

Nondurable -goods  stores,  total . 

13,763 

13,750 

13,774 

13,630 

13,688 

13,856 

13,946 

14,10; 

13,854 

13,571 

13,484 

13,675 

13,765 

124,365 

119,379 

Food  group . 

4,924 

4,894 

4,853 

4,864 

4,890 

4,923 

5,030 

4,996 

4,931 

4,877 

4,881 

4,860 

4,908 

44,305 

43,035 

Grocery  stores  . 

4,463 

4,433 

4,399 

4,400 

4,414 

4,456 

4,540 

4,527 

4,469 

4,419 

4,427 

4,401 

4,445 

40,101 

38,920 

Eating  and  drinking  places. .......... _ 

1,480 

1,496 

1,507 

1,518 

1,504 

1,511 

1,497 

1,519 

1,478 

1,458 

1,456 

1,471 

1,473 

13,510 

12,894 

General  merchandise  group . 

2,324 

2,332 

2,409 

2,301 

2,322 

2,434 

2,441 

2,497 

2,408 

2,321 

2,270 

2,354 

2,348 

21,466 

20,103 

Department  stores . 

1,343 

1,344 

1,410 

1,321 

1,345 

1,427 

1,418 

1,465 

1,397 

1,338 

1,300 

1,347 

1,361 

12,470 

11,695 

Variety  stores . 

373 

376 

378 

377 

380 

389 

385 

387 

389 

377 

371 

374 

374 

3,434 

3,328 

Mail  order  houses  (department  store  mdse.).. 

174 

174 

180 

177 

169 

186 

196 

198 

191 

180 

162 

173 

172 

1,645 

1,512 

Apparel  group . 

1,222 

1,209 

1,207 

1,166 

1,156 

1,179 

1,214 

1,259 

1,190 

1,202 

1,178 

1,220 

1,241 

10,802 

10,660 

Men's,  boys'  wear  stores" . 

231 

234 

233 

233 

221 

222 

239 

247 

234 

234 

226 

233 

238 

2,094 

2,034 

Wcmen'8  apparel,  accessory  stores  3 . 

461 

460 

462 

443 

447 

471 

475 

480 

461 

461 

452 

472 

471 

4,160 

4,000 

Shoe  stores . 

217 

215 

219 

203 

203 

199 

202 

209 

200 

212 

211 

218 

230 

1,867 

1,900 

furniture  and  appliance  group . . . 

938 

953 

940 

945 

938 

935 

979 

939 

973 

920 

910 

928 

925 

8,540 

8,033 

Furniture,  home  furnishings  stores . 

599 

616 

607 

617 

598 

611 

613 

611 

647 

605 

583 

592 

592 

5,519 

5,221 

Household  appliance,  TV,  radio  stores . 

339 

337 

333 

328 

340 

324 

366 

328 

326 

315 

327 

336 

333 

3,021 

2,812 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,278 

1,273 

1,289 

1,290 

1,238 

1,263 

1,262 

1,299 

1,324 

1,274 

1,256 

1,272 

1,293 

11,516 

11,219 

Lumber  yards,  building  materials  dealers'*... 

721 

718 

722 

736 

738 

750 

746 

771 

760 

733 

717 

721 

710 

6,662 

6,567 

Hardware  stores . 

225 

221 

220 

221 

202 

212 

212 

221 

214 

219 

222 

221 

240 

1,948 

1,934 

Automotive  group . . . 

3,854 

3,820 

3,764 

3,824 

3,740 

3,843 

3,940 

3,733 

3,654 

•"3,548 

3,704 

3,704 

3,731 

34,172 

31,613 

Passenger  car,  other  automotive  dealers . 

3,624 

3,598 

3,544 

3,602 

3,515 

3,607 

3,^09 

3,512 

3,432 

r3,328 

2,481 

3,474 

3,492 

32,143 

29,658 

Tire,  battery,  accessory  dealers . 

230 

222 

220 

222 

225 

236 

231 

221 

222 

220 

223 

230 

239 

2,029 

1,9*75 

Gasoline  service  stations . 

1,627 

1,611 

1,618 

1,594 

1,581 

1,584 

1,602 

1,612 

1,599 

1,566 

1,571 

1,577 

1,600 

14,426 

13,903 

Drug  and  proprietary  stores . . . 

670 

683 

678 

677 

678 

674 

674 

685 

698 

661 

662 

682 

677 

6,117 

6,012 

Liquor  stores . 

456 

457 

458 

471 

469 

475 

481 

476 

467 

457 

459 

462 

464 

4,210 

4,007 

Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

4  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores.  5  Inoludeo  both  franchised  and  nonfranchiaed  car  dealers. 
Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  pr  "5  9. 
r  A  special  adjustment  is  made  to  the  passenger  car  dealer  estimates  to  reflect  changes  In  timing  of  new  model  year  lntn  duct ions.  The  adjuetrent  factors 
for  September  1962  and  1963  have  been  revised  to  Include  the  1964  model  introductions.  Revisions  to  the  adjustments  for  other  months,  if  necessary,  vill  be 
made  in  next  month's  publication. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1963 


Percentage  changes  in  sales — 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

September  1963 
from — 

9  mos. 
1963 

Kind  of  business 

September  1963 
from — 

9  mos. 
1963 

Sept. 

1962 

Aug. 

1963 

from 

9  mos. 
1962 

Sept. 

1962 

Aug. 

1963 

from 

9  mos. 
1962 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+2 

-8 

+5 

Durable-goods  stores,  total . 

+6 

-9 

+7 

Nondurable-goods  stores,  total . 

0 

-8 

+4 

Food  group . 

-2 

-11 

+3 

Grocery  stores . 

-2 

-12 

+3 

Meat  markets . 

0 

-8 

+2 

Fruit  stores,  vegetable  markets* . 

+21 

-6 

+11 

Candy,  nut,  confectionery  stores* . 

-8 

-4 

-4 

Bakery  products  stores . 

0 

-3 

+3 

Delicatessen  stores* . 

0 

-7 

+3 

Eating  and  drinking  places . 

+1 

-10 

+5 

Eating  places . 

+1 

-11 

+5 

Restaurants,  cafeterias,  lunchrooms . 

0 

-11 

+5 

Drinking  places . 

+3 

-7 

+4 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

+3 

-7 

+7 

merchandise  stores . 

+3 

-6 

+4 

Department  stores . 

+4 

-5 

+6 

Variety  stores . 

Mail  order  houses  (department  store 

+1 

-8 

+3 

merchandise) . 

+10 

-5 

+9 

Apparel  group . 

-4 

-2 

+1 

Men's,  boys'  clothing,  furnishings  stores . 

-3 

-5 

+2 

Men's,  boys'  clothing  stores* . 

0 

-5 

+4 

Men '6,  boys'  furnishings  stores* . 

-15 

-3 

-7 

Women's  ready-to-wear  stores . 

-3 

0 

+3 

Family  clothing  stores . 

-3 

-6 

-1 

Women's  apparel,  accessory,  specialty  stores*.. 

+8 

-5 

+1 

Shoe  stores . 

-8 

+2 

-2 

Furniture  and  appliance  group . 

Furniture  stores . 

Floor  coverings  stores* . 

Household  appliance,  TV,  radio  stores... 

Household  appliance  stores . 

TV,  radio  stores* . 

Lumber,  building,  hardware,  farm  equipment 

group . 

Lumber,  building  materials  dealers . 

Lumber  yards . 

Paint,  glass,  wallpaper  stores* . 

Heating  and  plumbing  equipment  dealers*. 

Hardware  stores . 

Farm  equipment  dealers* . 

Automotive  group . 

Passenger  car  dealers . 

Passenger  car  dealers  (franchised).... 
Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Fuel  fuel  oil  dealers* . 

Fuel  dealers,  except  fuel  oil* . 

Fuel  oil  dealers* . 

Drug  and  proprietary  stores . 

Drug  stores . 

Liquor  stores . 

Jewelry  stores* . 

Florists* . 

Book  stores* . 

Stationery  stores* . 

Music  stores* . 

Camera,  photographic  supply  stores* . 

Optical  goods  stores* . 

Typewriter  stores* . 


+6 

+7 

+24 

+1 

-3 

+18 


+7 

+8 

+12 

+15 

-2 

-2 

+11 

+5 
'  +5 
+7 
+1 

+2 

+19 

+11 

+27 

+4 

+4 

0 

+6 

+20 

+17 

+12 

+7 

+8 

-6 

-12 


-3 

-4 

+19 

-6 

-7 

0 


-2 

-8 

-8 

-10 

0 

-6 

+18 

-17 

-17 

-18 

-12 

-8 

+22 

+22 

+21 

-4 

-4 

-10 

-8 

0 

+84 

+18 

+7 

-10 

-12 

-7 


+6 

+6 

+17 

+7 

+2 

+27 


+3 

+2 

+5 

+9 

-11 

0 

+6 

+8 

+8 

+10 

+3 

+4 

+10 

+8 

+11 

+2 

+2 

+5 

+8 

+16 

+20 

+18 

+14 

+18 

+12 

+22 


Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total... 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 

Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores.. 
Shoe  stores . 


+3 

-1 

+5 

Furniture  and  appliance  group . 

+6 

+4 

+6 

Furniture,  home  furnishings  stores . 

+7 

+6 

+6 

+4 

0 

+7 

Household  appliance,  TV,  radio  stores . 

+3 

-1 

+7 

+2 

-2 

+4 

Lumber,  building,  hardware,  farm  equipment 

group . 

+4 

+2 

+3 

Lumber,  building  materials  dealers . 

+4 

-1 

+1 

+1 

-3 

+5 

Hardware  stores . 

-2 

-3 

+1 

+4 

-4 

+7 

Automotive  group . 

+3 

-2 

+8 

+4 

-5 

+7 

Passenger  car  and  other  automotive  dealers.... 

+3 

-3 

+8 

+3 

+1 

+3 

Tire,  battery,  accessory  dealers . 

+1 

0 

+3 

+6 

-4 

+9 

Gasoline  service  stations . 

+2 

-1 

+4 

-1 

-5 

+1 

0 

-5 

+3 

Drug  and  proprietary  stores . 

+6 

+2 

+2 

0 

-4 

+2 

-6 

-4 

-2 

Liquor  stores . 

+2 

-2 

+5 

*  See  Explanatory  Material,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1963 


(Millions  of  dollars) 


1963 

1962 

Total 

9  months 

Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July  |  Aug. 

Sept. 

Sept^  Oct. 

Nov. 

Dec . 

1963 

1962 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

4,075 

3,826 

4,571 

4,651 

4,849 

4,767 

4,601 

r5,107 

4, 611 

4,559 

4,692 

5,056 

6,527 

41,058 

39,301 

Durable-goods  stores,  total . 

283 

272 

324 

355 

384 

385 

388 

389 

365 

356 

392 

395 

468 

3,145 

3,016 

Nondurable-goods  stores,  total . 

3,792 

3,554 

4,247 

4,296 

4,465 

4,382 

4,213 

r4, 718 

4,246 

4,203 

4,300 

4,661 

6,059 

37,913 

36,285 

Food  group . j . 

Grocery  stores . 

1,951 

1,897 

1,842  • 
1,790 

2,119 

2,067 

1,920 

1,862 

2,123 

2,063 

2,006 

1,950 

1,974 

1,915 

*2, 193 

2, 137 

1,877 

1,825 

1,946 

1,893 

1,943 

1,890 

2,053 

2,000 

2,165 

2,103 

18,005 
17, 506 

17, 534 
17,053 

Eating  and  drinking  places . 

91 

89 

102 

102 

107 

108 

111 

115 

107 

101 

103 

99 

101 

932 

899 

1,120 

1,035 

1,329 

1,504 

1,491 

1,537 

1,436 

1,662 

1,546 

1,436 

1,519 

1,734 

2,664 

12,660 

11,651 

Department  stores  and  dry  goods,  general 

1,188 

9,015 

8,205 

merchandise  stores . 

792 

708 

950 

1,058 

1,062 

1,118 

1,023 

1,116 

1,019 

1,077 

1,214 

1,849 

Department  stores . 

689 

618 

829 

921 

927 

977 

891 

1,027 

972 

885 

939 

1,062 

1,617 

7,851 

7,134 

Variety  stores . 

191 

204 

241 

294 

276 

276 

263 

301 

272 

271 

279 

307 

578 

2,318 

2,240 

Apparel  group . 

232 

202 

283 

363 

315 

307 

263 

310 

309 

318 

314 

346 

546 

2,574 

2,529 

Men's,  boys'  wear  stores? . 

24 

19 

25 

29 

29 

30 

25 

25 

25 

25 

30 

35 

58 

231 

228 

Women's  apparel,  accessory  stores? . 

93 

82 

116 

141 

135 

130 

115 

138 

128 

125 

124 

143 

228 

1,078 

995 

Women's  ready-to-wear  stores . 

86 

76 

107 

129 

124 

120 

106 

128 

118 

115 

114 

132 

209 

994 

907 

Shoe  stores . 

70 

64 

87 

113 

90 

87 

71 

84 

93 

105 

93 

93 

142 

759 

806 

Furniture  and  appliance  group . 

72 

71 

85 

83 

91 

92 

91 

98 

94 

89 

101 

104 

119 

777 

746 

Tire,  battery,  accessory  dealers . 

69 

62 

77 

92 

97 

103 

102 

94 

83 

86 

92 

92 

126 

779 

777 

Other  retail  stores . 

364 

362 

389 

394 

410 

397 

398 

407 

390 

386 

407 

431 

604 

3,511 

3,379 

Drug  and  proprietary  stores . 

129 

128 

135 

134 

138 

141 

138 

143 

135 

129 

132 

137 

213 

1,221 

1,158 

Liquor  stores . 

85 

84 

96 

93 

100 

95 

99 

105 

92 

91 

98 

106 

169 

849 

802 

Data 

ADJUSTED 

°or  seasonal  variations 

and  trading  day  differences 

United  States,  total . 

4,751 

4,737 

4,778 

4,705 

4,730 

4,848 

4,914 

r4,983 

4, 871 

4,698 

4,647 

4,713 

4,774 

43,317 

41, 396 

Grocery  stores . 

1,965 

1,952 

1,940 

1,946 

1,955 

1,964 

1,992 

T 2, 007 

1,970 

1,943 

1,954 

1,940 

1,967 

17,691 

17,232 

Eating  and  drinking  places . 

99 

102 

104 

103 

104 

104 

105 

107 

105 

99 

101 

100 

101 

933 

903 

1,511 

1,513 

1,569 

1,503 

1,512 

1,616 

1,628 

1,009 

1,666 

1,626 

1,498 

911 

1,443 

882 

1,508 

1,520 

14,144 

13,029 

Department  stores . 

925 

923 

966 

'914 

931 

1^002 

1,046 

1,011 

930 

945 

8,727 

7,932 

Variety  stores . 

288 

288 

294 

287 

285 

297 

295 

294 

297 

291 

285 

288 

285 

2,625 

2, 539 

Apparel  group . 

317 

311 

311 

309 

309 

311 

324 

341 

316 

316 

304 

317 

319 

2,849 

2,792 

Men's,  boys'  wear  stores? . 

29 

29 

29 

29 

29 

28 

33 

33 

31 

30 

29 

20 

29 

270 

266 

Women's  apparel,  accessory  stores? . 

133 

126 

131 

126 

131 

136 

141 

147 

132 

126 

121 

128 

127 

1,203 

1,109 

Shoe  stores . 

92 

94 

92 

89 

85 

83 

82 

90 

87 

96 

94 

96 

99 

794 

844 

Tire,  battery,  accessory  dealers . 

92 

88 

89 

90 

88 

93 

92 

88 

89 

93 

89 

92 

96 

809 

810 

Drug  and  proprietary  stores . . 

140 

143 

140 

139 

143 

144 

145 

150 

147 

138 

140 

140 

138 

1,291 

1,221 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  For  September  1963,  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending 


•ptember  7  -  444;  September  14  =  460;  September  21  =  454;  September  28  =  445. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers, 
r  Revised. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Kind  of  business 

1963 

1962 

Total 

9  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

|  Aug. 

Sept.1 

Oct. 

Nov. 

Dec. 

1963 

1962 

United  States,  total . . . 

4,901 

4,592 

5,469 

5,574 

5,776 

5,685 

5,518 

6,094 

5,527 

5,413 

5,622 

6,044 

7,767 

49, 136 

46,233 

Food  group . 

2,211 

2,087 

2,383 

2,166 

2,385 

2,261 

2,262 

2,497 

2,159 

2,184 

2,200 

2,300 

2,439 

20,411 

19,474 

Grocery  stores . 

2,138 

2,016 

2,309 

2,086 

2,302 

2,184 

2,179 

2,417 

2,083 

2,110 

2,125 

2,225 

2,354 

19,714 

18,762 

Eating  and  drinking  places . 

135 

129 

147 

148 

156 

162 

164 

170 

157 

148 

150 

149 

153 

1,368 

1.272 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,235 

1,148 

1,476 

1,660 

1,643 

1,690 

1,571 

1,820 

1,685 

1,601 

1,694 

1,953 

2,973 

13,928 

12,800 

merchandise  stores . 

880 

79  2 

1,064 

1,181 

1,188 

1,249 

1,138 

1,324 

1,234 

1, 145 

1,212 

1,368 

2,073 

10,050 

9,035 

Department  stores . 

753 

679 

913 

1,010 

1,016 

1,070 

969 

1,117 

1,062 

968 

1,033 

1,168 

1,782 

8,509 

7,725 

Drug  and  proprietary  stores . 

156 

154 

162 

160 

167 

169 

167 

176 

165 

158 

161 

166 

256 

1,476 

1,416 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  show  separately. 


Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  SEPTEMBER  1963 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Area 

Percentage  change  in 

sales 

Percentage  change  in  sales 

September  1963  from — 

9  mos . 

1963 

from 

9  mos. 

1962 

Area 

September  1963  from-- 

9  mos . 

1963 

from 

9  mos . 

1962 

September 

1962 

August 

1963 

September 

1962 

August 

1963 

STANDARD  METROPOLITAN  AREA 

New  York-Northeastern  New  Jersey1 . . . 

+7 

+  15 

+5 

New  York  City . 

+3 

+  20 

0 

Newark,  N .  J . 

+4 

+  11 

+4 

+4 

+  1 

+4 

+  3 

+  2 

0 

NA 

NA 

NA 

-1 

-19 

+3 

Asheville,  N.  C..'. - V. . 

+1 

+5 

-11 

NA 

NA 

NA 

0 

-15 

+  3 

+  2 

-11 

+4 

+  2 

-13 

+3 

Philadelphia,  Pa . 

+6 

+  35 

-1 

Phoenix,  Ariz . 

NA 

NA 

NA 

+  10 

+6 

+6 

+3 

-6 

+  3 

Baton  Rouge,  La . 

+  16 

-7 

+  15 

-10 

-14 

-1 

+  2 

-12 

+  3 

-15 

-8 

-5 

+17 

+3 

+6 

+  8 

+5 

+  2 

+  2 

Rochester,  N.  Y . 

+  5 

-5 

+  8 

Sacramento,  Calif . 

+  2 

-6 

+6 

Buffalo,  N.  Y . 

+15 

+5 

+10 

-1 

-5 

+  2 

-4 

-6 

-1 

+4 

+  10 

+4 

-25 

+4 

+5 

-7 

+6 

-2 

-17 

+4 

+6 

-4 

+  2 

+  8 

San  Diego,  Calif . 

+  2 

-11 

+5 

+  9 

-7 

+  3 

+4 

-13 

+8 

NA 

NA 

NA 

-11 

-29 

-9 

+  1 

-10 

+  5 

+7 

-14 

+7 

-6 

-26 

+2 

-2 

-10 

0 

+  1 

-15 

+3 

-1 

-26 

+  1 

Springfield,  Mo . 

0 

-2 

+3 

+4 

-16 

+6 

+  9 

-5 

+5 

+3 

-5 

+3 

-2 

+6 

-3 

-18 

-1 

-9 

-22 

0 

+  11 

-8 

+  9 

Erie,  Pa . . . 

+1 

+7 

+1 

Toledo,  Ohio . 

0 

+3 

+3 

NA 

NA 

NA 

+  10 

+18 

+4 

Flint,  Mich . . . 

+  10 

-7 

+  9 

-9 

-16 

+3 

-14 

+3 

+  11 

-10 

+  14 

NA 

NA 

-1 

-14 

+  2 

Grand  Rapids,  Mich . - . 

+3 

-4 

+  2 

Washington,  D.  C . 

+7 

+9 

+  1 

Wheeling,  W.  Va . 

+1 

+  2 

+  2 

-4 

-16 

+  1 

-9 

+4 

+  1 

+9 

0 

+4 

-8 

-1 

Kansas  City,  Mo . 

-2 

-12 

+6 

Knoxville,  Term . 

-1 

-9 

+  3 

CITIES 

+8 

+  10 

+  2 

-6 

-13 

-1 

-5 

-16 

-2 

0 

-12 

+6 

-2 

-16 

-1 

0 

-12 

-3 

-12 

-4 

+  16 

-12 

+  10 

-2 

+  10 

+5 

+1 

-9 

+  2 

+  9 

-6 

+  3 

+3 

-15 

+3 

-5 

-23 

-1 

New  Orleans,  La . 

+12 

-18 

+9 

Springfield,  Mass . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  banks  and  subject  to  revision. 
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Table  6.  ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— UNITED  STATES,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1963 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1963 

1962 

Percentage 

change. 

Sept.  1963 
from-- 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept.1 

Sept. 

Oct. 

Nov. 

Dec . 

Sept. 

1962 

Aug. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

13,474 

12,700 

12, 912 

13,352 

13,634 

13,799 

13,781 

14,016 

14,164 

13,156 

13,390 

13,557 

14,299 

+8 

+1 

Durable-goods  stores,  total . 

5,892 

5,685 

5,799 

5, 965 

6,160 

6,339 

6,457 

6,559 

6,609 

6,148 

6,245 

6,  203 

6,241 

+7 

+1 

Nondurable-goods  stores,  total . 

7,582 

7,015 

7, 113 

7, 387 

7,474 

7,460 

7,324 

7,457 

7,555 

7,008 

7, 145 

7, 354 

8, 058 

+8 

+1 

Food  group . 

328 

320 

332 

326 

342 

341 

349 

364 

365 

365 

355 

345 

354 

0 

0 

Grocery  stores . 

270 

270 

276 

272 

291 

292 

298 

305 

304 

303 

297 

288 

297 

0 

0 

Eating  and  drinking  places . 

87 

81 

80 

76 

74 

78 

71 

74 

65 

57 

70 

76 

96 

+14 

-12 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

4,510 

3,994 

4,031 

4,144 

4,  228 

4, 325 

4,  287 

4,371 

4,500 

4,030 

4,131 

4,278 

4,782 

+12 

+3 

merchandise  stores . 

3,489 

3,043 

3,065 

3, 166 

3,  227 

3,  288 

3,274 

3,336 

3,434 

3,080 

3, 183 

3,278 

3,720 

+11 

+3 

Department  stores . 

3, 104 

2,685 

2,695 

2,788 

2,853 

2, 914 

2,904 

2,971 

3,050 

2,758 

2,847 

2,934 

3,340 

+11 

+3 

Mail  order  houses  (department  store  mdse)... 

850 

791 

805 

812 

836 

868 

846 

868 

899 

794 

803 

838 

879 

+13 

+4 

Apparel  group . 

998 

913 

932 

950 

892 

879 

837 

855 

884 

893 

926 

930 

1,090 

-1 

+3 

Women's  ready-to-wear  stores . 

453 

414 

438 

448 

418 

400 

371 

379 

399 

402 

420 

429 

509 

-1 

+5 

Furniture  and  appliance  group . 

2,073 

2,009 

1, 984 

1,985 

2,067 

2,031 

2,005 

2,026 

2,037 

1,919 

1,982 

2,010 

2, 130 

+6 

+1 

Furniture,  home  furnishings  stores . 

1,601 

1,529 

1,512 

1, 503 

1,575 

1, 543 

1,528 

1,555 

1,580 

1,468 

1,500 

1,535 

1,636 

+8 

+2 

Furniture  stores . 

1,454 

1,392 

1, 387 

1, 366 

1,446 

1,426 

1,401 

1,433 

1,439 

1,316 

1, 332 

1, 367 

1,481 

+9 

0 

Household  appliance,  TV,  radio  stores . 

472 

479 

472 

482 

492 

488 

477 

471 

457 

451 

482 

475 

494 

+1 

-3 

Household  appliance  dealers . 

408 

419 

416 

413 

428 

434 

429 

413 

399 

400 

421 

419 

432 

0 

-3 

Lumber,  building,  hardware,  farm  equip,  group. 

1,619 

1,587 

1,634 

1,769 

1,854 

1,925 

2,050 

2,117 

2,139 

1,982 

1,995 

1,936 

1,747 

+8 

+1 

Lumber  yards,  building  materials  dealers2 . . . 

1,177 

1, 136 

1,125 

1,  231 

1,283 

1,345 

1,445 

1,510 

1,564 

1,421 

1,445 

1,438 

1,265 

+10 

+4 

Lumber  yards . 

878 

852 

836 

917 

962 

1,014 

1,098 

1,134 

1,141 

1,067 

1,066 

1,059 

951 

+7 

+1 

Automotive  group . 

1,329 

1,276 

1, 349 

1,401 

1,408 

1,456 

1,510 

1,462 

1,458 

1,418 

1,470 

1,421 

1,432 

+3 

0 

Passenger  car  dealers3 . 

877 

834 

897 

947 

936 

943 

1,011 

944 

944 

935 

986 

933 

939 

+1 

0 

Passenger  car  dealers  (franchised) . 

821 

775 

830 

867 

861 

869 

910 

878 

875 

867 

916 

864 

872 

+1 

0 

Tire,  battery,  accessory  dealers . 

422 

412 

422 

429 

442 

479 

500 

485 

481 

448 

443 

447 

459 

+7 

-1 

Gasoline  service  stations . 

431 

419 

436 

460 

472 

471 

448 

456 

474 

441 

456 

455 

420 

+7 

+4 

Other  retail  stores . 

2,099 

2,101 

2,134 

2,241 

2,  297 

2, 293 

2,  224 

2,291 

2,242 

2, 051 

2,005 

2,106 

2, 248 

+9 

-2 

CHARGE  ACCOUNTS 

United  States,  total . 

6,842 

6,586 

6,658 

7,032 

7, 202 

7, 147 

7, 157 

7,264 

7, 286 

6,977 

7,153 

7, 223 

7,441 

44 

0 

Durable-goods  stores,  total . 

3,076 

2, 960 

3,038 

3,246 

3, 390 

3,478 

3,594 

3,669 

3,715 

3,434 

3,578 

3,488 

3,312 

+8 

+1 

Nondurable -goods  stores,  total . 

3,766 

3,626 

3,620 

3,786 

3,812 

3,669 

3, 563 

3,595 

3,573 

3,543 

3,575 

3,735 

4,129 

+1 

-1 

Food  group . 

321 

312 

325 

319 

331 

329 

339 

349 

346 

357 

347 

338 

346 

-3 

-1 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,034 

928 

873 

890 

918 

885 

846 

839 

855 

877 

881 

958 

1,185 

-3 

+2 

merchandise  stores . 

942 

838 

782 

793 

821 

781 

745 

740 

756 

771 

787 

856 

1,087 

-2 

+2 

Department  stares . 

820 

715 

662 

673 

705 

684 

652 

647 

660 

680 

692 

760 

970 

-3 

+2 

Apparel  group . 

727 

651 

664 

682 

632 

617 

598 

609 

634 

656 

677 

696 

827 

-3 

+4 

Furniture  and  appliance  group . 

630 

608 

591 

610 

629 

631 

612 

630 

616 

588 

630 

616 

650 

+5 

-2 

Furniture,  home  furnishings  stores . 

477 

454 

440 

461 

483 

475 

464 

480 

478 

451 

468 

455 

477 

+6 

0 

Lumber,  building,  hardware,  farm  equip,  group. 

1,430 

1,402 

1,439 

1,580 

1,655 

1,730 

1,845 

1,912 

1,935 

1,784 

1,810 

1,745 

1,553 

+8 

+1 

Lumber  yards,  building  materials  dealers2... 

1, 109 

1,068 

1,062 

1, 173 

1,  221 

1,  286 

1,385 

1,448 

1,503 

1,360 

1,386 

1,378 

1,204 

+11 

+4 

Lumber  yards . 

823 

798 

787 

873 

915 

968 

1,051 

1,089 

1,096 

1,022 

1,023 

1,014 

903 

+7 

+1 

Automotive  group . 

745 

713 

754 

795 

817 

813 

844 

809 

822 

800 

854 

820 

796 

+3 

+2 

Passenger  car  dealers  (franchised) . 

540 

516 

548 

581 

579 

572 

594 

572 

584 

566 

607 

578 

554 

+3 

+2 

Gasoline  service  stations . 

419 

410 

427 

451 

463 

461 

438 

447 

463 

429 

445 

445 

409 

+8 

♦4 

INSTALMENT  ACCOUNTS 

United  States,  total . 

6,632 

6,114 

6,254 

6,320 

6,432 

6,652 

6,624 

6,752 

6, 876 

6, 179 

6,237 

6,334 

6,858 

+11 

+2 

Durable-goods  stores,  total . 

2,816 

2,725 

2,761 

2,719 

2,770 

2,861 

2,863 

2,890 

2,894 

2,714 

2,667 

2,715 

2,929 

+7 

0 

Nondurable -goods  stores,  total . 

3, 816 

3,389 

3,493 

3,601 

3,662 

3,791 

3,761 

3,862 

3,982 

3,465 

3,570 

3,619 

3,929 

+15 

+3 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

3,476 

3,066 

3,158 

3,254 

3,310 

3,440 

3,441 

3, 532 

3,645 

3,153 

3, 250 

3,320 

3,597 

+16 

+3 

merchandise  stores . 

2,547 

2, 205 

2, 283 

2, 373 

2,406 

2,507 

2,529 

2,  596 

2,678 

2,309 

2, 3% 

2,422 

2,633 

+16 

♦3 

Department  stores . 

2,284 

1,970 

2,033 

2, 115 

2,148 

2, 230 

2,252 

2,  324 

2,390 

2,078 

2,155 

2, 174 

2,370 

+15 

+3 

Apparel  group . 

271 

262 

268 

268 

260 

262 

239 

246 

250 

237 

249 

234 

263 

+5 

+2 

Furniture  and  appliance  group . 

1,443 

1,401 

1,393 

1,375 

1,438 

1,400 

1, 393 

1,396 

1,421 

1,331 

1,352 

1,394 

1,480 

+7 

+2 

Furniture,  home  furnishings  stores . 

1,124 

1,075 

1,072 

1,042 

1,092 

1,068 

1,064 

1,075 

1,102 

1,017 

1,032 

1,080 

1, 159 

+8 

+3 

Household  appliance,  TV,  radio  stores . 

319 

326 

321 

333 

346 

332 

329 

321 

319 

314 

320 

314 

321 

+2 

-1 

Luntoer,  building,  hardware,  farm  equip,  group. 

189 

185 

195 

189 

199 

195 

205 

205 

204 

198 

185 

191 

194 

+3 

0 

Automotive  group . 

584 

563 

595 

606 

591 

643 

666 

653 

636 

618 

616 

601 

636 

♦3 

-3 

Tire,  battery,  accessory  dealers . 

254 

254 

257 

258 

249 

289 

299 

296 

293 

262 

254 

259 

266 

+12 

-1 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

3  Includes  both  franchised  and  n enfranchised  car  dealers. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  connereial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-menth  and 
year-to-year  percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 
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Table  7.  '  ESTIMATED  END-OF-MDNTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMOfT  ACCOUNTS _ 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1963 

1962 

Percentage 

change. 

Sept.  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept . 1 

Sept. 

Oct. 

Nov. 

Dec. 

Sept. 

1963 

Aug. 

1962 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4,688 

4, 198 

4,  267 

4,377 

4, 468 

4,  606 

4,  605 

4,789 

4,917 

4,308 

4,421 

4, 524 

4,894 

+14 

+3 

Durable-goods  stores,  total . 

1,126 

1,088 

1,100 

1,103 

1,112 

1,150 

1,161 

1,218 

1,227 

1,136 

1,136 

1,151 

1,155 

+8 

+1 

Nondurable-goods  stores,  total . 

3,562 

3,110 

3,167 

3,274 

3,356 

3,456 

3,444 

3,571 

3,690 

3,172 

3,285 

3,373 

3,739 

+16 

+3 

General  merchandise  group . 

3,162 

2,733 

2,778 

2,873 

2,953 

3,058 

3,065 

3,187 

3,302 

2,823 

2,914 

3,000 

3,316 

+17 

+4 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,507 

2,140 

2,177 

2,266 

2,321 

2,401 

2,405 

2,508 

2,597 

2,225 

2,311 

2,365 

2,633 

+17 

+4 

Department  stores . 

2,249 

1,915 

1,949 

2,028 

2,077 

2,149 

2,153 

2,256 

2,323 

2,005 

2,083 

2,128 

2,382 

+16 

+3 

Apparel  group . 

234 

216 

224 

230 

224 

227 

215 

215 

226 

194 

203 

205 

251 

+16 

+5 

Furniture  and  appliance  group . 

339 

334 

336 

335 

332 

332 

332 

329 

333 

326 

335 

339 

350 

+2 

+1 

Tire,  battery,  accessory  dealers . 

264 

259 

257 

264 

268 

299 

307 

306 

304 

278 

271 

271 

280 

+9 

-1 

CHARGE  ACCOUNTS 

United  States,  total . 

972 

887 

870 

888 

923 

928 

906 

955 

977 

900 

934 

960 

1,067 

+9 

+2 

Durable-goods  stores,  total . 

277 

267 

271 

280 

296 

315 

321 

369 

374 

319 

331 

324 

304 

+17 

+1 

Nondurable-goods  stores,  total . 

695 

620 

599 

608 

627 

613 

585 

586 

603 

581 

603 

636 

763 

+4 

+3 

General  merchandise  group . 

429 

371 

341 

341 

359 

352 

330 

338 

352 

348 

353 

384 

481 

+1 

+4 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

392 

336 

306 

306 

323 

310 

289 

295 

307 

307 

316 

347 

440 

0 

+4 

Department  stores . 

358 

306 

278 

276 

296 

284 

266 

274 

283 

287 

295 

325 

419 

-1 

+3 

Apparel  group . 

113 

99 

103 

108 

105 

106 

107 

99 

108 

92 

96 

97 

124 

+17 

+9 

Furniture  and  appliance  group . 

39 

41 

41 

40 

37 

39 

37 

37 

35 

39 

42 

43 

48 

-10 

-5 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3,716 

3,311 

3,397 

3,489 

3,545 

3,678 

3,699 

3,834 

3,940 

3,408 

3,487 

3,564 

3,827 

+16 

+3 

Durable-goods  stores,  total . 

849 

821 

829 

823 

816 

835 

840 

849 

853 

817 

805 

827 

851 

+4 

0 

Nondurable-goods  stores,  total . 

2,867 

2,490 

2,568 

2,666 

2,729 

2,843 

2,859 

2,985 

3,087 

2,591 

2,682 

2,737 

2,976 

+19 

+3 

General  merchandise  group . 

2,733 

2,362 

2,437 

2,532 

2,594 

2,706 

2,735 

2,  849 

2,950 

2,475 

2,561 

2,616 

2,835 

+19 

+4 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,115 

1,804 

1,871 

1,960 

1,998 

2,091 

2,116 

2,213 

2,290 

1,918 

1,995 

2,018 

2,193 

+19  ■ 

+3 

Department  stores . 

1,891 

1,609 

1,671 

1,750 

1,781 

1,865 

1,887 

1,982 

2,040 

1,718 

1,788 

1,803 

1,963 

+19 

+3 

Apparel  group . 

121 

117 

121 

122 

119 

121 

108 

116 

118 

102 

107 

108 

127 

+16 

+2 

Furniture  and  appliance  group . 

300 

293 

295 

295 

295 

293 

295 

292 

298 

287 

293 

296 

302 

+4 

+2 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to- month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-AUGUST  AND  SEPTEMBER  1963 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


(Billions  of  dollars) 


0  0.5  1.0  1.5  2.0  2.5  3.0  3.5 


4.0  4.5  5.0 


SEPT. 

AUG. 

SEPT. 

AUG. 

SEPT. 

AUG. 

SEPT. 

AUG. 

SEPT. 

AUG 

SEPT. 

AUG. 

SEPT. 

AUG. 


0  0.5  1.0  1.5  2.0  2.5  3.0  3.5  4.0  4.5  5.0 


NOTE:  September  data  are  based  on  preliminary  estimates  while  August  data  are  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES  -  -UN  ITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 


9 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month-to-month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0.  3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1. 7-1.9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1. 3-1.4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6.7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0. 5-0.9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1. 9-2.1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2.9-3 .2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6. 3 

5.9 

5. 0-5.9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3.1-3. 8 

3.5 

2. 9-3.7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0. 7-1.2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3.1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3.3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4.2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2.7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0. 8-1.2 

0.9 

Passenger  car  dealers . 

2. 6-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0. 8-1.2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1.9-2. 1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Other  retail  stores . 

2. 4-2. 6 

2.5 

2. 4-2. 5 

2.5 

0. 6-1.1 

0.8 

Drug  and  proprietary  stores . 

2.4-3 .2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2. 9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month-to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCR  TWO  CONSECUTIVE  MONTHS1— UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5.9 

4.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

Hie  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  15. 

Note:  The  ranges  of  sampling  error  shram  above  are  based  on  the  month-to-month  percentage  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business  * 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change-  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

l’ft-1.5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(zj 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1.2-5 .4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4.0-4 .3 

4.1 

3. 9-4.3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . 

4. 4-5. 3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-A  .4 

4.3 

4. 0-4.4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4. 4-5. 4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2. 6 

2.4 

2. 2-2 .4 

2.4 

0. 7-1.1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3. 1-4. 4 

4.1 

3.0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3.1-;. 6 

4.3 

0.6-1. 2 

0.9 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4.1-;. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4. 7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0. 7-1.7 

0.8 

Nondurable -goods  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . 

3. 9-4. 4 

4.1 

3. 9-5. 4 

3.9 

0. 7-3.1 

1.1 

Furniture,  home  furnishings  stores . 

4. 7-5. 4 

5.0 

4. 8-5. 4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4.4-6. 0 

5.8 

4.3-6. 1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8.0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3. 7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  14.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 


Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS  
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Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to- month 
percentage 
change  1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-0.1 

0.1 

Durable-goods  stores,  total .  . 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

Nondurable- goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 3-0.4 

0.4 

0. 3-0.4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

Apparel  group . 

1.8-2. 2 

2.0 

1. 8-1.9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.9-1. 4 

1.0 

(Z)-O.l 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2.7-2. 8 

2.7 

2. 6-2.7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0. 6-1.7 

1.1 

0.7-1. 1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores.. . 

0.7-1. 1 

0.9 

(X) 

0.8 

(ZJ-1.4 

(Z) 

Department  stores . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(Z)-O.l 

(Z) 

Apparel  group . 

3.7-4. 4 

4.0 

3. 7-3.8 

3.8 

0. 3-0.7 

0.7 

Furniture  and  appliance  group . 

3. 1-3. 7 

3.2 

2. 9-4.3 

3.1 

0.4-0. 8 

0.7 

Tire,  battery,  accessory  dealers . 

- 

- 

" 

- 

“ 

- 

INSTALMENT  ACCOUNTS 

0.3-0. 4 

0.3 

0. 3-0.4 

0.3 

(ZJ-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1. 4 

1.1 

0.9-1. 4 

1.1  . 

0.1-0. 2 

0.1 

Nondurable- goods  stores,  total . . . 

0. 3-0.4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(ZJ-0.1 

(Z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(ZJ-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 

(Z) 

Tire,  battery,  accessory  dealers . 

- 

- 

" 

- 

Z  Sampling  variability  is  less  than  0.1  percent . 

X  No  range  -  upper  and  lower  limits  and  median  are  identical. 
1  See  footnote  1,  table  10. 

Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available .  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that -the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959 .  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data . 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  may  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded .  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies,  Central  Charge  Service,  Diners '  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts. 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows : 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  die  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata .  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of bisiness. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail . 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments .  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  films  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1 .  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  toa  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of -the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  cr  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable -Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware;,  farm  equip¬ 
ment  group  and  the  automotive  group .  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; -the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  san^)le  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sanqpling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month -to -month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  cut  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
conplete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  sin  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009 .  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio" is  contained 
in  the  range  .952  to  .988. 

The  sampling  errc rs  shewn  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  dc  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors .  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable. 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month),  and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds -of-business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .7  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census.  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  information 
m  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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II .  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds - 
of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  for  the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent) .  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores-- 

Tables  2,  6,  and  7 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  tables  6  and  7  for  all  kinds  of  busi¬ 
ness  are  derived  directly  from  the  dollar  volume 
estimates  in  the  same  tables . 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above). 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sailing.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stares,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors .  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation,"  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of -business  group  and  total  levels 
were  derived  by  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  f igures fbr 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 


Table  12.  COMBINED  SEASONAL  AND  TRADING  DAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JULY  1962— MAY  1964 
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Factors  reflect  Easter  adjustments,  if  any,  that  were  made  in  this  month.  NA  Not  available. 

2  1964  factors  are  presently  available  only  through  April  1964. 

r  A  special  adjustment  is  made  to  the  passenger  car  dealers  estimates  to  reflect  changes  in  timing  of  new  model  ‘year  introductions.  The  adjustment  factors  for  September  1962  and  1963  have  been  revised  to  include 
the  1964  model  introductions.  Revisions  to  the  adjustments  for  other  months,  if  necessary,  will  be  made  in  next  month's  publication. 


Table  13.  AVERAGE  MONTH -TO -MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 
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Kind  of  business 

IT 

s 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

I/C 

Average  duration  of 

run 

MCD 

Cl 

I 

C 

MCD 

All  stores 

United  States,  total . 

7.58 

5.80 

30.6 

.78 

.63 

.44 

1.43 

2 

2.53 

1.80 

9.54 

3.62 

Durable-goods  stores,  total . 

7.48 

6.12 

27.6 

1.79 

1.56 

.87 

1.79 

2 

2.25 

1.49 

9.54 

3.24 

Nondurable -goods  stores,  total . 

8.05 

5.98 

34.8 

.68 

.58 

.35 

1.66 

2 

1.82 

1.63 

31.00 

3.42 

5.88 

2.39 

9.6 

.72 

.61 

.34 

1.79 

2 

1.72 

1.43 

31.00 

4.92 

Grocery  stores . 

6.03 

2.22 

9.0 

.73 

.63 

.38 

1.66 

2 

1.72 

1.41 

62.00 

4.56 

Eating  and  drinking  places . 

5.23 

3.69 

20.1 

.86 

.78 

.35 

2.23 

3 

2.14 

1.65 

10.33 

5.08 

General  merchandise  group . 

17.39 

15.30 

101.8 

1.34 

1.24 

.40 

3.10 

3 

1.82 

1.68 

13.78 

2.84 

Department  stores . 

17.62 

15.98 

105.1 

1.63 

1.50 

.46 

3.26 

3 

1.72 

1.48 

12.40 

2.60 

Variety  stores . 

19.33 

18.92 

129.7 

1.65 

1.58 

.47 

3.36 

4 

1.77 

1.55 

15.50 

5.04 

Mail  order  houses  (department  store  merchandise).. 

16.33 

14.40 

84.0 

2.15 

2.10 

.61 

3.44 

3 

1.72 

1.59 

31.00 

4.69 

117.26 

17.22 

97.0 

1.81 

1.72 

.47 

3.66 

4 

1.63 

1.55 

13.78 

4.17 

Men's,  boys'  wear  stores . 

22.06 

20.24 

120.5 

2.68 

2.43 

.81 

3.00 

4 

1.82 

1.59 

8.86 

3.36 

Women's  apparel,  accessory  stores . 

18.56 

16.67 

91.5 

1.84 

1.75 

.56 

3.13 

4 

1.70. 

1.53 

12.40 

4.65 

Shoe  stores . 

19.07 

17.62 

57.7 

2.66 

2.57 

.63 

4.08 

4 

1.75 

1.63 

8.27 

3.56 

Furniture  and  appliance  group . 

18.30 

8.00 

44.4 

1.24 

1.14 

.50 

2.28 

3 

1.91 

1.43 

13.78 

4.88 

Furniture,  home  furnishings  stores . 

8.89 

7.93 

41.3 

1.45 

1.27 

.57 

2.23 

3 

2.14 

1.48 

13.78 

4.52 

Household  appliance,  TV,  radio  stores . 

9.86 

8.87 

51.9 

1.78 

1.60 

.71 

2.25 

3 

1.85 

1.61 

9.54 

4.52 

Lumber,  building,  hardware,  farm  equipment  group. . . . 

*8. 87 

8.78 

48.1 

1.81 

1.62 

.59 

2.75 

4 

2.00 

1.77 

8.27 

3.90 

Lumber  yards,  building  materials  dealers . 

9.04 

8.58 

45.2 

1.89 

1.71 

.72 

2.38 

3 

1.77 

1.55 

8.86 

4.07 

Hardware  stores . 

12 .43 

10.92 

53.1 

1.68 

1.58 

.49 

3.22 

4 

1.97 

1.97 

6.53 

4.48 

Automotive  group2 . 

7.45 

35 .87 

328  .1 

3.09 

2.72 

1.26 

2.16 

3 

2.10 

1.46 

7.29 

3.70 

Passenger  car,  other  automotive  dealers . 

7.54 

5.18 

29.0 

2.84 

2.48 

1.17 

2.12 

3 

2.03 

1.46 

9.54 

3.30 

Tire,  battery,  accessory  dealers . 

12.41 

10.16 

47.3 

2.45 

2.18 

.94 

2.32 

3 

1.91 

1.61 

9.54 

3.94 

Gasoline  service  stations . 

4.32 

2.68 

13.3 

.85 

.63 

.52 

1.21 

2 

2.10 

1.65 

62.00 

4.24 

Drug  and  proprietary  stores . 

6.87 

5.99 

32.0 

1.00 

.85 

.48 

1.77 

2 

2.38 

1.72 

10.33 

3.84 

Liquor  stores . 

11.76 

9.15 

59.8 

1.27 

1.12 

.59 

1.90 

2 

2.10 

1.49 

13.78 

4.10 

Group  II  stores 

United  States,  total . 

11.02 

8.93 

52.9 

1.18 

1.12 

.61 

1.84 

3 

1.80 

1.53 

23.80 

7.80 

Grocery  stores . 

7.95 

2.26 

9.6 

1.06 

.94 

.54 

1.74 

2 

1.91 

1.43 

41.33 

4.24 

Eating  and  drinking  places . 

4.44 

2.86 

14 .7 

1.49 

1.43 

.61 

2.34 

3 

2.32 

2.08 

13.67 

5.76 

General  merchandise  group . 

17.27 

16.00 

103.6 

2.00 

1.93 

.75 

2.57 

3 

1.63 

1.63 

14.88 

3.77 

17.13 

15.26 

98.5 

2.45 

2.30 

.71 

3.24 

3 

1.66 

1.46 

12.30 

3.18 

20.32 

20.07 

134.6 

1.64 

1.62 

.41 

3.95 

4 

1.84 

1.60 

12.30 

5.45 

21.88 

20.17 

99.5 

2.65 

2.49 

.72 

3.46 

4 

1.70 

1.53 

9.15 

4.00 

26.73 

24.88 

132.5 

4.72 

4.75 

1.07 

4.44 

5 

2.28 

2.12 

9.46 

7.93 

20.91 

19 .42 

109.3 

2.45 

2.30 

.62 

3.71 

4 

1.89 

1.81 

10.25 

5.00 

22.54 

20.59 

67.5 

3.59 

3.53 

.62 

5.69 

6 

1.62 

1.58 

11.18 

7.87 

Tire,  battery,  accessory  dealers . 

14.32 

13.58 

61.5 

2.85 

2.71 

.83 

3.27 

4 

1.86 

1.76 

9.46 

4.80 

Drue  and  proprietary  stores . 

9.39 

60.6 

1.64 

1.46 

.60 

2.43 

3 

2.16 

1.84 

20.50 

12.10 

1  For  the  group  totals,  measures  shown  refer  to  data  after  adjustment  for  trading  days .  . 

2  Measures  shown  for  passenger  car  dealers  include  an  adjustment  to  eliminate  the  effect  of  the  1959  steel  strike.  The  automot  ve  group  o  a  as  i.  -  een 


adjusted  in  this  manner. 

•*  For  the  automotive  group,  measures  shown  refer  to  data  before  adjustment  for  trading  days . 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.  New  York,  1957. 

0  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

l3  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  -unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average . 

I/C  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb. ,  Feb. -Mar., 
etc.),  2-month  spans  (Jan.-fer.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 

average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95$  of  the  time.  Over  spans 

greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  indicates 

that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  columns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  ( non -rand cm)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  Geries  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 


PENALTY  FOR  PRIVATE  USE  TO  AVOID 
PAYMENT  OF  POSTAGE.  *300 
(GPO) 


United  States 

Government  Printing  Office 

DIVISION  OF  PUBLIC  DOCUMENTS 
Washington,  d.c.  20402 

OFFICIAL  BUSINESS 


FIRST  CLASS  MAIL 


Current  Retail  Trade  Reports 


RETAIL  TRADE 


For  release 
November  18,  1963 


U.S.  DEPARTMENT  OF  COMMERCE.  Luther  H.  Hodge,,  Secremry 
_ BUREAU  OF  THE  CENSUS,  Richard  M.  Saunmon,  Director 


BR-63-9-Supp . 


f rie*  f1  saies  of  retaU  stores  for  geographic  regions,  divisions,  and  selected 
oort  The  meJf°P°litan  ftatistical  areas,  supplementing  the  regular  Monthly  Retail  Trade  Re- 

f^ti  ticS  by  geographic  areas,  which  are  available  effective  with  data  for  April  1962,  are 
a2  baS  S  ^i0nS  “d  iraiiag  day  differences.  The  estimates  shown  in  this  report 

aSe  Seae  m  7  ^  therefore  the  sampling  variability  of  these  estimates  is  measur- 

metropolitan  S^tiLr^638  fop  the  smaller  geographic  areas,  such  as  States  and  standard 

J  "T'  ^  f?r  ^hle  kinds-of-business  categories  (automotive,  furniture  and 

SC1  BhoVn  in  ^  reP°rt  limited  to  those  estimated  to  be 

subject  to  a  sampling  variability  of  7  percent  or  less,  for  dollar  volume  estimates  and  year-to-year 

JtltistiX  shS^ThA^  Ht°i+>,P^rCent  fOT  ^ ®  percentage  change  over  two  consecutive  months.  iSse 
statistics  should  be  used  with  due  regard  to  their  sampling  error,  as  specified  on  pages  4  and  5  and 

discussed  on  page  6  of  -this  report.  Figures  subject  to  possible  sampling  error  ^excess  of  these 

5Tlberf?, ma^. seTVe . certain  purposes;  they  can  therefore  be  obtained  on  request  for  internal  use  but  not 

^Ttnote  t0  IW,le  1  “d  **•  dls,:',SBlOT  °f 


r 


WEST  NORTH  CENTRAL" 


JLANT1C 


EAST  NORTH  CENTRA! 


SOOTH 

ATLANTIC 


'east  SOUTH, 
central \ 


WEST  SOUTH  CENTRAL 


PERCENTAGE  CHANGE  IN  SALES  OF  RETAIL  STORES,  APRIL-SEPTEMBER  1963  COMBINED 
COMPARED  WITH  THE  SAME  MONTHS  A  YEAR  AGO; 

UNITED  STATES,  BY  GEOGRAPHIC  DIVISION 


(Based  on  doto  NOT  ADJUSTED  for  seasonal  variations  and  trading  day  differences.) 


HAWAJ 


Weekly  Retail  Repo  rt”  Ad  1  mcc  "mo"^  di  l^R  et™iT  fe Tr  ?  MonTh  I ^  RcCl  ’  ?4°2'  Annu*1  subscriP‘‘on  to  Current  Retail  Trade  Reports 

mbsenpuon)  $6.00.  Single  copies,  available  only  from  the  Bu^Tu  of^he  ciiisus,  10<fMchRepOrl’  “d  A"nU*  R”“‘‘  T"d'  Rq>°r'  *°ld  “*  *  *'ngle 


2 


Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1962  TO  SEPTEMBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 

1963 

1962 

Percentage  change 

Apr. -Sept, 
1963 
from — 
Apr.-Sqjt. 
1962 

Sept. 1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept.1 

Sept. 

Oct. 

Nov. 

Dec. 

Sept. 

1962 

Aug. 

1963 

UNITED  STATES,  TOTAL . 

18, 261 

17,087 

19, 653 

20, 518 

21,228 

20,737 

20,540 

21,018 

19,236 

18,863 

20,  576 

20,911 

24, 127 

+5 

+2 

-8 

IXxrable-goods  stores,  total . 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,936 

5,604 

6,988 

6,742 

6, 766 

+7 

+6 

-9 

Nondurable-goods  stores,  total.. 

12,566 

11,655 

13,270 

13,536 

13,989 

13,693 

13,564 

14,462 

13,300 

13,259 

13,  588 

14, 169 

17, 361 

+4 

0 

-8 

Food  group . 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,717 

4,823 

4,803 

4,917 

5,237 

+3 

-2 

-11 

Grocery  stores . 

4,303 

4,048 

4,531 

4,223 

4,578 

4,483 

4,502 

4,828 

4,265 

4,369 

4, 350 

4,456 

4,732 

+3 

-2 

-12 

Eating  and  drinking  places . 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,534 

1,513 

1,485 

1,445 

1,479 

+4 

+1 

-10 

OAF2,  total . 

3, 572 

3,234 

3,994 

4,421 

4,375 

4,347 

4,104 

4,624 

4,407 

4, 341 

4,  548 

5,051 

7,462 

+5 

+2 

-5 

General  merchandise  group . 

1,756 

1,627 

2,075 

2,299 

2,278 

2,287 

2,129 

2,465 

2,292 

2, 232 

2, 372 

2,711 

4,119 

+7 

+3 

-7 

Department  stores . 

1,005 

902 

1,199 

1,315 

1,317 

1,352 

1,224 

1,420 

1,350 

1,303 

1,377 

1,575 

2,422 

+7 

+4 

-5 

Apparel  group . 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,148 

1,193 

1,214 

1,320 

2,127 

0 

-4 

-2 

Furniture  and  appliance  group . 

830 

781 

838 

854 

934 

933 

965 

992 

967 

916 

962 

1,020 

1,216 

+7 

+6 

-3 

Lumber,  bldg.,  hdwe.,farm  equip,  gp. 

921 

886 

1',  128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,437 

1,343 

1,420 

1,271 

1,190 

+3 

+7 

-2 

Automotive  group . 

3,487 

3,309 

3,926 

4,262 

4,301 

4, 126 

4,003 

3,529 

2,940 

2,808 

4,082 

3,869 

3,434 

+8 

+5 

-17 

Gasoline  service  stations . 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,593 

1,564 

1,604 

1,561 

1,629 

+3 

+2 

-8 

Drug  and  proprietary  stores . 

649 

641 

667 

652 

676 

664 

660 

680 

656 

632 

647 

660 

880 

+2 

+4 

-4 

"HE  NORTHEASTERN  STATES,  TOTAL . 

4,752 

4,366 

5,018 

5,274 

5,494 

5,287 

5,213 

5,174 

4,861 

4,762 

5,208 

5,471 

6,294 

+4 

+2 

-6 

IXirable-goods  stores,  total . 

1,327 

1,194 

1,454 

1,672 

1,760 

1,632 

1,598 

1,370 

1,262 

1,214 

1,599 

1,606 

1,574 

+6 

+4 

-8 

Nondurable-goods  stores,  total.. 

3,425 

3,172 

3,564 

3,602 

3,734 

3,655 

3,615 

3,804 

3,599 

3,548 

3,609 

3,865 

4,720 

+4 

+1 

-5 

Food  group . 

1,326 

1,263 

1,394 

1,310 

1,422 

1,381 

1,434 

1,482 

1,320 

1,341 

1,322 

1,383 

1,453 

+3 

-2 

-11 

Grocery  stores . 

1,114 

1,059 

1,173 

1,092 

1,189 

1,153 

1,167 

1,243 

1,094 

1,121 

1,104 

1,160 

1,210 

+3 

-2 

-12 

Eating  and  drinking  places . 

407 

376 

425 

439 

477 

493 

507 

524 

479 

474 

459 

441 

451 

+2 

+1 

-12 

GAF2,  total . 

1,000 

879 

1,085 

1,222 

1,220 

1,218 

1,104 

1,222 

1,214 

1,218 

1,290 

1,457 

2,080 

+2 

0 

-1 

General  merchandise  group . 

421 

380 

485 

549 

554 

567 

508 

572 

561 

546 

586 

683 

1,028 

+5 

+3 

-2 

Department  stores . 

258 

226 

302 

345 

344 

353 

298 

342 

348 

329 

356 

419 

648 

+7 

+6 

+2 

Apparel  group . 

335 

273 

361 

425 

389 

390 

320 

362 

389 

389 

401 

446 

679 

-1 

0 

+7 

-8 

Lumber,  bldg.,  hdwe.,farm  equip,  gp. 

i  i  I 

i  i  

i  i  •  i  i 

Gasoline  service  stations . 

281 

259 

292 

296 

304 

305 

325 

322 

303 

300 

303 

295 

298 

>2 

+1 

-6 

Drug  and  proprietary  stores . 

149 

146 

150 

148 

151 

152 

154 

159 

152 

146 

150 

151 

193 

+3 

+4 

-4 

THE  NORTH  CENTRAL  STATES,  TOTAL . 

5,242 

4,913 

5,674 

6,110 

6,294 

6,216 

6,110 

6,269 

5,778 

5,700 

6, 305 

6, 316 

7,082 

+5 

+1 

-8 

Durable-goods  stores,  total . 

1,583 

1,534 

1,844 

2,102 

2,138 

2,150 

2,132 

2,028 

1,869 

1,740 

2,226 

2,097 

2,018 

+9 

+7 

-8 

Nondurable-goods  stores,  total.. 

3,  659 

3,379 

3,830 

4,008 

4,156 

4,066 

3,978 

4, 241 

3,909 

3,960 

4,079 

4,219 

5,064 

+3 

-1 

-8 

Food  group . 

1,326 

1,251 

1,371 

1,303 

1,411 

1,401 

1,368 

1,456 

1,300 

1,349 

1,327 

1,375 

1,469 

+2 

-4 

-11 

Grocery  stores . 

1,219 

1,152 

1,268 

1,194 

1,289 

1,281 

1,256 

1,335 

1,189 

1,229 

1,208 

1,255 

1,339 

+2 

-3 

-11 

Eating  and  drinking  places . 

390 

369 

415 

435 

473 

480 

491 

507 

458 

462 

457 

437 

436 

+6 

-1 

-10 

OIF2,  total . 

995 

906 

1,150 

1,287 

1,264 

1,269 

1,197 

1,363 

1,324 

1,272 

1,337 

1,478 

2,139 

+8 

+4 

-3 

General  merchandise  group . 

533 

497 

648 

731 

717 

723 

661 

783 

742 

733 

764 

875 

1,285 

+7 

+1 

-5 

Department  stores . 

310 

279 

375 

419 

.  423 

410 

387 

458 

446 

435 

449 

512 

776 

+7 

+3 

-3 

Apparel  group . 

248 

205 

277 

320 

298 

286 

257 

298 

284 

300 

313 

338 

535 

+2 

-5 

-5 

Furniture  and  appliance  group . 

214 

204 

225 

236 

249 

260 

279 

282 

298 

239 

260 

265 

319 

+18 

+25 

+6 

Lumber,  bldg.,  hdwe. ,  farm  equip,  gp. 

304 

301 

385 

496 

519 

535 

535 

555 

582 

523 

552 

492 

448 

+5 

+11 

+5 

Automotive  group . 

940 

904 

1,103 

1,244 

1,217 

1,206 

1,177 

1,045 

828 

818 

1,256 

1,166 

1,001 

+8 

+1 

-21 

Gasoline  service  stations . 

523 

455 

489 

511 

526 

531 

541 

547 

505 

502 

533 

512 

540 

+3 

+1 

-8 

Drug  and  proprietary  stores . 

196 

192 

202 

192 

199 

193 

198 

203 

197 

193 

197 

206 

273 

+2 

+2 

-3 

4,933 

4,685 

5,398 

5,544 

5,691 

5,523 

5,443 

5,697 

5,113 

4,984 

5,393 

5,423 

6,391 

+6 

+3 

-10 

Durable-goods  stores,  total . 

1,685 

1,649 

1,878 

1,971 

2,038 

1,972 

1,911 

1,879 

1,664 

1,587 

1,905 

1,819 

1,915 

+8 

+5 

-11 

Nondurable-goods  stores,  total.. 

3,248 

3,036 

3, 520 

3,573 

3,653 

3,551 

3,532 

3, 818 

3,449 

3,397 

3,488 

3,604 

3,476 

+5 

+2 

-10 

Food  group . 

1,225 

1,147 

1,311 

1,235 

1,347 

1,316 

1,325 

1,428 

1,252 

1,269 

1,282 

1,290 

1,382 

+5 

-1 

-12 

Grocery  stores . 

1,171 

1,093 

1,254 

1,173 

1,280 

1,251 

1,259 

1,360 

1,192 

1,215 

1,227 

1,234 

1,320 

+4 

-2 

-12 

Eating  and  drinking  places . 

282 

269 

307 

316 

329 

329 

344 

351 

312 

307 

306 

299 

308 

+3 

+2 

-11 

OAF2,  total . 

938 

862 

1,073 

1,176 

1,139 

1,114 

1,070 

1,231 

1,124 

1,105 

1,136 

1,252 

1,925 

+4 

+2 

-9 

General  merchandise  group . 

467 

437 

568 

613 

593 

584 

553 

647 

578 

546 

576 

648 

1,026 

+8 

+6 

-11 

Department  stores . 

234 

210 

288 

291 

288 

290 

273 

319 

288 

281 

301 

343 

523 

+3 

+2 

-10 

Apparel  group . . . 

258 

225 

290 

347 

305 

284 

277 

333 

310 

320 

325 

355 

589 

0 

-3 

-7 

Furniture  and  appliance  group . 

213 

200 

215 

216 

241 

246 

240 

251 

236 

239 

235 

249 

310 

+1 

-1 

-6 

Lumber,  bldg.,  hdwe., farm  equip,  gp. 

266 

265 

333 

387 

388 

358 

365 

361 

333 

350 

371 

326 

302 

-1 

-5 

■+C- 

Automotive  group . 

1,086 

1,067 

1,208 

1,244 

1,256 

1,224 

1,169 

1,119 

939 

859 

1,172 

1,099 

1,064 

+12 

+9 

-16 

Gasoline  service  stations . 

441 

412 

455 

459 

474 

480 

497 

514 

473 

456 

457 

445 

473 

+4 

+4 

-8 

Drug  and  proprietary  stores . 

175 

178 

184 

181 

187 

182 

175 

179 

173 

165 

169 

171 

218 

+2 

+5 

-3 

THE  WEST,  TOTAL . 

3, 334 

3,123 

3, 563 

3,590 

3,749 

3,711 

3,774 

3,878 

3,484 

3,417 

3,670 

3,701 

4,360 

+4 

+2 

-10 

Durable-goods  stores,  total . 

1,100 

1,055 

1,207 

1,237 

1,303 

1,290 

1,335 

1,279 

1,141 

1,063 

1,258 

1,220 

1,259 

+4 

+7 

-11 

Nondurable-goods  stores,  total.. 

2,234 

2,068 

2,356 

2,353 

2,446 

2,421 

2,439 

2, 599 

2,343 

2,354 

2,412 

2,481 

3,101 

+3 

0 

-10 

Food  group . 

861 

806 

900 

829 

886 

859 

876 

952 

845 

864 

872 

869 

933 

+2 

-2 

-11 

Groceiy  stores . 

799 

744 

836 

764 

820 

798 

820 

890 

790 

804 

811 

807 

863 

+2 

-2 

-11 

Eating  and  drinking  places . 

255 

240 

274 

273 

283 

290 

304 

316 

285 

270 

263 

268 

284 

+7 

+6 

-10 

OAF2,  total . 

639 

587 

686 

736 

752 

746 

733 

808 

745 

746 

785 

864 

1,318 

+5 

0 

-8 

General  merchandise  group . 

335 

313 

374 

406 

414 

413 

407 

463 

411 

407 

446 

505 

780 

+7 

+8 

+1 

-11 

Apparel  group . 

145 

123 

I  i” 

[  176 

171 

167 

C 

156 

174 

165 

|  184 

175 

1  181 

324 

0 

-10 

-5 

1  1 

1  1 

1  1  W 

1  I  1  1  1 

Drug  and  proprietary  stores . 

111111“ 

i  i  i  i  i 

+5 

l  i_ i_ i_ i_ 1 ~ 1_ i - 1 - 1 - 1 - 1 - 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  regions  are  shown  on  last  page  of  report.  1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 
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Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1962  TO  SEPTEMBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  day  differences.) 


Geographic  division  and 
kind  of  business 

1963 

1962 

Percentage  change 

fcpr.-Sept. 
1963 
from — 
&pr . -Sept . 
1962 

Sept. 1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept.1 

Sept. 

Oct. 

Nov. 

Dec. 

Sept . 
1962 

Aug. 

1963 

New  England  Division,  total . 

1,207 

1,074 

1,196 

1,278 

1,348 

1,311 

1,311 

1,332 

1,180 

1,153 

1,237 

1,346 

1,569 

+6 

♦  2 

-11 

Durable-goods  stores . 

348 

302 

355 

438 

472 

449 

423 

399 

326 

300 

372 

389 

409 

♦  12 

♦  9 

-18 

Nondurable-goods  stores . 

859 

772 

841 

840 

876 

862 

888 

933 

854 

853 

865 

957 

1,160 

+4 

0 

-8 

Food  group . 

330 

305 

337 

315 

345 

338 

368 

370 

320 

327 

319 

348 

358 

♦4 

-2 

-14 

GAF2,  total . 

228 

194 

231 

270 

272 

272 

242 

284 

254 

275 

283 

325 

470 

-2 

-8 

-11 

Middle  Atlantic  Division,  total .... 

3,545 

3,292 

3,822 

3,996 

4,146 

3,976 

3,902 

3,842 

3,681 

3,609 

3,971 

4,125 

4,725 

+3 

♦  2 

-4 

Durable-goods  stores . 

979 

892 

1,099 

1,234 

1,288 

1,183 

1,175 

971 

936 

914 

1,227 

1,217 

1,165 

♦  3 

♦  2 

-4 

Nondurable-goods  stores . 

2,566 

2,400 

2,723 

2,762 

2,858 

2,793 

2,727 

2,871 

2,745 

2,695 

2,744 

2,908 

3,560 

♦3 

+2 

-4 

GAF2,  total . 

772 

685 

854 

952 

948 

946 

862 

938 

960 

943 

1,007 

1,132 

1,610 

+4 

+2 

♦  2 

General  merchandise  group . 

325 

296 

380 

426 

431 

439 

393  . 

435 

443 

419 

454 

526 

793 

♦7 

♦6 

♦  2 

East  North  Central  Division,  total. 

3,724 

3,481 

4,013 

4,302 

4,427 

4,366 

4,289 

4,424 

4,072 

3,957 

4,386 

4,447 

5,031 

+6 

+3. 

-8 

Durable-goods  stores . 

1,088 

1,045 

1,255 

1,451 

1,470 

1,478 

1,474 

1, 388 

1,  258 

1,139 

1,494 

1,419 

1,363 

+  11 

.10 

-9 

Nondurable-goods  stores . 

2,636 

2,436 

2,758 

2,851 

2,957 

2,888 

2,815 

3,036 

2,814 

2,818 

2,892 

3,028 

3,668 

♦3 

0 

-7 

Food  group . 

988 

932 

1,024 

968 

1,049 

1,035 

1,007 

1, 080 

966 

983 

971 

1,020 

1,094 

♦3 

-2 

-11 

GAF2,  total . 

720 

658 

834 

932 

920 

922 

869 

1, 001 

981 

91 1 

956 

1,077 

1,567 

♦9 

.8 

-2 

General  merchandise  group . 

378 

359 

463 

517 

515 

519 

472 

565 

543 

520 

541 

637 

928 

♦7 

+4 

-4 

West  North  Central  Division,  total . 

1,518 

1,432 

1,661 

1,808 

1,867 

1,850 

1,821 

1,845 

1,706 

1,743 

1,919 

1,869 

2,051 

♦3 

-2 

-8 

Durable-goods  stores . 

495 

489 

589 

651 

668 

672 

658 

640 

611 

601 

732 

678 

655 

♦3 

♦  2 

-5 

Nondurable-goods  stores . 

1,023 

943 

1,072 

1,157 

1,199 

1,178 

1,163 

1,  205 

1,095 

1,142 

1,187 

1,191 

1,396 

♦4 

-4 

-9 

Food  group . 

338 

319 

347 

335 

362 

366 

361 

376 

334 

366 

356 

355 

375 

-1 

-9 

-11 

GAF2,  total . 

275 

248 

316 

355 

344 

347 

328 

362 

343 

361 

381 

401 

572 

+5 

-5 

-5 

General  merchandise  group . 

155 

138 

185 

214 

202 

204 

189 

218 

199 

213 

223 

238 

357 

+6 

-7 

-9 

South  Atlantic  Division,  total . 

2,460 

2,293 

2,646 

2,734 

2,776 

2,700 

2,637 

2,765 

2,452 

2,374 

2,618 

2,699 

3,206 

♦7 

♦3 

-11 

Durable-goods  stores . 

810 

769 

888 

950 

967 

936 

908 

876 

767 

704 

893 

865 

913 

♦11 

♦9 

-12 

Nondurable -goods  stores . 

1,650 

1,524 

1,758 

1,784 

1,809 

1,764 

1,729 

1,889 

1,685 

1,670 

1,725 

1,834 

2,293 

+4 

♦  1 

-11 

GAF2,  total . 

495 

449 

557 

597 

565 

565 

533 

617 

569 

552 

568 

645 

1,009 

+5 

♦3 

-8 

General  merchandise  group . 

254 

235 

307 

322 

306 

304 

283 

334 

296 

276 

294 

340 

543 

♦9 

+7 

-11 

East  South  Central  Division,  total . 

898 

853 

992 

1,039 

1,061 

1,019 

994 

1,062 

973 

943 

996 

999 

1,205 

♦  5 

+3 

-8 

Nondurable -goods  stores . 

583 

551 

648 

670 

694 

648 

651 

707 

660 

631 

647 

661 

831 

♦6 

♦5 

-7 

-►9 

♦  2 

-11 

GAF2,  total . 

165 

158 

204 

228 

224 

210 

202 

234 

223 

213 

216 

233 

360 

♦4 

♦5 

-5 

General  merchandise  group . 

84 

81 

109 

121 

117 

113 

109 

124 

116 

108 

113 

122 

198 

♦9 

+7 

-6 

West  South  Central  Division,  total. 

1,575 

1,539 

1,760 

1,771 

1,854 

1,804 

1,812 

1,870 

1,688 

1,667 

1,779 

1,725 

1,980 

+5 

♦1 

-10 

Nondurable -goods  stores . 

1,015 

961 

1,114 

1,119 

1,150 

1,139 

1,152 

1, 222 

1, 104 

1,096 

1,116 

1,109 

1,352 

♦5 

♦  1 

-10 

GAF2,  total . 

278 

255 

312 

351 

350 

339 

335 

380 

332 

340 

352 

374 

556 

♦3 

-2 

-13 

General  merchandise  group . 

129 

121 

152 

170 

170 

167 

161 

189 

166 

162 

169 

186 

285 

♦5 

♦  2 

-12 

Mountain  Division,  total . 

730 

690 

833 

850 

877 

878 

944 

942 

840 

798 

807 

796 

946 

♦2 

♦  5 

-11 

Nondurable-goods  stores . 

501 

468 

566 

568 

581 

578 

596 

625 

556 

555 

551 

557 

680 

♦  1 

0 

-11 

GAF2,  total . 

120 

113 

133 

147 

153 

147 

149 

164 

149 

145 

153 

160 

252 

♦3 

♦  3 

-10 

-9 

General  merchandise  group . 

61 

60 

72 

84 

88 

83 

82 

95 

80 

77 

84 

91 

147 

♦5 

+4 

-16 

Pacific  Division,  total . 

2,604 

2,433 

2,730 

2,740 

2,872 

2,833 

2,830 

2,936 

2,644 

2,619 

2,863 

2,905 

3,414 

♦4 

♦  1 

-10 

Durable-goods  stores . 

871 

833 

940 

955 

1,007 

990 

987 

962 

857 

820 

1,002 

981 

993 

♦4 

♦5 

-11 

Nondurable -goods  stores . 

1,733 

1,600 

1,790 

1,785 

1,865 

1,843 

1,843 

1,974 

1,787 

1,799 

1,861 

1,924 

2,421 

♦4 

-1 

-9 

Food  group . 

665 

623 

690 

636 

683 

658 

673 

733 

647 

661 

667 

669 

720 

♦3 

-2 

-12 

GAF2,  total . 

519 

474 

553 

589 

599 

599 

584 

644 

5% 

601 

632 

704 

1,066 

♦6 

-1 

-7 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  In  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shewn  at  end  of  report. 


1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  In  department  store  types  of  merchandise 
1C)  (c)  See  footnote  to  Table  1. 
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Table  3.  ESTIMATED  MONTHLY-  SALES  OF  RETAIL  STORES  FOR  THE  NINE  LARGEST  STATES:  SEPTEMBER  1962  TO  SEPTEMBER  1963 


(Millions  of  dollars.  feta  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1963 

1962 

Percentage  change 

Apr. -Sept. 
1963 
from — 
Apr. -Sept. 
1962 

Sept.  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept . 1 

Sept. 

Oct. 

Nov. 

Dec. 

Sept. 

1962 

Aug. 

1963 

California . 

2,009 

1,898 

2,111 

2,113 

2,204 

2,156 

2,140 

2,192 

1,974 

1,980 

2,206 

2,251 

2,631 

+4 

0 

-10 

Illinois . 

1,100 

1,026 

1,203 

1,275 

1,290. 

1,235 

1,193 

1,234 

1,164 

1,150 

1,262 

1,316 

1,528 

+3 

+1 

-6 

Massachusetts . 

603 

535 

595 

624 

662 

636 

606 

607 

556 

551 

595 

672 

785 

+5 

+1 

-8 

Michigan . 

805 

745 

846 

909 

947 

936 

945 

953 

841 

856 

960 

963 

1,073 

+5 

-2 

-12 

New  Jersey . 

670 

635 

744 

770 

780 

752 

749 

717 

679 

664 

739 

762 

856 

+5 

+2 

-5 

New  York. . 

1,825 

1,690 

1,921 

1,996 

2,075 

1,992 

1,940 

1,949 

1,898 

1,847 

2,022 

2,107 

2,441 

+4 

+3 

-3 

Ohio . 

920 

871 

1,006 

1,072 

1,100 

1,087 

1,088 

1,135 

1,075 

996 

1,116 

1,135 

1,268 

+6 

+8 

-5 

Pennsylvania . 

1,050 

967 

1,157 

1,230 

1,291 

1,232 

1,213 

1,176 

1,104 

1,098 

1,210 

1,256 

1,428 

+2 

+1 

-6 

Texas, . 

959 

959 

1.097 

1,149 

1,104 

1,088 

1,130 

1,018 

1,033 

1,095 

1,061 

1,199 

+3 

-1 

-10 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  SEPTEMBER  1962  TO  SEPTEMBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Statistical  areas 

1963 

1962 

Percentage  change 

Apr. -Sept. 
1963 
from — 
Apr. -Sept. 
1962 

Sept.  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept.1 

Sept. 

Oct. 

Nov. 

Dec. 

Sept. 

1962 

Aug. 

1963 

Standard  Consolidated  Areas2 

Chicago,  HI. -Northwestern  Ind., 

total . 

767 

731 

878 

915 

913 

884 

837 

869 

813 

823 

905 

947 

1,104 

+2 

-1 

-6 

New  York-Northeastern  N.J., 

total . 

1,661 

1,550 

1,768 

1,813 

1,864 

1,778 

1,693 

1,693 

1,645 

1,611 

1,797 

1,861 

2,147 

+5 

+2 

-3 

OAT3 . 

396 

343 

424 

463 

457 

461 

413 

445 

491 

466 

505 

552 

767 

+4 

4-5 

4- 1C 

Standard  Metropolitan 

Statistical  Areas2 

Chicago,  HI.,  total . 

706 

669 

808 

843 

841 

810 

765 

797 

748 

759 

831 

872 

1,025 

+2 

-1 

-6 

4-7 

-12 

+8 

+4 

Los  Angeles,  Calif.,  total . 

923 

847 

947 

945 

978 

953 

965- 

989 

887 

887 

1,014 

1,035 

1,232 

0 

-10 

4-7 

+4 

New  York.  N.  Y.,  total . 

1, 195 

1,106 

1,240 

1,270 

1,312 

1,250 

1,204 

1,220 

1,198 

1,164 

1,288 

1,342 

1,568 

4-3 

-2 

+4 

4-6 

4-12 

-*■■  ■  ..1_ 1—  ...  L  1  .. ,  ,  -  ,L  1  1_ L : 1_ 1_ 1_ 1 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

*  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  «nd  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  =  0  to  3.5  percent  a  =  0  to  1.5  percent 

B  =  3.6  to  7.0  percent  b  ”  1*6  to  3.0  percent 

C  =  7.1  to  10.5  percent  c  =  3.1  to  4.5  percent 

1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

bollar  volume  estimates 

Percentage  change  from  same 
month  a  year  ago 

Month- to-month  percent  change 
2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

OAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

b 

b 

Furniture  and  appliance  group... 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . , . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

Gasoline  service  stations . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

*  b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


-Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . . . 

B 

A 

A 

B 

B 

B 

3 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

l 

B 

Nondurable -goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Perce 

ntage  change 

fran  same  tr 

lonth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

X 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . . . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Pen 

:ent  change 

over  2  consecutive  month 

s 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-good6  stores . 

b 

b 

a 

b 

b 

b 

3 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

1 

a 

a 

l 

a 

b 

GAF,  total . . . 

b 

a 

a 

a 

a 

b 

a 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

a 

Table  S-4.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York-Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

B 

C 

B 

B 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;. i.e. ,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  nonth,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  cf 
selection.  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subs ample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist¬ 
ence  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
morrth(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above . 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business .  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  Is  measurable. 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that' 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates.) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against a  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  frcm  this  report  by  subtracting 
published  data  from  their  respective  totals .  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  ccan- 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 


CHICAGO,  ILL.— NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

GARY -HAMMCND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERS  ON -CL  IFTQN-PASSAIC,  N.J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 

Middlesex  and  Somerset  counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  lake,  McHenry,  and 
Will  counties.  Ill. 

DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES-LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties.  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 

N.  J. 


Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  October  1963 


SALES 


Total  sales  of  all  retail  stores  in  the  United 
States  during  October  1963  were  estimated  at  $21.6 
billion,  12  percent  above  the  sales  estimated  for 
September  1963  and  5  percent  above  October  1962. 
After. adjustment  for  seasonal  variations  and  trading 
day  differences  but  not  for  price  changes,  October 
1963  sales  were  estimated  at  $20.8  billion,  2  per¬ 
cent  above  the  previous  month  and  5  percent  above 
the  corresponding  month  in  1962.  Adjusted  sales  of 
durable-goods  stores  in  October  1963  increased  5 
percent  from  the  previous  month  and  were  9  percent 
above  October  1962.  Adjusted  sales  of  nondurable- 
goods  stores  in  October  1963  were  virtually  unchanged 
from  the  previous  month  and  were  3  percent  above 
October  1962. 


Based  on  adjusted  data,  sales  in  the  durable-goods 
stores  category  reflected  month-to-month  increases 
ln.  the  automotive  group  (+7#),  furniture  and  ap¬ 
pliance  group  (+4$),  and  the  lumber,  building,  hard¬ 
ware,  farm  equipment  group  (+2$) .  In  the  nondurable 
goods  stores  category,  month-to-month  increases  were 
reported  by  eating  and  drinking  places  (+4$)  and  the 
food  group  (+1*)  while  the  apparel  and  general  mer¬ 
chandise  groups  each  declined  (-3$) . 


A  comparison  of  adjusted  sales  for  October  1963 
with  the  adjusted  sales  for  October  1962  shows  in¬ 
creases  for  all  kind-of -business  groups  except  for 
the  apparel  group  which  declined  (-1$).  In  the  dur¬ 
able-goods  stores  category,  the  largest  increase  was 
reported  by  the  furniture  and  appliance  group  (+13$) . 
In  the  nondurable -goods  stores  category  the  largest 
(n5$)aSe  WaS  Sh0Vm  by  eating  and  drinking  places 


Cumulative  sales  of  all  retail  stores  for  the  first 
ten  months  of  1963  amounted  to  $199.9  billion  an 
increase  of  5  percent  from  the  $190.3  billion  esti¬ 
mated  for  the  similar  period  in  1962.  On  an  adjusted 
basis  all  major  business  groups  show  sales  increases 
with  the  automotive  group  reporting  the  largest  in¬ 
crease  (+8$)  followed  by  the  furniture  and  appliance 
group  (+7$),  general  merchandise  group  (+6$),  and  eat- 
mg  and  drinking  places  (+5) . 


Retail  stores  in  the  United  States  reported  $14.2 
Million  in  total  accounts  receivable  balances  owed  by 
customers  as  of  October  31,  1963.  This  amount  was 
1  percent  higher  than  the  $14.0  billion  reported  as 
of  September  30,  1963,  and  about  6  percent  higher 
than  the  $13.4  billion  outstanding  at  the  end  of 
October  a  year  ago.  The  increase  in  total  credit 
balances  from  September  1963,  based  on  data  not  ad¬ 
justed  for  seasonal  variations,  reflected  a  1  percent 
increase  in  installment  account  balances  and  a  2  per¬ 
cent  increase  in  charge  account  balances.  Compared 
with  October  a  year  ago,  installment  balances  in¬ 
creased  10  percent,  while  charge  balances  increased 
3  percent. 


Total  receivable  balances  of  durable-goods  stores 
as  of  October  31,  1963  were  1  percent  higher  than 
balances  for  the  previous  month  and  6  percent  higher 
than  those  outstanding  at  the  end  of  October  1962. 
Nondurable-goods  stores  reported  a  2  percent  increase 
in  total  credit  outstanding  from  the  September  30, 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  OCTOBER  1963 


(Millions  of  dollars) 


Kind  of  business 

1963 

1962 

Total 

_ 10  mnnt.hfi _ 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

1  Sept. 

Oct.1 

Oct. 

Nov. 

Dec . 

1963 

1962 

Data  NOT  ADJUSTED  for 

seasonal  variations  or  trading 

day  differences 

United  States,  total . 

18,261 

17,087 

19,653 

20,518 

21,228 

20,737 

20,540 

21,018 

19, 267 

21,564 

20, 576 

20,911 

24,127 

199, 873 

190, 313 

Durable-goods  stores,  total . 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,586 

6,988 

6,742 

6,766 

65,892 

61,434 

Nondurable-goods  stores,  total . 

12, 566 

11,655 

13,270 

13, 536 

13,989 

13,693 

13,564 

14,462 

13,268 

13,978 

13,588 

14,169 

17,361 

133,981 

128, 879 

Food  group . 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,928 

4,803 

4,917 

5,237 

48, 814 

47,455 

Grocery  stores  . 

4,303 

4,048 

4,531 

4,223 

4,578 

4,483 

4,502 

4,828 

4,238 

4,461 

4,350 

4,456 

4,732 

44, 195 

42,936 

Meat  markets . 

124 

120 

126 

123 

132 

124 

131 

132 

118 

124 

124 

127 

134 

1,254 

1,231 

Bakery  products  stores . 

90 

83 

93 

90 

90 

90 

86 

93 

91 

97 

95 

97 

102 

903 

874 

Eating  and  drinking  places . 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,563 

1,485 

1,445 

1,479 

15,059 

14, 381 

Eating  places . 

920 

859 

982 

1,027 

1,098 

1,127 

1,159 

1,202 

1,070 

1,095 

1,030 

994 

1,010 

10, 539 

10,019 

Restaurants,  cafeterias,  lunchrooms . 

775 

726 

818 

839 

882 

896 

925 

972 

870 

903 

849 

825 

843 

8,606 

8,185 

Drinking  places . 

414 

395 

439 

436 

464 

465 

487 

496 

456 

468 

455 

451 

469 

4,520 

4,362 

General  merchandise  group . 

1,756 

1,627 

2,075 

2,299 

2,278 

2,287 

2,129 

2,465 

2,295 

2,455 

2,372 

2,711 

4,119 

21,666 

20,376 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,260 

1,134 

1,492 

1,636 

1,638 

1,168 

1,524 

1,769 

1,657 

1,751 

1,724 

1,959 

2,972 

15,029 

14,536 

Department  stores . 

1,005 

902 

1,199 

1,315 

1,317 

1,352 

1,224 

1,420 

1,351 

1,419 

1,377 

1,575 

2,422 

12, 504 

11,785 

Variety  stores . 

259 

274 

320 

384 

361 

357 

341 

390 

354 

388 

360 

400 

751 

3,428 

3,306 

Mail  order  houses  (department  store 

merchandise) . 

139 

130 

159 

169 

166 

150 

157 

192 

181 

208 

183 

245 

267 

1,651 

1,512 

Apparel  group . 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,205 

1,214 

1,320 

2,127 

10,994 

10,891 

Men's,  boys'  wear  stores2 . 

204 

160 

186 

224 

218 

239 

200 

209 

203 

221 

226 

258 

467 

2,064 

2,015 

Men's,  boys'  clothing,  furnishings  stores. 

197 

155 

180 

216 

211 

233 

194 

203 

197 

212 

217 

250 

456 

1,998 

1,964 

Women's  apparel,  accessory  stores3 . 

377 

326 

428 

482 

460 

421 

390 

446 

448 

475 

468 

513 

801 

4,253 

4,162 

Women's  ready-to-wear  stores . 

329 

286 

382 

424 

402 

372 

342 

394 

399 

420 

413 

450 

698 

3,750 

3,634 

Family  clothing  stores . 

190 

157 

212 

247 

229 

224 

196 

238 

231 

251 

248 

280 

465 

2,175 

2,175 

Shoe  stores . 

169 

147 

205 

259 

210 

202 

179 

212 

214 

198 

212 

209 

305 

1,995 

2,048 

Furniture  and  appliance  group . 

830 

781 

838 

854 

934 

933 

965 

992 

980 

1,091 

962 

1,020 

1,216 

9,198 

8,578 

Furniture,  home  furnishings  stores . 

517 

502 

543 

574 

612 

599 

608 

651 

647 

724 

627 

658 

745 

5,977 

5,594 

Furniture  stores . 

374 

356 

387 

404 

448 

443 

455 

496 

476 

526 

462 

478 

563 

4,365 

4,085 

Household  appliance,  TV,  radio  stores . 

313 

279 

295 

280 

322 

334 

357 

341 

333 

367 

335 

362 

471 

3,221 

2,984 

Household  appliance  dealers . 

228 

201 

211 

206 

240 

252 

271 

256 

247 

267 

250 

270 

346 

2,379 

2,313 

Lumber,  building,  hardware,  farm  equipment 

group . 

921 

886 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,521 

1,420 

1,271 

1,190 

12,998 

12,607 

Lumber  yards,  building  materials  dealers4... 

520 

493 

604 

748 

828 

819 

876 

911 

842 

897 

846 

760 

609 

7,538 

7,369 

Lumber  yards . 

347 

324 

398 

498 

551 

555 

600 

632 

582 

608 

560 

500 

398 

5,095 

4,840 

Hardware  stores . 

175 

156 

191 

229 

240 

231 

224 

227 

213 

222 

222 

216 

312 

2,108 

2,100 

Automotive  group . 

3,487 

3,309 

3,926 

4,262 

4,301 

4,126 

4,003 

3,529 

2,990 

4,  372 

4,082 

3,869 

3,434 

38,305 

35,491 

Passenger  car,  other  automotive  dealers . 

3,309 

3,148 

3,732 

4,033 

4,060 

3,865 

3,746 

3,288 

2,779 

4,134 

3,850 

3,641 

3,139 

36,094 

33,346 

Passenger  car  dealers5 . 

3,215 

3,043 

3,608 

3,871 

3,905 

3,715 

3,608 

3,151 

2,677 

4,032 

3,736 

3,542 

3,053 

34, 825 

32, 153 

Passenger  car  dealers  (franchised) . 

2,921 

2,753 

3,290 

3,546 

3,570 

3,404 

3,313 

2,883 

2,402 

3,741 

3,404 

3,229 

2,784 

31,823 

28,963 

Tire,  battery,  accessory  dealers . 

178 

161 

194 

229 

241 

261 

257 

241 

211 

238 

232 

228 

295 

2,211 

2,145 

Gasoline  service  stations . 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,642 

1,604 

1,561 

1,629 

16,020 

15,455 

Other  retail  stores . 

2,669 

2,542 

2,665 

2,762 

2,876 

2,639 

2,621 

2,657 

2,601 

2,787 

2,634 

2,797 

3,696 

26, 819 

25,079 

Drug  and  proprietary  stores . 

649 

641 

667 

652 

676 

664 

660 

680 

647 

667 

647 

660 

880 

6, 603 

6,492 

Drug  stores . 

630 

623 

647 

632 

655 

640 

636 

655 

622 

641 

623 

636 

848 

6,381 

6,258 

Liquor  stores . 

409 

386 

427 

429 

458 

450 

474 

489 

437 

465 

447 

488 

700 

4,424 

4,213 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total . * . 

20,387 

20,374 

20,350 

20,276 

20,200 

20,486 

20, 719 

20,666 

20, 426 

20, 751 

r 

19,837 

20,112 

20,253 

204,635 

194,744 

Durable-goods  stores,  total . 

6,624 

6,624 

6, 576 

6,646 

6,512 

6,630 

6,773 

6,562 

6, 606 

6,929 

r6,353 

6,437 

6,488 

66,482 

61,  881 

Nondurable-goods  stores,  total . 

13,763 

13,750 

13,774 

13,630 

13,688 

13,856 

13,946 

14, 104 

13,820 

13,822 

13,484 

13,675 

13,765 

138,153 

132, 863 

Food  group.. . 

4,924 

4,894 

4,853 

4,864 

4,890 

4,923 

5,030 

4,996 

4,897 

4,961 

4,881 

4,860 

4,908 

49,232 

47,916 

Grocery  stores  . 

4,463 

4,433 

4,399 

4,400 

4,414 

4,456 

4,540 

4,527 

4,441 

4,496 

4,427 

4,401 

4,445 

44,569 

43, 347 

Eating  and  drinking  places . 

1,480 

1,496 

1,507 

1,518 

1,504 

1,511 

1,497 

1,519 

1,470 

1,536 

1,456 

1,471 

1,473 

15,038 

14, 350 

General  merchandise  group . 

2,324 

2,332 

2,409 

2,301 

2,322 

2,434 

2,441 

2,497 

2,411 

2,338 

2,270 

2,354 

2,348 

23,809 

22,373 

Departmeht  stores . 

1,343 

1,344 

1,410 

1,321 

1,345 

1,427 

1,418 

1,465 

1,398 

1,335 

1,300 

1,34" 

1,361 

13,806 

12,995 

Variety  stores . 

373 

376 

378 

377 

380 

389 

385 

387 

386 

400 

371 

374 

374 

3,831 

3,699 

Mail  order  houses  (department  store  mdse.).. 

174 

174 

180 

177 

169 

186 

196 

198 

190 

182 

162 

173 

172 

1,826 

1,674 

Apparel  group . 

1,222 

1,209 

1,207 

1,166 

1,156 

1,179 

1,214 

1,259 

1,204 

1,162 

1,178 

1,220 

1,241 

11,978 

11,838 

Men's,  boys'  wear  stores2 . 

231 

234 

233 

233 

221 

222 

239 

247 

238 

220 

226 

233 

238 

2,318 

2,260 

Women's  apparel,  accessory  stores3 . 

461 

460 

462 

443 

447 

471 

475 

480 

465 

454 

452 

472 

471 

4,618 

4,512 

Shoe  stores . 

217 

215 

219 

203 

203 

199 

202 

209 

198 

197 

211 

218 

230 

2,062 

2,111 

Furniture  and  appliance  group . 

938 

953 

940 

945 

938 

935 

979 

939 

985 

1,024 

910 

928 

925 

9,576 

8,943 

Furniture,  home  furnishings  stores . 

599 

616 

607 

617 

598 

611 

613 

611 

648 

671 

583 

592 

592 

6,191 

5,804 

Household  appliance,  TV,  radio  stores . 

339 

337 

333 

328 

340 

324 

366 

328 

337 

353 

327 

336 

333 

3,385 

3,139 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,278 

1,273 

1,289 

1,290 

1,238 

1,263 

1,262 

1,299 

1,318 

1,346 

1,256 

1,272 

1,293 

12,956 

12,475 

Lumber  yards,  building  materials  dealers4... 

721 

718 

722 

736 

738 

750 

746 

771 

761 

764 

717 

721 

710 

7,427 

7,284 

Hardware  stores . 

225 

221 

220 

221 

202 

212 

212 

221 

214 

222 

,  222 

221 

240 

2,170 

2,156 

Automotive  group . 

3,854 

3,820 

3,764 

3,824 

3,740 

3,843 

3,940 

3,733 

3,717 

3,966 

i.666 

3,704 

3,731 

38,201 

35,299 

Passenger  car,  other  automotive  dealers . 

3,624 

3,598 

3,544 

3,602 

3,515 

3,607 

3,709 

3,512 

3,495 

3,735 

3,443 

3,474 

3,492 

36,141 

33,101 

Tire,  battery,  accessory  dealers . 

230 

222 

220 

222 

225 

236 

231 

221 

222 

231 

223 

230 

239 

2,260 

2, 198 

Gasoline  service  stations.... . 

1,627 

1,611 

1,618 

1,594 

1,581 

1,584 

1,602 

1,612 

1,605 

1,611 

1,571 

1,577 

1,600 

16,045 

15,474 

Drug  and  proprietary  stores . 

670 

683 

678 

677 

678 

674 

674 

685 

688 

683 

662 

682 

677 

6, 790 

6,674 

Liquor  stores . 

456 

457 

458 

471 

469 

475 

481 

476 

466 

477 

459 

462 

462 

4,686 

4,466 

Preliminary  estimates,  see  Explanatory  Material,  page  14 . 

Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Includes  lumber  yardc,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores.  5  Includes  both  franchised  and  nonfranohised  car  dealers. 
Note:  United  States  and  group  totals  Include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 
A  special  adjustment  is  made  to  the  passenger  car  dealer  estimates  to  reflect  changes  in  timing  of  new  model  year  introductions.  The  adjustment  factors 
for  October  1962  and  1963  have  been  revised  to  include  the  1964  model  introductions. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  OCTOBER  1963 


Percentage  changes  in  sales — 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

October  1963 
from — 

10  mos. 
1963 

Kind  of  business 

October  1963 
from — 

10  mos. 
1963 

Oct. 

1962 

Sept. 

1963 

from 

10  mos. 
1962 

Oct. 

1962 

Sept. 

1963 

from 

10  mos. 
1962 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total 


Durable-goods  stores,  total . . . 
Nondurable-goods  stores,  total 


Food  group . 

Grocery  stores . 

Meat  markets . 

Fruit  stores,  vegetable  markets* . 

Candy,  nut,  confectionery  stores* - 

Bakery  products  stores . 

Delicatessen  stores* . 

Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 


Apparel  group . 

Men's,  boys'  clothing,  furnishings  stores . 

Men's,  boys'  clothing  stores* . 

Men's,  boys'  furnishings  stores* . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Women's  apparel,  accessory,  specialty  stores*. 
Shoe  stores . 


+5 

+12 

+5 

Furniture  and  appliance  group . 

+13 

+11 

+7 

Furniture  stores . 

+14 

+11 

+7 

Floor  coverings  stores* . 

+35 

+13 

+19 

+9 

+26 

+7 

Household  appliance,  TV,  radio  stores . 

+10 

+10 

+8 

+3 

+5 

Household  appliance  stores . 

+7 

+8 

+3 

TV,  radio  stores* . 

+20 

+17 

+26 

+3 

+5 

+3 

Lumber,  building,  hardware,  farm  equipment 

+3 

+5 

+3 

group . 

+7 

+6 

+3 

0 

+5 

+2 

Lumber,  building  materials  dealers . 

+6 

+7 

+2 

+15 

-7 

+10 

Lumber  yards . 

+9 

+4 

+5 

-8 

+4 

-4 

Paint,  glass,  wallpaper  stores* . 

+16 

+7 

+9 

+2 

+7 

+3 

Heating  and  plumbing  equipment  dealers* . 

-4 

+4 

-10 

+8 

+4 

+3 

Hardware  stores . 

0 

+4 

0 

Farm  equipment  dealers* . 

+14 

+7 

+7 

+5 

+2 

+5 

Automotive  group . 

+7 

+46 

+8 

+4 

Passenger  car  dealers . 

+8 

+51 

+8 

+3 

+3 

+4 

Passenger  car  dealers  ( franchised ) . 

+10 

+56 

+10 

Tire,  battery,  accessory  dealers . 

+3 

+13 

+3 

+3 

+7 

+6 

Gasoline  service  stations . 

+2 

+3 

+4 

+2 

+6 

+3 

Fuel  fuel  oil  dealers* . 

0 

+13 

+9 

+3 

+5 

+6 

Fuel  dealers,  except  fuel  oil* . 

-3 

+11 

+7 

+8 

+10 

+4 

Fuel  oil  dealers* . 

+2 

+14 

+10 

+14 

+15 

+9 

Drug  and  proprietary  stores . 

+3 

+3 

+2 

Drug  stores . 

+3 

+3 

+2 

Liquor  stores . 

+4 

+6 

+5 

-1 

+4 

+1 

Jewelry  stores* . 

+12 

+11 

+8 

-2 

+8 

+2 

Florists* . 

+20 

+15 

+16 

0 

+7 

+4 

Book  stores* . 

+31 

-25 

+22 

-13 

+8 

-8 

Stationery  stores* . 

+15 

+3 

+18 

+2 

+5 

+3 

Music  stores* . 

+13 

+3 

+14 

+1 

+9 

0 

Camera,  photographic  supply  stores* . 

+28 

+10 

+20 

+8 

+8 

+2 

Optical  goods  stores* . 

-6 

+7 

+10 

-7 

-7 

-3 

Typewriter  stores* . 

-12 

0 

+17 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+5 

+2 

+5 

Durable-goods  stores,  total . 

+9 

+5 

+7 

Nondurable -goods  stores,  total . 

+3 

0 

+4 

Food  group . . 

+2 

+1 

+3 

Grocery  stores . 

+2 

+1 

+3 

Eating  and  drinking  places . 

+5 

+4 

+5 

General  merchandise  group . 

+3 

-3 

+6 

Department  stores . 

+3 

-5 

+6 

Variety  stores . 

Mail  order  houses  (department  store 

+8 

+4 

+4 

merchandise) . 

+12 

-4 

+9 

Apparel  group . 

Men ' s,  boys '  wear  stores . 

-1 

-3 

+1 

-3 

-8 

+3 

Women's  apparel,  accessory  stores . 

0 

-2 

+2 

Shoe  stores . 

1  -7 

-1 

-2 

Furniture  and  appliance  group . 

+13 

+4 

+7 

Furniture,  home  furnishings  stores . 

+15 

+4 

+7 

Household  appliance,  TV,  radio  stores . 

+8 

+5 

+8 

Lumber,  building,  hardware,  farm  equipment 

+7 

+2 

Lumber,  building  materials  dealers . 

+7 

0 

+2 

Hardware  stores . 

0 

-4 

+1 

Automotive  group . 

+8 

+7 

+8 

Passenger  car  and  other  automotive  dealers.... 

+8 

+7 

+9 

Tire,  battery,  accessory  dealers . 

+4 

+4 

+3 

Gasoline  service  stations . 

+3 

0 

+4 

Drug  and  proprietary  stores . 

+3 

-1 

+2 

Liquor  stores . 

+4 

+2 

+5 

*  See  Explanatory  Material,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  OCTOBER  1963 

(Millions  of  dollars) 


1962 

1963 

10  months 

Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Oct. 

Nov. 

Dec . 

1963 

1962 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,075 

3,826 

4,571 

4,651 

4,849 

4,767 

4,601 

5,107 

4,611 

4,932 

4,692 

5,056 

6,527 

45,990 

43,993 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

283 

3,792 

272 

3,554 

324 

4,247 

355 

4,296 

384 

4,465 

385 

4,382 

388 

4,213 

389 

4,718 

365 

4,246 

412 

4,521 

392 

4,300 

395 

4,661 

468 

6,059 

3,557 

42,434 

3,408 

40,585 

1,951 

1,842 

2,119 

1,920 

2,123 

2,006 

1,974 

2,193 

1,877 

2,029 

1,943 

2,053 

2,165 

20,034 

19,477 

Grocery  stores1 . 

1,897 

1,790 

2,067 

1,862 

2,063 

1,950 

1,915 

2,137 

1,825 

1,976 

1,890 

2,000 

2,103 

19,482 

18,943 

91 

89 

102 

102 

107 

108 

111 

115 

107 

109 

103 

99 

101 

1,041 

1,002 

1,120 

1,035 

1,329 

1,504 

1,491 

1,537 

1,436 

1,662 

1,546 

1,645 

1,519 

1,734 

2,664 

14,305 

13,170 

Department  stores  and  dry  goods,  general 

792 

708 

950 

1,058 

1,062 

1,118 

1,023 

1,188 

1,116 

1,162 

1,077 

1,214 

1,849 

10, 177 

9,282 

689 

618 

829 

921 

927 

977 

891 

1,027 

972 

1,013 

939 

1,062 

1,617 

8,864 

8,073 

Variety  stores . 

191 

204 

241 

294 

276 

276 

263 

301 

272 

298 

279 

307 

578 

2,616 

2,519 

Apparel  group . 

232 

202 

283 

363 

315 

307 

263 

310 

309 

311 

314 

346 

546 

2,885 

2,843 

24 

19 

25 

29 

29 

30 

25 

25 

25 

30 

30 

35 

58 

261 

258 

Women's  apparel,  accessory  stores3 . 

93 

82 

116 

141 

135 

130 

115 

138 

128 

131 

124 

143 

228 

1,209 

1,119 

Women's  ready-to-wear  stores . 

86 

76 

107 

129 

124 

120 

106 

128 

118 

120 

114 

132 

209 

1, 114 

1,021 

70 

64 

87 

113 

90 

87 

71 

34 

93 

83 

93 

93 

14? 

842 

899 

72 

71 

85 

83 

91 

92 

91 

98 

94 

102 

101 

104 

119 

879 

847 

Tire,  battery,  accessory  dealers . 

69 

62 

77 

92 

97 

103 

102 

94 

83 

93 

92 

92 

126 

872 

869 

364 

362 

389 

394 

410 

397 

398 

407 

390 

420 

407 

431 

604 

3,931 

3,786 

Drug  and  proprietary  stores . 

129 

128 

135 

134 

138 

141 

138 

143 

135 

138 

132 

137 

213 

1,359 

1,290 

Liquor  stores . 

85 

84 

96 

93 

100 

95 

99 

105 

92 

102 

98 

106 

169 

951 

900 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

4,751 

4,737 

4,778 

4,705 

4,730 

4,848 

4,914 

4,983 

4,871 

4,825 

4,647 

4,713 

4,774 

48, 142 

46,043 

Grocery  stores . 

1,965 

1,952 

1,940 

1,946 

1,955 

1,964 

1,992 

2,007 

1,970 

2,004 

1,954 

1,940 

1,967 

19,695 

19,186 

Eating  and  drinking  places . 

99 

102 

104 

103 

104 

104 

105 

107 

105 

107 

101 

100 

101 

1,040 

1,004 

1, 511 

1,513 

1,569 

1,503 

1,512 

1,616 

1,628 

1,666 

1,626 

1,549 

1,443 

1,508 

1,520 

15,693 

14,472 

925 

923 

966 

914 

931 

1,002 

1,009 

1,046 

1,011 

943 

882 

930 

945 

9,670 

8,814 

Variety  stores . 

2  88 

288 

294 

287 

285 

297 

295 

294 

297 

303 

285 

288 

285 

2, 928 

2, 824 

317 

311 

311 

309 

309 

311 

324 

341 

316 

298 

304 

317 

319 

3, 147 

3,096 

29 

29 

29 

29 

29 

28 

33 

33 

31 

29 

29 

20 

29 

Women's  apparel,  accessory  stores3 . 

133 

126 

131 

126 

131 

136 

141 

147 

132 

125 

121 

128 

127 

1,  328 

Shoe  stores . 

92 

94 

92 

89 

85 

83 

82 

90 

87 

84 

94 

96 

99 

878 

Tire,  battery,  accessory  dealers . 

92 

88 

89 

90 

88 

93 

92 

88 

89 

91 

89 

92 

96 

900 

899 

Drug  and  proprietary  stores . . . . . 

140 

143 

140 

139 

143 

144 

145 

150 

147 

146 

140 

140 

138 

1,437 

1,361 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  For  October  1963,  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending 
October  5  ■  475;  October  12  =  446;  October  19  -  461;  October  26  =  447;  November  2  =  474. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  OCTOBER  1963 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1963 

1962 

Total 

10  months 

Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct.1 

Oct. 

Nov. 

Dec . 

1963 

1962 

United  States,  total . 

4,901 

4,592 

5,469 

5,574 

5,776 

5,685 

5,518 

6,094 

5,546 

5,962 

5,622 

6,044 

7,767 

55, 117 

51,855 

2,211 

2,087 

2,383 

2,166 

2,385 

2,261 

2,262 

2,497 

2, 150 

2, 305 

2,200 

2,300 

2,439 

22,707 

21,674 

Grocery  stores . 

2,138 

2,016 

2,309 

2,086 

2,302 

2,184 

2,179 

2,417 

2,074 

2, 227 

2,125 

2,225 

2,354 

21,932 

20,887 

Eating  and  drinking  places . 

135 

129 

147 

148 

156 

162 

164 

170 

159 

163 

150 

149 

153 

1,533 

1,422 

General  merchandise  group . 

1,235 

1,148 

1,476 

1,660 

1,643 

1,690 

1,571 

1,820 

1,692 

1,807 

1,694 

1,953 

2,973 

15,742 

14,494 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

880 

792 

1,064 

1,181 

1,188 

1,249 

1,138 

1,324 

1,242 

1, 301 

i,a2 

1,368 

2,073 

11,359 

10,247 

Department  stores . 

753 

679 

913 

1,010 

1,016 

1,070 

969 

1,117 

1,062 

1, 108 

1,033 

1,168 

1,782 

9,697 

8,758 

Drug  and  proprietary  stores . 

156 

154 

162 

160 

167 

169 

167 

176 

165 

168 

161 

166 

236 

1,644 

1,577 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shewn  separately. 


Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  OCTOBER  1963 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Area 

Percentage  change  in 

sales 

Percentage  change  in  sales 

October  1963  from — 

10  mos . 

1963 

from 

10  mos . 

1962 

Area 

October  1963  from — 

10  mos . 

1963 

from 

10  mos . 

1962 

October 

1962 

September 

1963 

October 

1962 

September 

1963 

STANDARD  METROPOLITAN  AREA 

New  York-Northeastern  New  Jersey1... 

0 

+8 

+5 

New  York  City . 

-2 

+  12 

-1 

Newark,  N.  J . 

+  2 

+6 

+5 

+  2 

+7 

+4 

0 

+6 

+2 

NA 

NA 

NA 

+  12 

+3 

Asheville,  N.  C. _ '. . 

+2 

+3 

+4 

+7 

-5 

+7 

+3 

+6 

+  18 

+  5 

+  12 

+2 

Philadelphia,  Pa . 

-9 

-10 

-2 

Phoenix,  Ariz. ...  . 

NA 

NA 

NA 

+6 

+  17 

+6 

+  2 

Baton  Rouge,  La . 

+  12 

-3 

+  15 

-1 

+7 

-1 

-8 

-1 

-6 

-3 

-2 

+  10 

+  1 

Rochester,  N.  Y . 

+  3 

+  10 

+7 

Sacramento,  Calif . 

+7 

+  12 

+  6 

Buffalo,  N.  Y . 

0 

-10 

+  9 

+4 

+12 

+2 

+4 

+6 

+8 

+  2 

San  Diego,  Calif . 

+3 

+  3 

+4 

-7 

+  3 

+7 

+  10 

+8 

-6 

+11 

-9 

0 

+  5 

0 

-1 

+6 

+3 

+  11 

+1 

+2 

+8 

+3 

+3 

+  28 

+  1 

Springfield,  Mo . 

+6 

-11 

+  3 

+9 

+  2 

+6 

-4 

+4 

+  2 

-1 

+4 

-1 

+  12 

+  21 

+9 

Erie,  Pa . 

+4 

-1 

+  1 

Toledo,  Ohio . 

-5 

-13 

+2 

NA 

NA 

NA 

+  2 

-13 

+4 

Flint,  Mich . 

+4 

-1 

+  8 

-3 

+6 

+  2 

+7 

+27 

+4 

+3 

+  3 

+  13 

NA 

NA 

NA 

+3 

+  14 

+2 

Grand  Rapids,  Mich . 

-1 

-2 

+  2 

Washington,  D.  C . 

+  10 

+8 

+  10 

Wheeling,  W.  Va . 

-3 

-13 

+  2 

+1 

+6 

+5 

+  2 

+  15 

+1 

+10 

+18 

+4 

-4 

-6 

0 

+11 

+21 

+  12 

-1 

+7 

-1 

Kansas  City,  Mo . 

-1 

+8 

+5 

Knoxville,  Tenn . 

+  5 

+  11 

+  3 

CITIES 

+3 

-2 

+  2 

0 

+3 

+1 

+4 

+3 

+  5 

+4 

+9 

0 

+7 

+  15 

+7 

-1 

+5 

-2 

+3 

+  8 

+4 

0 

+16 

+5 

+  1 

-1 

+6 

0 

+  9 

-1 

+1 

+14 

+3 

-5 

+  9 

-4 

+  14 

+32 

+  11 

+8 

-6 

+5 

+  2 

-6 

+4 

-5 

+7 

+  3 

+  16 

-1 

New  Orleans,  La . 

+  3 

+  13 

+8 

Springfield,  Mass . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  banks  and  subject  to 
revision. 
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Table  6.  ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  3  NSTALLMENT  ACCOUNTS— UNITED  STATES,  BY  KIND  OF  BUS  IN  ESC :  OCTOBER  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1963 

1962 

Percentage 

change, 

Oct.  1963 
fran — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct  -1 

Oct. 

Nov. 

Dec . 

Oct. 

1962 

Sept. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

13,474 

12/700 

12,912 

13,352 

13,634 

13,799 

13,781 

14,016 

14,044 

14,245 

13,390 

13,557 

14,299 

♦6 

+1 

Durable -goods  stores,  total . 

5,892 

5,685 

5,799 

5,965 

6,160 

6,339 

6,457 

6,559 

6,586 

6,649 

6,245 

6,203 

6,241 

+6 

+1 

Nondurable -goods  stores,  total . 

7,582 

7,015 

7,113 

7,387 

7,474 

7,460 

7,324 

7,457 

7,458 

7,596 

7,145 

7,354 

8,058 

+6 

+2 

Food  group . 

328 

320 

332 

326 

342 

341 

349 

364 

355 

364 

355 

345 

354 

♦3 

+3 

Grocery  stores . 

270 

270 

276 

272 

291 

292 

298 

305 

300 

299 

297 

288 

297 

♦1 

0 

Eating  and  drinking  places . 

87 

81 

80 

76 

74 

78 

71 

74 

60 

72 

70 

76 

96 

♦3 

+20 

General  merchandise  group . 

4,510 

3,994 

4,031 

4,144 

4,228 

4,325 

4,287 

4,371 

4,452 

4,574 

4,131 

4,278 

4,782 

+11 

+3 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,489 

3,043 

3,065 

3,166 

3,227 

3,288 

3,274 

3,336 

3,381 

3,510 

3,183 

3,278 

3,720 

+10 

44 

Department  stores . 

3,104 

2,685 

2,695 

2,788 

2,853 

2,914 

2,904 

2,971 

3,000 

3,116 

2,847 

2,934 

3,340 

+9 

+4 

Mail  order  houses  (department  store  mdse.)... 

850 

791 

805 

812 

836 

868 

846 

868 

899 

918 

803 

838 

879 

+14 

+2 

Apparel  group . 

998 

913 

932 

950 

892 

879 

837 

855 

898 

925 

926 

930 

1,090 

0 

+3 

Women's  ready-to-wear  stores . 

453 

414 

438 

448 

418 

400 

371 

379 

406 

410 

420 

429 

509 

-3 

+1 

Furniture  and  appliance  group . 

2,073 

2,009 

1,984 

1,985 

2,067 

2,031 

2,005 

2,026 

2,035 

2,025 

1,982 

2,010 

2,130 

+2 

0 

Furniture,  home  furnishings  stores . 

1,601 

1,529 

1,512 

1,503 

1,575 

1,543 

1,528 

1,555 

1,573 

1,559 

1,500 

1,535 

1,636 

+4 

-1 

Furniture  stores . 

1,454 

1,392 

1,387 

1,366 

1,446 

1,426 

1,401 

1,433 

1,426 

1,412 

1,332 

1,367 

1,481 

+6 

-1 

Household  appliance,  TV,  radio  stores . 

472 

479 

472 

482 

492 

488 

477 

471 

462 

467 

482 

475 

494 

-3 

+1 

Household  appliance  dealers . 

408 

419 

416 

413 

428 

434 

429 

413 

403 

403 

421 

419 

432 

0 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,619 

1,587 

1,634 

1,769 

1,854 

1,925 

2,050 

2,117 

2,130 

2,143 

1,995 

1,936 

1,747 

+7 

+1 

Lumber  yards,  building  materials  dealers2.... 

1,177 

1,136 

1,125 

1,231 

1,283 

1,345 

1,445 

1,510 

1,552 

1,591 

1,445 

1,438 

1,265 

+10 

+3 

Lumber  yards . 

878 

852 

836 

917 

962 

1,014 

1,098 

1,134 

1,158 

1,184 

1,066 

1,059 

951 

+11 

+2 

Automotive  group . 

1,329 

1,276 

1,349 

1,401 

1,408 

1,456 

1,510 

1,462 

1,457 

1,508 

1,470 

1,421 

1,432 

+3 

44 

Passenger  car  dealers  3 . 

877 

834 

897 

947 

936 

943 

1,011 

944 

974 

1,045 

986 

933 

939 

+6 

+7 

Passenger  car  dealers  (franchised) . 

821 

775 

830 

867 

861 

869 

910 

878 

880 

952 

916 

864 

872 

44 

+8 

Tire,  battery,  accessory  dealers . 

422 

412 

422 

429 

442 

479 

500 

485 

483 

463 

443 

447 

459 

+5 

-A 

Gasoline  service  stations . 

431 

419 

436 

460 

472 

471 

448 

456 

452 

456 

456 

455 

420 

0 

+1 

Other  retail  stores . 

2,099 

2,101 

2,134 

2,241 

2,297 

2,293 

2,224 

2,291 

2,205 

2,179 

2,005 

2,106 

2,248 

+9 

-1 

CHARGE  ACCOUNTS 

United  States,  total . 

6,842 

6,586 

6,658 

7,032 

7,202 

7,147 

7,157 

7,264 

7,232 

7,354 

7,153 

7,223 

7,441 

+3 

+2 

Durable-goods  stores,  total . 

3,076 

2,960 

3,038 

3,246 

3,390 

3,478 

3,594 

3,669 

3,708 

3,812 

3,578 

3,488 

3,312 

+7 

+3 

Nondurable-goods  stores,  total . . . 

3,766 

3,626 

3,620 

3,786 

3,812 

3,669 

3,56? 

3,595 

3,524 

3,542 

3,575 

3,735 

4,129 

-1 

+1 

Food  group . 

321 

312 

325 

319 

331 

329 

339 

349 

337 

350 

347 

338 

346 

+1 

+4 

General  merchandise  group . 

1,034 

928 

873 

890 

918 

885 

846 

839 

855 

851 

881 

958 

1,185 

-3 

0 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

942 

838 

782 

793 

821 

781 

745 

740 

750 

766 

787 

856 

1,087 

-3 

+2 

Department  stores . 

820 

715 

662 

673 

705 

684 

652 

647 

656 

666 

692 

760 

970 

-A 

+2 

Apparel  group . 

727 

651 

664 

682 

632 

617 

598 

609 

648 

673 

677 

696 

827 

-1 

44 

Furniture  and  appliance  group . 

630 

608 

591 

610 

629 

631 

612 

630 

626 

630 

630 

616 

650 

0 

+1 

Furniture,  home  furnishing  stores . 

477 

454 

440 

461 

483 

475 

464 

480 

484 

485 

468 

455 

477 

+4 

0 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,430 

1,402 

1,439 

1,580 

1,655 

1,730 

1,845 

1,912 

1,930 

1,956 

1,810 

1,745 

1,553 

+8 

+1 

Lumber  yards,  building  materials  dealers2.... 

1,109 

1,068 

1,062 

1,173 

1,221 

1,286 

1,385 

1,448 

1,491 

1,529 

1,386 

1,378 

1,204 

+10 

+3 

Lumber  yards . 

823 

798 

787 

873 

915 

968 

1,051 

1,089 

1,115 

1,139 

1,023 

1,014 

903 

+11 

+2 

Automotive  group . 

745 

713 

754 

795 

817 

813 

844 

809 

818 

891 

854 

820 

796 

+4 

+9 

Passenger  car  dealers  (franchised) . 

540 

516 

548 

581 

579 

572 

594 

572 

577 

644 

607 

578 

554 

+6 

+12 

Gasoline  service  stations  . 

419 

410 

427 

451 

463 

461 

438 

447 

441 

443 

445 

445 

409 

0 

0 

INSTALMENT  ACCOUNTS 

United  States,  total . 

6,632 

6,114 

6,254 

6,320 

6,432 

6,652 

6,624 

6,752 

6,812 

6,891 

6,237 

6,334 

6,858 

+10 

+1 

Durable -goods  stores,  total . 

2,816 

2,725 

2,761 

2,719 

2,770 

2,861 

2,863 

2,890 

2,878 

2,837 

2,667 

2,715 

2,929 

+6 

-1 

Nondurable -goods  stores,  total . 

3,816 

3,389 

3,493 

3,601 

3,662 

3,791 

3,761 

3,862 

3,934 

4,054 

3,570 

3,619 

3,929 

+14 

+3 

General  merchandise  group . 

3,476 

3,066 

3,158 

3,254 

3,310 

3,440 

3,441 

3,532 

3,597 

3,723 

3,250 

3,320 

3,597 

+15 

+4 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

2,547 

2,205 

2,283 

2,373 

2,406 

2,507 

2,529 

2,596 

2,631 

2,744 

2,396 

2,422 

2,633 

+15 

44 

Department  stores . 

2,284 

1,970 

2,033 

2,115 

2,148 

2,230 

2,252 

2,324 

2,344 

2,450 

2,155 

2,174 

2,370 

+14 

+5 

Apparel  group . 

271 

262 

268 

268 

260 

262 

239 

246 

250 

252 

249 

234 

263 

+1 

+1 

Furniture  and  appliance  group . 

1,443 

1,401 

1,393 

1,375 

1,438 

1,400 

1,393 

1,396 

1,409 

1,395 

1,352 

1,394 

1,480 

+3 

-1 

Furniture,  home  furnishings  stores . 

1,124 

1,075 

1,072 

1,042 

1,092 

1,068 

1,064 

1,075 

1,089 

1,074 

1,032 

1,080 

1,159 

44 

-1 

Household  appliance,  TV,  radio  stores . 

319 

326 

321 

333 

346 

332 

329 

321 

320 

321 

320 

314 

321 

0 

0 

Lumber,  building,  hardware,  farm  equip,  group.. 

189 

185 

195 

189 

199 

195 

205 

205 

200 

187 

185 

191 

194 

+1 

-7 

Automotive  group . 

584 

563 

595 

606 

591 

643 

666 

653 

639 

617 

616 

601 

636 

0 

-3 

Tire,  battery,  accessory  dealers . 

254 

254 

257 

258 

249 

289 

299 

296 

290 

260 

254 

259 

266 

+2 

-10 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

3  Includes  both  franchised  and  nonfranchised  car  dealers. 


Note:  Data  In  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  ccranercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shcvn  in  table  10,  page  10. 


8  Table  7.  ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  OCTOBER  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1963 

1962 

Percen 

chan 

Oct. 

froir 

tage 

ge, 

1963 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct.1 

Oct. 

Nov. 

Dec . 

Oct. 

1962 

Sept. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4,688 

4,198 

4,267 

4,377 

4,468 

4,606 

4,605 

4,789 

4,846 

4,916 

4,421 

4,524 

4,894 

+  11 

+1 

1,126 

1,088 

1,100 

1,103 

1,112 

1,150 

1,161 

1,218 

1,211 

1,178 

1,136 

1,151 

1,155 

+4 

-3 

Nondurable-goods  stores,  total . 

3,562 

3,110 

3,167 

3,274 

3,356 

3,456 

3,444 

3,571 

3,635 

3,738 

3,285 

3,373 

3,739 

+14 

+3 

General  merchandise  group . 

3,162 

2,733 

2,778 

2,873 

2,953 

3,058 

3,065 

3,187 

3,255 

3,410 

2,914 

3,000 

3,316 

+  17 

+5 

Department  stores  and  dry  goods,  general 

2,507 

2,140 

2,177 

2,266 

2,321 

2,401 

2,405 

2,508 

2,552 

2,638 

2,311 

2,365 

2,633 

+  14 

+3 

Department  stores . 

2,249 

1,915 

1,949 

2,028 

2,077 

2,149 

2,153 

2,256 

2,280 

2,  357 

2,083 

2,128 

2,382 

+  13 

+3 

Apparel  group . 

234 

216 

224 

230 

224 

227 

215 

215 

223 

227 

203 

205 

251 

+12 

+  2 

Furniture  and  appliance  group . 

339 

334 

336 

335 

332 

332 

332 

329 

334 

338 

335 

339 

350 

+  1 

+  1 

Tire,  battery,  accessory  dealers . 

264 

259 

257 

264 

268 

299 

307 

306 

301 

271 

271 

271 

280 

0 

-10 

CHARGE  ACCOUNTS 

United  States,  total . 

972 

887 

870 

888 

923 

928 

906 

955 

957 

962 

935 

960 

1,067 

+3 

+1 

Durable-goods  stores,  total . 

277 

267 

271 

280 

296 

315 

321 

369 

363 

359 

331 

324 

304 

+8 

-1 

Nondurable-goods  stores,  total . 

695 

620 

599 

608 

627 

613 

585 

586 

594 

603 

603 

636 

763 

0 

+2 

General  merchandise  group . 

429 

371 

341 

341 

359 

352 

330 

338 

350 

348 

353 

384 

481 

-1 

-1 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

392 

336 

306 

306 

323 

310 

289 

295 

306 

306 

316 

347 

440 

-3 

0 

Department  stores . 

358 

306 

278 

278 

296 

284 

266 

274 

283 

283 

295 

325 

419 

-4 

0 

Apparel  group . 

113 

99 

103 

108 

105 

106 

107 

99 

105 

108 

96 

97 

124 

+13 

+3 

Furniture  and  appliance  group . 

39 

41 

41 

40 

37 

39 

37 

37 

37 

40 

42 

43 

48 

-5 

+8 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3,716 

3,311 

3,397 

3,489 

3,545 

3,678 

3,699 

3,834 

3,889 

3,954 

3,487 

3,564 

3,827 

+  13 

+2 

Durable-goods  stores,  total . 

849 

821 

829 

823 

816 

835 

840 

849 

848 

819 

805 

827 

851 

+2 

-3 

Nondurable-goods  stores,  total . 

2,867 

2,490 

2,568 

2,666 

2,729 

2,843 

2,859 

2,985 

3,041 

3, 135 

2,682 

2,737 

2,976 

+  17 

+3 

General  merchandise  group . 

2,733 

2,362 

2,437 

2,532 

2,594 

2,706 

2,735 

2,849 

2,905 

3,062 

2,561 

2,616 

2,835 

+  20 

+5 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,115 

1,804 

1,871 

1,960 

1,998 

2,091 

2,116 

2,213 

2,246 

2, 332 

1,995 

2,018 

2,193 

+  17 

+4 

Department  stores . 

1,891 

1,609 

1,671 

1,750 

1,781 

1,865 

1,887 

1,982 

1, 997 

2,074 

1,788 

1,803 

1,963 

+  16 

+4 

Apparel  group . 

121 

117 

121 

122 

119 

121 

108 

116 

118 

119 

107 

108 

127 

+  11 

+1 

Furniture  and  appliance  group . 

300 

293 

295 

295 

295 

293 

295 

292 

297 

298 

293 

296 

302 

+2 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes .  Sampling  variabilities  are  shovm  in  table  11,  page  11 . 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 

BY  SELECTED  KINDS  OF  BUSINESS-SEPTEMBER  AND  OCTOBER  1963 

(Billions  of  dollars) 

1.0  1.5  2.0  2.5  3.0  3.5  4.0  4.5 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 

FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


_ 

0**5 W///////  'V/////A 

I. 

+  1% 


4* 


Charge  Accounts . 

Installment  Accounts  .  .  . 
Total . 


5.0 


TOTAL  ALL  STORES 


OCT. 

SEPT 

P  ercentage 
change  1 

7.4 

7.2 

+2 

6.9 

6.8 

+ 1 

14.2 

14.0 

+  1 

^Based  on 

data  shown 

in  toble  6. 

0  0.5  1.0  1.5  2.0  2.5 

NOTE:  October  data  ore  based  on  preliminary  estimates  while  September  data  are  based  on  final  estimates. 


3.0 


3.5 


4.0 


4.5 


5.0 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 
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(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month - to -month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0. 2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0. 6-0.7 

0.7 

Nondurable -goods  stores,  total . 

0.8-0. 8 

0.8 

0. 7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1. 3-1.4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6.7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.  5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2.2-2. 4 

2.3 

0. 5-0.9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0. 8-1.4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

0.2 

Department  stores . t . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(ZJ-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6. 3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3.1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4.2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1.3-2. 0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6.0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1.4-2. 1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5.2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6.  6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1.9-2. 1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Other  retail  stores . 

2. 4-2. 6 

2.5 

2. 4-2. 5 

2.5 

0.6-1. 1 

0.8 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2. 9 

2.6 

0. 4-0.8 

0.5 

Liquor  stores . . . . 

.  3-6-3-8. 

_ 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month-to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FOR  TWO  CONSECUTIVE  MONTHS1— UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

....  . 

Median 

1.4-6. 6 

3.7 

2.8 

1.7-3. 4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

2. 6-3. 6 

3.2 

3. 0-5.9 

3.6 

3. 1-5. 9 

4.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

4.4-7. 5 

6.1 

6.0 

2. 3-8. 6 

2. 2-4. 2 

3.7 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

3.1 

Farm  equipment  dealers . 

3. 8-7. 7 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shewn  in  table  2.  See  Explanatory  Material  for  table  2,  page  15. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  the  month-to-month  percentage  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change-  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total . 

Durable -goods  stores,  total . 

Nondurable-goods  stores,  total . 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores,  dry  goods,  general  merchandise  stores 

Department  stores . 

Mail  order  houses  (department  store  merchandise) . 

Apparel  group . 

Women's  ready-to-wear  stores . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equipment  group . 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers . 

Passenger  car  dealers  (franchised) . 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Other  retail  stores . 


CHARGE  ACCOUNTS 


United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2. 6 

2.4 

2. 2-2.4 

2.4 

0.7-1. 1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3.3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3. 1-4.4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

CL8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

3. 1-4. 8 

Furniture  and  appliance  group . 

5.0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6. 3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0. 7-1.4 

0.9 

Lumber  yards,  building  materials  dealers . 

4.3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2.0-4 .2 

2.9 

Gasoline  service  stations . 

4. 7-5. 4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 


United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

0.8 

Nondurable-goods  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

1.7-2. 8 

1.8 

Apparel  group . 

Furniture  and  appliance  group . 

3. 9-4. 4 

4.1 

3. 9-5. 4 

3.9 

0. 7-3.1 

1.1 

Furniture,  home  furnishings  stores . 

4. 7-5. 4 

5.0 

4. 8-5. 4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  grouo . 

Tire,  battery,  accessory  dealers . 

3.7-4. 1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  Januaiy 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 


1. 9-2.1 

1. 6- 2.3 

4. 0-4. 5 

3 .7- 4.6 
9.3-15.9 

1.8- 2. 5 

2. 0-3.0 

1. 9- 3.0 
(Z) 

4. 5-5. 3 
6. 8-7. 2 

3. 2- 3. 6 
4.0-4. 3 

4. 2- 4. 6 
4. 4-5. 3 

4. 7- 5. 7 

3. 3- 3. 5 
4.2-4 .4 

5. 1- 5. 6 

3. 8- 5.0 

5. 1- 6. 5 

5. 4- 6. 8 

3. 8- 9. 8 

4. 4- 5 .4 

3. 9- 5. 6 


1.9 

1.8 

4.3 
4.0 

10.9 

1.9 

2.2 

2.1 

(Z) 

4.8 

7.2 

3.4 
4.1 

4.4 
5.0 

5.4 

3.5 

4.3 

5.3 

4.3 

5.3 

5.6 

6.7 

4.7 
4.1 


1. 9-2.1 

1.5- 1. 9 

3. 8- 4. 2 

3. 8- 4.0 
9.5-14.4 

1.7- 2. 4 

1.8- 2. 9 

1. 7- 3.0 
(Z) 

4. 1- 4. 8 

4. 8- 7. 3 

3. 2- 3. 6 

3. 9- 4.3 

4. 1- 4. 6 

4. 1- 5 .4 

4.5 - 5.8 
3. 4-3. 5 
4. 0-4.4 

4. 7- 5. 3 

3.7- 5. 0 
5. 0-6. 5 

5.2- 6 .8 

3.7- 8. 6 
4. 1-5 .4 

3. 7- 5.1 


1.9 

1.6 

4.0 

3.9 

11.0 

1.9 
2.2 
2.1 
(Z) 

4.7 

6.8 

3.3 
4.0 

4.3 
4.8 
5.2 

3.4 

4.1 

5.1 

4.2 
5.1 

5.4 
7.0 

4.3 
4.0 


0.4-0. 5 


0.5-0. 6 

0.6-0. 8 

1.0-2. 3 
1.0-2. 2 
2. 2-6. 6 
0.2-0. 8 
0. 2-1.0 
0. 2-1.1 
(Z) 
1.0-3. 9 
1. 2-5.4 
0. 5-1.0 
0. 6-1.3 
0.6-1 .4 
0.6-1. 6 
0.6-1. 6 
0.6-1. 3 
0.8-1. 5 
0. 9-2.0 

1.1- 1. 7 

1. 5- 2.3 

1.5- 2. 5 
0.8-1. 4 
1.4-1. 9 

1. 1- 5.0 


0.5 

0.6 

1.5 

1.7 

4.7 
0.4 
0.5 
0.5 

(z) 

1.4 

1.6 
0.8 
1.1 
1.1 
1.0 
1.1 
0.8 
0.9 
1.1 
1.3 

1.7 
1.9 
1.0 
1.7 

1.5 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to- month 
percentage 
change  1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0. 2-0.4 

0.3 

0. 2-0.4 

0.3 

(ZJ-0.1 

0.1 

Durable-goods  stores,  total . 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

Nondurable-goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0. 4 

0.4 

0.3-0. 4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

Apparel  group . 

1.8-2. 2 

2.0 

1. 8-1.9 

1.9 

0. 2-0.5 

0.4 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.9-1. 4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1. 2-1.5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2.7-2. 8 

2.7 

2. 6-2.7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1. 2-1.5 

1.3 

1.1-1. 3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0. 6-1.7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.7-1. 1 

0.9 

(X) 

0.8 

(ZJ-1.4 

(Z) 

Department  stores . 

0. 3-0.4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(Z) 

Apparel  group . 

3. 7-4.4 

4.0 

3.7-3. 8 

3.8 

0. 3-0.7 

0.7 

Furniture  and  appliance  group . 

3. 1-3.7 

3.2 

2.9-4. 3 

3.1 

0.4-0. 8 

0.7 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

- 

- 

“ 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0. 4 

0.3 

0.3-0. 4 

0.3 

(ZJ-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1. 4 

1.1 

0.9-1. 4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0. 3-0.5 

0.4 

(ZJ-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(ZJ-0.1 

(Z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(ZJ-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 

(Z) 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

- 

- 

- 

Z  Sampling  variability  is  less  than  0.1  percent. 

X  No  range  -  upper  and  lower  limits  and  median  are  identical. 
1  See  footnote  1,  table  10. 

Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  thatihe  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incoiporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  may  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service,  Diners '  Club,  etc . 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts. 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample. 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
isations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  .the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business . 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of  business . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample .  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  cf  the  above  lists  are  referred  to  as  "small" 
establishments .  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  cf  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  toa  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc . 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit— e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of -the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureauaf  the  Census  survey  results . 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi- 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  cr  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change . 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  group .  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; Ihe  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable -goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month -to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
conplete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio "is  contained 
in  the  range  .952  to  .9 88. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  thesame  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors .  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds -of-business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .7  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census.  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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II .  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  for  the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  ’unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores -- 
Tables  2,  6,  and  7 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  tables  6  and  7  for  all  kinds  of  busi¬ 
ness  are  derived  directly  from  the  dollar  volume 
estimates  in  the  same  tables . 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1953  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores .  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above). 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores --Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown"  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores . 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors .  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation,"  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of-business  group  and  total  levels 
were  derived  Uy  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  fbr 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of-business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 


Table  12.  COMBINED  SEASONAL  AND  TRADING  DAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JULY  1962— MAY  1964 
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Table  13.  AVERAGE  MONTH -TO -MONTH  PEECJMT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 
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Kind  of  business 

■a 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

I/c 

Average  duration  of 

x*un 

MCD 

Cl 

I 

C 

MCD 

All  stores 

United  States,  total . 

7.58 

5.80 

30.6 

.78 

.63 

.44 

1.43 

2 

2.53 

1.80 

9.54 

3.62 

Durable-goods  stores,  total . 

7.48 

6.12 

27.6 

1.79 

1.56 

.87 

1.79 

2 

2.25 

1.49 

9.54 

3.24 

Nondurable -goods  stores,  total . 

8.05 

5.98 

34.8 

.68 

.58 

.35 

1.66 

2 

1.82 

1.63 

31.00 

3.42 

5.88 

2.39 

9.6 

.72 

.61 

.34 

1.79 

2 

1.72 

1.43 

31.00 

4.92 

6.03 

2.22 

9.0 

.73 

.63 

.38 

1.66 

2 

1.72 

1.41 

62.00 

4.56 

Eating  and  drinking  places . 

5.23 

3.69 

20.1 

.86 

.78 

.35 

2.23 

3 

2.14 

1.65 

10.33 

5.08 

17.39 

15.30 

101.8 

1.34 

1.24 

.40 

3.10 

3 

1.82 

1.68 

13.78 

2.84 

17.62 

15.98 

105.1 

1.63 

1.50 

.46 

3.26 

3 

1.72 

1.48 

12.40 

2.60 

19.33 

18.92 

129.7 

1.65 

1.58 

.47 

3.36 

4 

1.77 

1.55 

15.50 

5.04 

Mail  order  houses  (department  store  merchandise).. 

16.33 

14.40 

84.0 

2.15 

2.10 

.61 

3.44 

3 

1.72 

1.59 

31.00 

4  .69 

317.26 

17.22 

97.0 

1.81 

1.72 

.47 

3.66 

4 

1.63 

1.55 

13.78 

4.17 

Men's,  boys'  wear  stores . 

22.06 

20.24 

120.5 

2.68 

2.43 

.81 

3.00 

4 

1.82 

1.59 

8.86 

3.36 

Wanen's  apparel,  accessory  stores . 

18.56 

16.67 

91.5 

1.84 

1.75 

.56 

3.13 

4 

1.70 

1.53 

12.40 

4.65 

Shoe  stores . 

19.07 

17.62 

57.7 

2.66 

2.57 

.63 

4.08 

4 

1.75 

1.63 

8.27 

3.56 

Furniture  and  appliance  group . 

^.so 

8.00 

44.4 

1.24 

1.14 

.50 

2.28 

3 

1.91 

1.43 

13.78 

4.88 

Furniture,  home  furnishings  stores . 

8.89 

7.93 

41.3 

1.45 

1.27 

.57 

2.23 

3 

2.14 

1.48 

13.78 

4.52 

Household  appliance,  TV,  radio  stores . 

9.86 

8.87 

51.9 

1.78 

1.60 

.71 

2.25 

3 

1.85 

1 .61 

9.54 

4.52 

Lumber,  building,  hardware,  farm  equipment  group.... 

18.87 

8.78 

48.1 

1.81 

1.62 

.59 

2.75 

4 

2.00 

1.77 

8.27 

3.90 

Lumber  yards,  building  materials  dealers . 

9.04 

8.58 

45.2 

1.89 

1.71 

.72 

2.38 

3 

1.77 

1.55 

8.86 

4.07 

Hardware  stores . 

12.43 

10.92 

53.1 

1.68 

1.58 

.49 

3.22 

4 

1.97 

1.97 

6.53 

4.48 

Automotive  group2 . 

7.45 

35.87 

328.1 

3.09 

2.72 

1.26 

2.16 

3 

2.10 

1.46 

7.29 

3.70 

Passenger  car,  other  automotive  dealers . 

7.54 

5.18 

29.0 

2.84 

2.48 

1.17 

2.12 

3 

2.03 

1.46 

9.54 

3.30 

Tire,  battery,  accessory  dealers . 

12.41 

10.16 

47.3 

2.45 

2.18 

.94 

2.32 

3 

1.91 

1.61 

9.54 

3.94 

Gasoline  service  stations . 

4.32 

2.68 

13.3 

.85 

.63 

.52 

1.21 

2 

2.10 

1.65 

62.00 

4.24 

Drug  and  proprietary  stores . 

6.87 

5.99 

32.0 

1.00 

.85 

.48 

1.77 

2 

2.38 

1.72 

10.33 

3.84 

Liquor  stores . 

11.76 

9.15 

59.8 

1.27 

1.12 

.59 

1.90 

2 

2.10 

1.49 

13.78 

4.10 

Group  II  stores 

United  States,  total . 

11.02 

8.93 

52.9 

1.18 

1.12 

.61 

1.84 

3 

1.80 

1.53 

23.80 

7.80 

7.95 

2.26 

9.6 

1.06 

.94 

.54 

1.74 

2 

1.91 

1.43 

41.33 

4.24 

Eating  and  drinking  places . 

4.44 

2.86 

14.7 

1.49 

1.43 

.61 

2.34 

3 

2.32 

2.08 

13.67 

5.76 

17.27 

16.00 

103.6 

2.00 

1.93 

.75 

2.57 

3 

1.63 

1.63 

14.88 

3.77 

17.13 

15.26 

98.5 

2.45 

2.30 

.71 

3.24 

3 

1.66 

1.46 

12.30 

3.18 

20.32 

20.07 

134.6 

1.64 

1.62 

.41 

3.95 

4 

1.84 

1.60 

12.30 

5.45 

21.88 

20.17 

99.5 

2.65 

2.49 

.72 

3.46 

4 

1.70 

1.53 

9.15 

4.00 

26.73 

24.88 

132.5 

4.72 

4.75 

1.07 

4.44 

5 

2.28 

2.12 

9.46 

7.93 

20.91 

19 .42 

109.3 

2.45 

2.30 

.62 

3.71 

4 

1.89 

1.81 

10.25 

5.00 

22.54 

20.59 

67.5 

3.59 

3.53 

.62 

5.69 

6 

1.62 

1.58 

11.18 

7.87 

Tire,  battery,  accessory  dealers . 

14 .32 

13.58 

61.5 

2.85 

2.71 

.83 

3.27 

4 

1.86 

1.76 

9.46 

4.80 

10.52 

9.39 

60.6 

1.64 

1.46 

.60 

2.43 

3 

2.16 

1.84 

20.50 

12.10 

automotive  group  total  has  not  been 


1  For  the  group  totals,  measures  shown  refer  to  data  after  adjustment  for  trading  days. 

2  Measures  shown  for  passenger  car  dealers  include  an  adjustment  to  eliminate  the  effect  of  the  1959  steel  strike.  The 
adjusted  in  this  manner. 

•*  For  the  automotive  group,  measures  shown  refer  to  data  before  adjustment  for  trading  days . 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.  New  York,  1957. 


0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  charge 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

I/C  is  a  measure  of  the  relative  smoothness  (small  values )  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 


MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Fet.-Mar., 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95^  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  ex&n^le,  the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  indicateo 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  oolunms,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-randan)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3 -month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 


United  States 

Government  Printing  Office 
DIVISION  OF  PUBLIC  DOCUMENTS 
Washington,  d.c.  20402 


PENALTY  for  private  use  to  avoid 
PAYMENT  OF  POSTAGE,  *300 
(GPO) 


OFFICIAL  BUSINESS 

I 


FIRST  CLASS  MAIL 


13 /**  Us 


i 


Current  Retail  Trade  Reports 


RETAIL  TRADE 


ARE*  SUES  SUPPlfMFMT 


U.S.  DEPARTMENT  OF  COMMERCE.  Luther  H.  Hodge.,  Secretary 
BUREAU  OF  THE  CENSUS,  Richard  M.  Scammon,  Director 


For  release 
December  19,  1963 


BR- 63-10-Supp . 


Retail  Sales:  October  1963 


This  is  a  new  monthly  series  on  sales  of  retail  stores  for  geographic  regions,  divisions,  and  selected 
States  and  standard  metropolitan  statistical  areas,  supplementing  the  regular  Monthly  Retail  Trade  Re¬ 
port.  The  statistics  by  geographic  areas,  which  are  available  effective  with  data  for  April  1962,  are 
not  adjusted  for  seasonal  variations  and  trading  day  differences .  The  estimates  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the  sampling  variability  of  these  estimates  is  measur- 
able.  These  estimates  are. less  reliable  for  the  smaller  geographic  areas,  such  as  States  and  standard 
metropolitan  statistical  areas,  and  for  durable  kinds-of -business  categories  (automotive,  furniture  and 
appliance,  and  lumber  groups).  Statistics  shown  in  this  report  are  limited  t  those  estimated  to  be 
subject  to  a  sampling  variability  of  7  percent  or  less,  for  dollar  volume  estimates  and  year-to-year 
percentage  change,  and  to  3  percent  for  the  percentage  change  over  two  consecutive  months.  These 
statistics  should  be  used  with  due  regard  to  their  sampling  error,  as  specified  on  pages  4  and  5  and 
discussed  on  page  6  of  this  report.  Figures  subject  to  possible  sampling  error  in  excess  of  these 
criteria  may  serve  certain  purposes;  they  can  therefore  be  obtained  on  request  for  internal  use  but  not 
for  publication.  (See  footnote  to  Table  1  and  the  discussion  of  'Unpublished  Data"  and  of  "Special 
laoulatlons"  on  page  7.)  * 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STCFES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  OCTOBER  1962  TO  OCTOBER  1963 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  oP  business 


UNITED  STATES,  TOTAL . 

Durable-goods  stores,  total.... 

Nondurable -goods  stares,  total. 

Food  group . 

Grocery  stores  . 

Eating  and  drinking  places . 

GAF* 2,  total . . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group.... 

Lumber,  bldg.,hdwe.,  farm  equip. gp. . 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores  . 

THE  NORTHEASTERN  STATES,  TOTAL . 

Durable-goods  stares,  total.... 

Nondurable-goods  stares,  total. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places  . 

GAP2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group.... 

Lumber,  bldg.,hdve., farm  equip. gp.. 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  NORTH  CENTRAL  STATES,  TOTAL.... 

Durable-goods  stores,  total.... 

Nondurable-goods  stores,  total. 

Food  group . 

Groce ly  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group.... 

Lumber,  bldg ., hdwe ., farm  equip. gp.. 

Automotive  group . 

Gasoline  service  stations.... . 

Drug  and  proprietary  stores . 

THE  SOUTH,  TOTAL . 

Durable -goods  stores,  total.... 

Nondurable-goods  stores,  total. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . . . . 

Lumber,  bldg., hdve., farm  equip. gp. . 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  WEST,  TOTAL . 

Durable-goods  stores,  total.... 

Nondurable -goods  stores,  total. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . . 

GAF2,  total . ! 

General  merchandise  group . 

Department  stares . 

Apparel  group . . . 

Furniture  and  appliance  group.... 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


ApK-0ct . 
1963 
from — 
Apr . -0c  t . 
1962 

Oct.  1963 
from — 

Jan. 

Feb. 

Ma-. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct.1 

Oct. 

Nov . 

Dec. 

Dct. 

L962 

Sept. 

1963 

18,261 

17,087 

19,653 

20,518 

21, 228 

20,737 

20,540 

21,018 

19,267 

21,564 

20,576 

20,911 

24,127 

+5 

45 

i  412 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,586 

6,98S 

6,742 

6,766 

+7 

49 

12,566 

11,655 

13,270 

13,536 

13, 989 

13,693 

13,564 

14,462 

13, 268 

13,978 

13,58£ 

14,169 

17,361 

+4 

43 

!  45 

4,738 

.4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4, 684 

4,928 

4,80: 

4,917 

5,237 

+3 

43 

45 

4,303 

4,048 

4,531 

4,223 

4,578 

4,483 

4,502 

4,828 

4,238 

4,461 

4, 35C 

4,456 

4,732 

+3 

43 

45 

1, 334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,563 

1,485 

1,445 

1,479 

+4 

45 

;  42 

3,572 

3,234 

3,994 

4,421 

4,375 

4,347 

4,104 

4,624 

4, 436 

4,751 

4, 546 

5,051 

7,462 

+5 

44 

47 

1,756 

1,627 

2,075 

2,299 

2,278 

2,287 

2, 129 

2,465 

2,295 

2,455 

2, 372 

2,711 

4, 119 

+6 

43 

47 

1,005 

902 

1, 199 

1,315 

1,317 

1,352 

1,224 

1,420 

1,351 

1,419 

1,  377 

1,575 

2,422 

+6 

43 

45 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,205 

1,  214 

1,320 

2, 127 

0 

-1 

44 

830 

781 

838 

854 

934 

933 

965 

992 

980 

1,091 

962 

1,020 

1,  216 

+8 

413 

4ll 

921 

886 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,521 

1,42C 

1,  271 

1, 190 

+3 

47 

46 

3,487. 

3, 309 

3,926 

4,262 

4,  XI 

4,126 

4,003 

3,529 

2,990 

4,372 

4,082 

3,869 

3,434 

+8 

47 

446 

1,540 

1, 395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,642 

1,604 

1,561 

1,629 

+3 

42 

43 

649 

641 

667 

652 

676 

664 

660 

680 

647 

667 

647 

660 

880 

♦2 

43 

43 

4,752 

4,366 

5,018 

5,274 

5,494 

5,287 

5,  213 

r5,  262 

4,837 

5,447 

5,  208 

5,471 

6,294 

+4 

45 

413 

1,327 

1, 194 

1,454 

1,672 

1,760 

1,632 

1,598 

rl,458 

1,257 

1,672 

1,599 

1,606 

1,574 

+6 

45 

433 

3,425 

3,172 

3,564 

3,602 

3,734 

3,655 

3,615 

3,804 

3,580 

3,775 

3,609 

3,865 

4,720 

+4 

45 

45 

1,  326 

1,263 

1, 394 

1, 310 

1,422 

1,  381 

1,434 

1,482 

1,318 

1,399 

1, 322 

1,383 

1,453 

+4 

46 

46 

1,114 

1,059 

1,173 

1,092 

1,189 

1,153 

1,167 

1,243 

1,094 

1,167 

1, 104 

1, 160 

1, 210 

+3 

46 

47 

407 

376 

425 

439 

477 

493 

507 

524 

472 

492 

459 

441 

451 

+3 

47 

44 

1,000 

879 

1,085 

1, 222 

1,220 

1,  218 

1, 104 

1, 222 

1,215 

1,294 

1,  290 

1,457 

2,080 

+2 

0 

47 

421 

380 

485 

549 

554 

567 

508 

572 

564 

601 

586 

683 

1,028 

+5 

43 

47 

258 

226 

302 

345 

344 

353 

298 

342 

350 

367 

356 

419 

648 

♦7 

43 

45 

335 

273 

361 

425 

389 

390 

320 

362 

388 

395 

401 

446 

679 

-1 

-1 

42 

1 

1 

281 

259 

292 

296 

304 

305 

325 

322 

298 

304 

303 

295 

298 

+2 

0 

42 

149 

146 

150 

148 

151 

152 

154 

159 

152 

156 

150 

151 

193 

+3 

44 

43 

5,242 

4,913 

5,674 

6,110 

6,294 

6,216 

6,110 

r6, 237 

5,819 

6,587 

6,305 

6,316 

7,082 

+5 

44 

413 

1, 583 

1,534 

1,844 

2, 102 

2,138 

2, 150 

2, 132 

rl,996 

1,899 

2,422 

2,  226 

2, 097 

2, 018 

+9 

49 

428 

3,659 

3,379 

3,830 

4,008 

4,156 

4,066 

3,978 

4,241 

3,920 

4,165 

4,079 

4,219 

5,064 

+3 

42 

46 

1, 326 

1,251 

1,371 

1, 303 

1,411 

1,401 

1,368 

1,456 

1,303 

1,377 

1, 327 

1,375 

1,469 

+2 

44 

46 

1,  219 

1,152 

1,268 

1, 194 

1,289 

1,  281 

1,256 

1, 335 

1,193 

1,260 

1,  208 

1,255 

1, 339 

+3 

44 

46 

390 

369 

415 

435 

473 

480 

491 

507 

463 

475 

457 

437 

436 

+6 

44 

43 

995 

906 

1, 150 

1,287 

1,264 

1,  269 

1,197 

1,363 

1,329 

1,410 

1,337 

1,478 

2,139 

+8 

45 

46 

533 

497 

648 

731 

717 

723 

661 

783 

740 

783 

764 

875 

1,285 

4-6 

42 

46 

310 

279 

375 

419 

423 

410 

387 

458 

439 

453 

449 

512 

776 

+6 

41 

43 

248 

205 

277 

320 

298 

286 

257 

298 

289 

295 

313 

338 

535 

4-1 

-6 

42 

214 

204 

225 

236 

249 

260 

279 

282 

300 

332 

260 

265 

319 

4-20 

+28 

4 11 

304 

XI 

385 

496 

519 

535 

535 

555 

584 

629 

552 

492 

448 

4-6 

414 

48 

940 

904 

1, 103 

1,244 

1,  217 

1,206 

1, 177 

rl,013 

846 

1,294 

1,  256 

1,166 

1,001 

4-7 

43 

453 

523 

455 

489 

511 

526 

531 

541 

547 

505 

532 

533 

512 

540 

4-2 

0 

45 

1% 

192 

202 

192 

199 

193 

198 

203 

199 

204 

197 

206 

273 

4-2 

44 

43 

4,933 

4,685 

5,398 

5,544 

5,691 

5,523 

5,443 

r5,663 

5,102 

5,694 

5,393 

5,423 

6,391 

4-6 

46 

412 

1,685 

1,649 

1,878 

1,971 

2, 038 

1,972 

1,911 

rl,  845 

1,692 

2,089 

1,905 

1,819 

1,915 

+8 

410 

423 

3, 248 

3,036 

3,520 

3,573 

3,653 

3,591 

3,532 

3,818 

3,410 

3,605 

3,488 

3,604 

3,476 

+4 

43 

46 

1, 225 

1, 147 

1,311 

1,235 

1,347 

1, 316 

1, 325 

1,428 

1,232 

1,296 

1,282 

1,290 

1,382 

44 

4l 

45 

1, 171 

1,093 

1, 254 

1, 173 

1,280 

1,251 

1,259 

1, 360 

1,177 

1,237 

1,  227 

1,234 

1,320 

44 

4l 

45 

282 

269 

X7 

316 

329 

329 

344 

351 

309 

315 

306 

299 

X8 

4-3 

43 

42 

938 

862 

1,073 

1,176 

1,139 

1,114 

1,070 

1, 231 

1,127 

1,226 

1,136 

1,252 

1, 925 

4-5 

48 

49 

467 

437 

568 

613 

593 

584 

553 

647 

571 

622 

576 

648 

1,026 

4-7 

48 

49 

234 

210 

288 

291 

2  88 

290 

273 

319 

288 

310 

301 

343 

523 

4-3 

43 

48 

258 

225 

290 

347 

305 

284 

277 

333 

310 

332 

325 

355 

589 

0 

42 

47 

213 

200 

215 

216 

241 

246 

240 

251 

246 

272 

235 

249 

310 

4-3 

416 

4ll 

266 

265 

333 

387 

388 

358 

365 

r  361 

340 

363 

371 

326 

302 

-1 

-2 

*-c  -► 

1,086 

1,067 

1,208 

1,244 

1,256 

1,  224 

1,169 

1,085 

955 

1,310 

1,172 

1,099 

1,064 

412 

412 

437 

441 

412 

455 

459 

474 

480 

497 

514 

469 

476 

457 

445 

473 

44 

44 

41 

175 

178 

184 

181 

187 

182 

175 

179 

167 

170 

169 

171 

218 

4-1 

4l 

42 

3,  334 

3, 123 

3,563 

3,590 

3,749 

3,711 

3,774 

r3, 856 

3,509 

3,836 

3,670 

3,701 

4,360 

4-4 

45 

49 

1,100 

1,055 

1, 207 

1, 237 

1,  X3 

1,290 

1, 335 

rl,257 

1,151 

1,403 

1, 258 

1,220 

1,259 

4-5 

412 

422 

2,234 

2,068 

2,356 

2, 353 

2,446 

2,421 

2,439 

2,599 

2,358 

2,433 

2,412 

2,481 

3, 101 

4-3 

4l 

43 

861 

806 

900 

829 

886 

859 

876 

952 

831 

856 

872 

869 

933 

4l 

-2 

43 

799 

744 

836 

764 

820 

798 

820 

890 

774 

797 

811 

807 

863 

4l 

-2 

43 

255 

240 

274 

273 

283 

290 

304 

316 

282 

281 

263 

268 

284 

4-7 

47 

0 

639 

587 

686 

736 

752 

746 

733 

808 

765 

821 

785 

864 

1,318 

46 

45 

47 

335 

313 

374 

406 

414 

413 

407 

463 

420 

449 

446 

505 

780 

4-6 

4l 

47 

145 

123 

153 

176 

171 

167 

156 

174 

174 

183 

175 

181 

324 

4-1 

45 

45 

i  i  1  I  i 

I  l 

i 

1  1 

- C  — 

0 

45 

46 

Note:  Estimates  are  based  an  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  regions  are  shown  on  last  page  of  report.  1  Preliminary  estimates.  f  J  r  Revised. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department  stare  types  of  merchandise. 
(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 


Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  OCTOBER  1962  TO  OCTOBER  1963 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 
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1962 

Percentage  change 

Geographic  division  and 
kind  of  business 

Apr .-Oct . 

Oct. 

1963 

1%3 

from-- 

Jan. 

Feb. 

Mar. 

Apr . 

May 

June 

July 

Aug. 

Sept. 

Oct.1 

Oct. 

Nov. 

Dec  . 

from — 
Apr .-Oct . 
1962 

Oct. 

1%2 

Sept. 

1%3 

1,  207 

1, 074 

1, 196 
355 
841 

1,  278 
438 
840 

1  348 
472 
876 

1,311 

449 

862 

1,311 

423 

888 

rl.  325 
r392 
933 

1,170 

318 

852 

1,300 

409 

891 

1,237 

372 

865 

1,346 

389 

957 

1,569 

409 

1,160 

+6 

+12 

+4 

+11 

*29 

;5- 

Durable-goods  stores . 

Nondurable -goods  stores . 

348 

859 

*  302 
772 

+10 
+3  • 

330 

305 

337 

231 

315 

270 

345 

272 

338 

272 

368 

242 

370 

284 

317 

258 

331 

271 

319 

283 

348 

325 

358 

470 

GAF2, "total . 

228 

194 

+6 

+13 

Middle  Atlantic  Division,  total.... 

3, 545 
979 

3,292 

892 

2,400 

685 

296 

3,822 

1,099 

2, 723 

854 

380 

3,9% 

1,234 

2,762 

952 

426 

4,146 

1,288 

2,858 

948 

431 

3,976 
1, 183 
2,793 

946 

439 

3,902 

1, 175 
2,727 

862 

393 

^3, 937 

3,667 

939 

2,728 

957 

443 

4,147 

1,263 

2,884 

1,023 

473 

3,971 

1,227 

2,744 

4, 125 
1,217 
2,908 

1,132 

526 

4,725 

1, 165 
3,560 

+1 

+4 

-3 

+4 

2,566 

772 

325 

+4 

+3 

+6 

+6 

GAP2,  total . 

938 

435 

General  merchandise  group . 

*454 

*793 

44 

+7 

East  North  Central  Division,  total. 

3,724 

1,088 

2,636 

3,481 

1,045 

2,436 

4,013 

1,255 

2,758 

4,302 

1,451 

2,851 

4,427 

1,470 

2,957 

4,366 

4,289 

1,474 

2,815 

r4, 401 
rl, 365 
3,036 

4,095 

1,283 

2,812 

4,630 

1,664 

2,966 

4,386 

4,447 

5,031 

1,363 

3,668 

+6 

+6 

+13 

Nondurable -goods  stores . 

2, 888 

2, 892 

3)028 

+3 

+3 

+5 

988 

720 

378 

932 

658 

359 

1,024 

834 

463 

968 

932 

517 

1,049 

920 

515 

964 

1,014 

971 

1,020 

1,094 

GAP2,  total . 

922 

519 

472 

565 

538 

566 

541 

637 

928 

West  North  Central  Division,  total. 

Durable -goods  stores . 

Nondurable-goods  stores . 

1,518 

495 

1,023 

1,432 

489 

943 

1,661 

589 

1,072 

1,808 

651 

1, 157 

1,867 

668 

1,199 

1, 850 
672 
1,178 

1,821 

658 

1, 163 

rl,  836 
**631 
1,205 

1,724 

616 

1,108 

1,957 

758 

1,199 

1, 919 
732 
1,187 

1,869 
678 
1, 191 

2,051 

655 

1,3% 

+3 

+3 

+4 

+2 

+4 

+1 

+14 

♦23 

+8 

338 

275 

319 

248 

138 

347 

316 

185 

335 

355 

214 

362 

344 

202 

347 

204 

356 

202 

378 

217 

155 

189 

218 

223 

South  Atlantic  Division,  total . 

2,460 

810 

1,650 

2,293 

769 

1,524 

2,646 

888 

1,758 

2,734 

950 

1,784 

2,776 

967 

1,809 

2,700 

936 

1,764 

2,637 

r2, 749 

2,438 

780 

1,658 

2,761 

2,618 

2,699 

3,  206 

+6 

+5 

♦13 

Nondurable-goods  stores . 

1,729 

1, 889 

1*760 

1,725 

1,834 

2,  293 

+4 

+2 

♦6 

GAF2,  total . 

495 

254 

449. 

235 

557 

307 

597 

322 

565 

306 

304 

283 

334 

293 

+10 

East  South  Central  Division,  total. 
Nondurable-goods  stores . 

898 

583 

853 

551 

992 

648 

1,039 

670 

1,061 

694 

1,019 

648 

994 

651 

rl, 055 
707 

983 

658 

1,084 

688 

9% 

647 

999 

661 

1,205 

831 

+6 

+6 

+9 

+6 

+10 

♦5 

+8 

GAP2,  total . 

165 

84 

158 

81 

204 

109 

228 

121 

224 

117 

+5 

+10 

+12 

44 

+8 

113 

109 

124 

116 

126 

West  South  Central  Division,  total. 

1,575 

1,539 

1,760 

1,771 

1,854 

1,804 

1,812 

rl,859 

1,681 

1,849 

1,779 

1,725 

1,980 

+5 

+4 

♦10 

+18 

♦6 

Nondurable-goods  stores . 

1,015 

961 

1,114 

1, 119 

1,150 

1, 139 

1,152 

1, 222 

1,094 

1,157 

1, 116 

1,109 

1,352 

+5 

+4 

+6 

+3 

+4 

+5 

♦9 

+8 

GAP2,  total . 

General  merchandise  group . 

278 

129 

255 

121 

312 

152 

351 

170 

350 

170 

339 

167 

335 

161 

380 

189 

334 

162 

363 

175 

352 

169 

374 

186 

556 

285 

+3 

+3 

44 

Mountain  Division,  total . 

Nondurable-goods  stores . 

730 

501 

690 

468 

833 

566 

850 

568 

877 

581 

878 

578 

944 

596 

r936 

625 

839 

555 

919 

555 

807 

551 

796 

557 

9% 

680 

+4 

+1 

♦14 

+1 

+10 

0 

GAP2,  total . 

General  merchandise  group...... 

120 

61 

113 

60 

133 

72 

147 

84 

153 

88 

147 

83 

149 

82 

164 

95 

150 

78 

161 

85 

153 

84 

160 

91 

252 

147 

-2 

♦3 

+4 

-2 

+5 

♦1 

♦2 

♦7 

♦9 

Pacific  Division,  total . 

Durable-goods  stores . 

Nondurable -goods  stores . 

2,604 

871 

1,733 

2,433 

833 

1,600 

2,730 

940 

1,790 

2,740 

955 

1,785 

2,872 

1,007 

1,865 

2,833 

990 

1,843 

2,830 

987 

1,843 

r2, 920 
r946 
1,974 

2,670 

867 

1,803 

2,917 

1,039 

1,878 

2,863 

1,002 

1,861 

2, 905 
981 
1,924 

3,414 

993 

2,421 

♦4 

+4 

+4 

♦2 

♦4 

+1 

♦9 

+20 

+4 

Food  group . 

GAP2,  total . 

665 

519 

623 

474 

690 

553 

636 

589 

683 

599 

658 

599 

673 

584 

733 

644 

634 

615 

656 

660 

667 

632 

669 

704 

720 

1,066 

♦2 

+6 

-2 

44 

+3 

♦7 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  Include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 


,  Preliminary  estimates.  r  Revised. 

1116  8™eral  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specialising  In  department  store  types  of  merchandise. 
\CJ  (c;  See  footnote  to  Table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  NINE  LARGEST  STATES:  OCTOBER  1962  TO  OCTOBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


— i 

State 

1963 

1962 

Percentage  change 

Apr. -Oct . 
1963 
from — 
Apr . -Oct . 
1962 

Oct.  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct.1 

Oct. 

Nov. 

Dec . 

Oct. 

1962 

Sept. 

1963 

California . 

2,009 

1,S98 

2,111 

2,113 

2,204 

2,156 

2, 140 

2, 192 

2,011 

2,213 

2,206 

2,251 

2,631 

+4 

0 

+  10 

Illinois . 

1,100 

1,026 

1,203 

1,275 

1,290 

1,235 

1, 193 

1,234 

1,172 

1,317 

1,262 

1,316 

1,528 

+4 

+4 

+  12 

Massachusetts . 

603 

535 

595 

624 

662 

636 

606 

607 

549 

613 

595 

672 

785 

+5 

+3 

+  12 

Michigan . 

805 

745 

846 

909 

947 

936 

945 

953 

859 

985 

960 

963 

1,073 

+5 

+3 

+  15 

New  Jersey . 

670 

635 

744 

770 

780 

752 

749 

r735 

675 

782 

739 

762 

856 

+r 

+6 

+  16 

New  York . 

1,825 

1,690 

1, 921 

1,996 

2, 075 

1,992 

1, 940 

~1, 997 

1,892 

2, 119 

2,022 

2,107 

2,441 

+4 

+  5 

+  12 

Ohio . 

920 

871 

1,006 

1,072 

1, 100 

1,087 

1,088 

1,135 

1,074 

1, 186 

1,116 

1,135 

1,  268 

+6 

+6 

+  10 

Pennsylvania . * . 

1,050 

967 

1,157 

1,  230 

1,  291 

1,232 

1,  213 

rl,  205 

1,100 

1,246 

1,210 

1,  256 

1,428 

+2 

+3 

+  13 

Texas . 

959 

959 

1,084 

1,097 

1,149 

1, 104 

1,088 

1, 130 

1, 013 

1, 121 

1,095 

1,061 

1,199 

+2 

+  2 

+11 

Note:  Estimates  are  based  an  a  sample.  (See  sampling  variabilities  in  table  S-3.)  r  Revised. 

1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  OCTOBER  1962  TO  OCTOBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Statistical  areas 

1963 

1962 

Percentage  change 

Apr .-Oct . 
1963 
from — 
Apr .-Oct . 
1962 

Oct.  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct.1 

Oct. 

Nov. 

Dec . 

Oct. 

1962 

Sept. 

1963 

Standard  Consolidated  Areas2 

< 

Chicago,  Ill. -Northwestern  Ind ., 

total . . . 

767 

731 

878 

915 

913 

884 

837 

869 

818 

921 

905 

947 

1,104 

+2 

+2 

+13 

New  York -Northeastern  N.J., 

total . 

1,661 

1,550 

1,768 

1,813 

1,864 

1,778 

1,693 

1,693 

1,635 

1,873 

1,797 

1,861 

2, 147 

+4 

+4 

+15 

GAP3 . 

3% 

343 

424 

463 

457 

461 

413 

445 

484 

514 

505 

552 

767 

44 

+2 

+6 

Standard  Metropolitan 

Statistical  Areas2 

Chicago,  Ill.,  total . 

706 

669 

808 

843 

841 

810 

765 

797 

753 

846 

831 

872 

1, 025 

+2 

+2 

+12 

+7 

+9 

+8 

t  i  i  ' 

1 

£ 

1 

i 

l  1 

1 

^  '  ■ 

i  i 

Los  Angeles,  Calif.,  total . 

923 

847 

947 

945 

978 

953 

965 

989 

918 

1,029 

1,014 

1,035 

1,  232 

+4 

+1 

+12 

-  r  ■ 

New  York.  N.  Y.,  total . 

1,195 

1,106 

1,240 

1,270 

1,312 

1,250 

c 

1,204 

1, 220 

1,191 

1,350 

1,288 

1,342 

1,568 

+4 

+5 

+13 

GAF* 

Philadelphia,  Pa.,  total . 

III  II 

“i  i 

i  i  i 

1  1  1  1  1 

£  1 _ ! _ 

iti 

+5 

+9 

1_ 1_ I_ 1_ 1 ! : 1_ L_ 1 J_ 1_ L 

Note:  Estimates  are  based  an  a  sample.  (See  sampling  variabilities  in  table  S-4 .) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

I>yi Tot*  volume  sales  «nd  percent  Percent  change  over  2  consecutive  months 

change  from  the  same  month  a  year  ago1 


A  -  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  =  1.6  to  3.0  percent 
c  =3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

bollar  volume  estimates 

Percentage  change 
month  a  year 

from  sanx 
ago 

Month- to-month  percent  change 
2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

Vest 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places. . . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group... 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

Lumber  group . 

B 

C 

B 

B 

C 

A 

c 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . . . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

c 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

c 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

Vest  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  sxores . 

B 

B 

B 

B 

B 

C 

C 

7 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GAF,  total . . . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Percentage  change  fran  same  month  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . . . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

3 

b 

Nondurable -goods  stores . . . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

a 

b 

a 

a 

GAF,  total . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

A 

B 

B 

b 

B 

B 

B 

B 

b 

B 

A 

B 

B 

B 

A 

B 

B 

a 

Table  S-4 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York-Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

a 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

a 

a 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


,  i  <  •  <  •  •  } 

Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  operating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  ’  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  .field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist¬ 
ence  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  airount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was. used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  'Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months, ' they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business.  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  Is  measurable. 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to. obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


aeration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates . ) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by- 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published  data  from  their  respective  totals .  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
,rbuilding  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 


CHICAGO,  ILL. — NCRTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

GARY -HAMMCND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind . 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J .  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERSON -CLIFT ON-PASSAIC,  N.J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 

Middlesex  and  Somerset  counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  I^ke,  McHenry,  and 
Will  counties,  Ill. 


DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGET.ES -LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties.  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 
N.  J. 


Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  November  1963 


SALES 


Total  sales  of  all  retail  stores  in  the  United 
States  during  November  1963  were  estimated  at  $21.6 
billion,  virtually  unchanged  from  the  sales  estimated 
for  October  1963  and  3  percent  above  November  1962. 
After  adjustment  for  seasonal  variations  and  trading 
day  differences  but  not  for  price  changes,  November 
1963  sales  were  estimated  at  $20.6  billion,  about 
the  same  as  the  previous  month  and  3  percent  above 
the  corresponding  month  in  1962.  Adjusted  sales  of 
durable-goods  stores  in  November  1963  decreased  2 
percent  from  the  previous  month  but  were  5  percent 
above  November  1962.  Adjusted  sales  of  nondurable- 
goods  stores  in  November  1963  were  unchanged  from 
the  previous  month  and  were  1  percent  above  November 
1962. 


Based  on  adjusted  data,  sales  in  the  durable-goods 
stores  category  reflected  a  month- to- month  increase 
in  the  lumber,  building,  hardware,  farm  equipment 
group  (+3%)  and  decreases  in  the  automotive  group 
(-4$)  and  the  furniture  and  appliance  group  (-2$) . 
In  the  nondurable-goods  stores  category  month-to- 
month  increases  were  shown  for  the  apparel  group 
(+2$),  the  general  merchandise  group  ( +2$)  and  the 
food  group  ( +1%)  while  eating  and  drinking  places 
declined  (-2 $) . 


A  comparison  of  adjusted  sales  for  November  1963 
with  the  adjusted  sales  for  November  1962  shows  in¬ 
creases  for  all  kind-of-business  groups  except  for 
the  apparel  group  which  declined  (-4$) .  In  the  dur¬ 
able-goods  stores  category,  the  largest  increase  was 
reported  by  the  lumber,  building,  hardware,  farm 
equipment  group  ( +10$) .  In  the  nondurable-goods 
category  the  largest  increase  was  reported  by  the 
food  group  ( +3$) . 


Cumulative  sales  of  all  retail  stores  for  the  first 
eleven  months  of  1963  amounted  to  221.4  billion,  an 
increase  of  5  percent  from  the  211.2  billion  esti¬ 
mated  for  the  similar  period  in  1962.  On  an  adjusted 
basis  all  major  business  groups  show  sales  increases 
with  the  automotive  group  reporting  the  largest  in¬ 
crease  (+8$)  followed  by  the  furniture  and  appliance 
group  (+7$),  general  merchandise  group  (+6$),  and 
-eating  and  drinking  places 


-1*3%). 


ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  14.5 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  November  30,  1963.  This  amount 
was  1  percent  higher  than  the  14.3  billion  reported 
as  of  October  31,  1963,  and  about  7  percent  higher 
than  the  13.6  billion  outstanding  at  the  end  of  No¬ 
vember  a  year  ago.  The  increase  in  total  credit  bal¬ 
ances  from  October  1963,  based  on  data  not  adjusted 
for  seasonal  variations,  reflected  a  2  percent  in¬ 
crease  in  installment  account  balances,  while  the 
charge  a ccount balances  remained  virtually  unchanged. 
Compared  with  November  a  year  ago,  installment  bal¬ 
ances  increased  11  percent,  while  charge  balances 
increased  3  percent. 

Total  receivable  balances  of  durable-goods  stores 
as  of  November  30,  1963  were  1  percent  lower  than 
balances  for  the  previous  month,  but  6  percent  above 
November  1962.  Nondurable-goods  stores  reported  a  3 
percent  increase  in  total  credit  outstanding  from  the 
October  31,  1963  total,  and  a  7  percent  increase  over 
the  total  outstanding  for  the  end  of  November  1962. 


For  sale  by  the  Superintendent  of  Documents,  Government  Printing  Office,  Washington,  D.C.  20402.  Annual  subscription  to  Current  Retail  Trade  Repons 
(Weekly  Retail  Sales  Report,  Advance  Monthly  Retail  Sales  Report,  Monthly  Retail  Trade  Report,  and  Annual  Retail  Trade  Report  sold  as  a  single 
subscription)  $6.00.  Single  copies,  available  from  the  Government  Printing  Office,  10#  each.  ; 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  Of  BUSINESS:  NOVEMBER  1963 


(Millions  of  dollars) 


Kind  of  business 

1963 

1962 

Total 

11  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

1  Oct. 

Nov.1 

Nov . 

Dec . 

1963 

1962 

Data 

NOT  ADJUSTED  for 

seasonal  variations  or  trading  day  differences 

United  States,  total . 

18,261 

17,087 

19,653 

20, 518 

21,228 

20,737 

20,540 

21,018 

19,267 

21,528 

21,555 

20,911 

24,127 

221,392 

211,224 

Durable-goods  stores,  total . 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,599 

7,038 

6,742 

6,766 

72,943 

68,176 

Nondurable-goods  stores,  total . 

12,566 

11,655 

13,270 

13,536 

13,989 

13,693 

13,564 

14,462 

13,268 

13,929 

14,517 

14,169 

17,361 

148,449 

143,048 

i  group . 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,165 

4,917 

5,237 

53,961 

52, 372 

rocery  stores  . 

4,303 

4,048 

4,531 

4,223 

4,578 

4,483 

4,502 

4,828 

4,238 

4,449 

4,699 

4,456 

4,732 

48, 882 

47,392 

eat  markets . 

124 

120 

126 

123 

132 

124 

131 

132 

118 

123 

126 

127 

134 

1,379 

1,358 

akery  products  stores . 

90 

83 

93 

90 

90 

90 

86 

93 

91 

95 

95 

97 

102 

996 

971 

Ing  and  drinking  places . 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,485 

1,445 

1,479 

16,537 

15, 826 

ating  places . 

920 

859 

982 

1,027 

1,098 

1,127 

1,159 

1,202 

1,070 

1,083 

1,025 

994 

1,010 

11,552 

11,013 

Restaurants,  cafeterias,  lunchrooms . 

775 

726 

818 

839 

882 

896 

925 

972 

870 

892 

848 

825 

843 

9,443 

9,010 

r inking  places . 

414 

395 

439 

436 

464 

465 

487 

496 

456 

473 

460 

451 

469 

4,985 

4,813 

eral  merchandise  group . 

1,756 

1,627 

2,075 

2,299 

2,278 

2,287 

2,129 

2,465 

2,295 

2,441 

2, 754 

2,711 

4,119 

24,406 

23,087 

apartment  stores  and  dry  goods,  general 

nerChandise  stores . 

1,260 

1,134 

1,492 

1,636 

1,638 

1,168 

1,524 

1,769 

1,657 

1,747 

1,967 

1,959 

2,972 

16,992 

16,495 

Department  stores . 

1,005 

902 

1,199 

1,315 

1,317 

1,352 

1,224 

1,420 

1,351 

1,417 

1,605 

1,575 

2,422 

14, 107 

13,360 

iriety  stores . 

259 

274 

320 

384 

361 

357 

341 

390 

354 

378 

418 

400 

751 

3,836 

3,706 

ail  order  houses  (department  store 

oerchandlse) . . . 

139 

130 

159 

169 

166 

150 

157 

192 

181 

208 

259 

245 

267 

1,910 

1,757 

arel  group . 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,292 

1,320 

2,127 

12,272 

12, 211 

in's,  boys'  wear  stores2 . 

204 

160 

186 

224 

218 

239 

200 

209 

203 

218 

253 

258 

467 

2,314 

2,273 

Men's,  boys'  clothing,  furnishings  stores. 

197 

155 

180 

216 

211 

233 

194 

203 

197 

210 

245 

250 

456 

2,241 

2,214 

xnen's  apparel,  accessory  stores  3 . 

377 

326 

428 

482 

460 

421 

390 

446 

448 

472 

498 

513 

801 

4,748 

4,675 

Womm's  ready-to-wear  stores . 

329 

286 

382 

424 

402 

372 

342 

394 

399 

418 

441 

450 

698 

4,189 

4,084 

unily  clothing  stores . 

190 

157 

212 

247 

229 

224 

196 

238 

231 

247 

279 

280 

465 

2,450 

2,455 

yoe  stores . 

169 

147 

205 

259 

210 

202 

179 

212 

214 

197 

201 

209 

305 

2,195 

2,257 

liture  and  appliance  group . 

830 

781 

838 

854 

934 

933 

965 

992 

980 

1,095 

1,098 

1,020 

1,216 

10,300 

9,598 

lrniture,  home  furnishings  stores . 

517 

502 

543 

574 

612 

599 

608 

651 

647 

719 

717 

658 

745 

6,689 

6, 252 

Furniture  stores...., . 

374 

356 

387 

404 

448 

443 

455 

496 

476 

517 

524 

478 

563 

4,880 

4,563 

lusehold  appliance,  TV,  radio  stores . 

313 

279 

295 

280 

322 

334 

357 

341 

333 

376 

381 

362 

471 

3,611 

3,346 

Household  appliance  dealers . 

228 

201 

211 

206 

240 

252 

271 

256 

247 

273 

273 

270 

346 

2, 658 

2,  583 

>er,  building,  hardware,  farm  equipment 

921 

866 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,354 

1,271 

1,190 

14, 357 

13,878 

jmber  yards,  building  mater  lads  dealers4... 

520 

493 

604 

748 

828 

819 

876 

911 

842 

897 

777 

760 

609 

8,315 

8,129 

Lumber  yards . 

347 

324 

398 

498 

551 

555 

600 

632 

582 

608 

518 

500 

398 

5,613 

5,340 

irdware  stores . 

175 

156 

191 

229 

240 

231 

224 

227 

213 

222 

231 

216 

312 

2, 339 

2,316 

motive  group . 

3,487 

3,309 

3,926 

4,262 

4,301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,968 

3,869 

3,434 

42, 288 

39,360 

assenger  car,  other  automotive  dealers . 

3,309 

3,148 

3,732 

4,033 

4,060 

3,865 

3,746 

3,288 

2,779 

4,148 

3,727 

3,641 

3,139 

39, 835 

36,987 

Passenger  car  dealers  5 . 

3,215 

3, 043 

3,608 

3,871 

3,905 

3,715 

3,608 

3,151 

2,677 

4,042 

3,628 

3,512 

3,053 

38, 463 

35,695 

Passenger  car  dealers  (franchised) . 

2,921 

2,753 

3,290 

3,546 

3,570 

3,404 

3,313 

2,883 

2,402 

3,745 

3,348 

3,229 

2,784 

35,175 

32, 192 

je,  battery,  accessory  dealers . 

178 

161 

194 

229 

241 

261 

257 

241 

211 

239 

241 

228 

295 

2,453 

2,373 

dine  service  stations . 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,634 

1,561 

1,629 

17, 661 

17,016 

;  and  proprietary  stores . 

649 

641 

667 

652 

676 

664 

660 

680 

647 

667 

667 

660 

880 

7,270 

7,152 

,  ug  stores . 

630 

623 

647 

632 

655 

640 

636 

655 

622 

643 

643 

636 

848 

7,026 

6,  894 

.or  stores . 

409 

386 

427 

429 

458 

450 

474 

489 

437 

466 

503 

488 

700 

4,928 

4,701 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total . 

20,387 

20,374 

20,350 

20,276 

20,200 

20,486 

20,719 

20,666 

20,426 

20,716 

20, 622 

20,112 

20,253 

225,222 

214, 856 

Durable-goods  stores,  total . 

6,624 

6,624 

6,576 

6,646 

6,512 

6,630 

6,773 

6,562 

6,606 

6,941 

6,786 

6,437 

6,488 

73,280 

68,318 

Nondurable-goods  stores,  total . 

13,763 

13,750 

13,774 

13,630 

13,688 

13,856 

13,946 

14,104 

13,820 

13,775 

13,836 

13,675 

13,765 

151,942 

146, 538 

1  group . 

4,924 

4,894 

4,853 

4,864 

4,890 

4,923 

5,030 

4,996 

4,897 

4,943 

4,984 

4,860 

4,908 

54, 198 

52,776 

*ocery  stores  . 

4,463 

4,433 

4,399 

4,400 

4,414 

4,456 

4,540 

4,527 

4,441 

4,484 

4,521 

4,401 

4,445 

49,078 

47, 748 

Ing  and  drinking  places.............. _ .. 

1,480 

1,496 

1,507 

1,518 

1,504 

1,511 

1,497 

1,519 

1,470 

1,530 

1,505 

1,471 

1,473 

16, 537 

15,821 

iral  merchandise  group . 

2,324 

2,332 

2,409 

2,301 

2,322 

2,434 

2,441 

2,497 

2,411 

2,324 

2,376 

2,354 

2,348 

26, 171 

24,727 

jpartmeht  stores . 

1,343 

1,344 

1,410 

1,321 

1,345 

1,427 

1,418 

1,465 

1,398 

1,333 

1,368 

1,347 

1,361 

15,172 

14, 342 

iriety  stores . 

373 

376 

378 

377 

380 

389 

385 

387 

386 

390 

384 

374 

374 

4, 205 

4,073 

ill  order  houses  (department  store  mdse.).. 

174 

174 

180 

177 

169 

186 

196 

198 

190 

182 

191 

173 

172 

2,017 

1,847 

irel  group . 

1,222 

1,209 

1,207 

1,166 

1,156 

1,179 

1,214 

1,259 

1,204 

1,150 

1,173 

1,220 

1,241 

13,139 

13,058 

ai'a,  boys'  wear  stores2 . 

231 

234 

233 

233 

221 

222 

239 

247 

238 

217 

223 

233 

238 

2,538 

2,493 

men's  apparel,  accessory  stores3 . . 

461 

460 

462 

443 

447 

471 

475 

480 

465 

451 

454 

472 

471 

5,069 

4,984 

ice  stores . 

217 

215 

219 

203 

203 

199 

202 

209 

198 

196 

204 

218 

230 

2,265 

2, 329 

liture  and  appliance  group . 

938 

953 

940 

945 

938 

935 

979 

939 

985 

1,028 

1,004 

928 

925 

10,584 

9,871 

imiture,  home  furnishings  stores . 

599 

616 

607 

617 

598 

611 

613 

611 

648 

666 

652 

592 

592 

6, 838 

6,396 

lusebold  appliance,  TV,  radio  stores . 

339 

337 

333 

328 

340 

324 

366 

328 

337 

362 

352 

336 

333 

3,746 

3,475 

>er,  building,  hardware,  farm  equipment 

1,278 

1,273 

1,289 

1,290 

1,238 

1,263 

1,262 

1,299 

1,318 

1,350 

1,397 

1,272 

1,293 

14,257 

13,747 

Jmber  yards,  building  materials  dealers  ... 

721 

718 

722 

736 

738 

750 

746 

771 

761 

764 

760 

721 

710 

8,187 

8,005 

irdware  stores . 

225 

221 

220 

221 

202 

212 

212 

221 

214 

222 

240 

221 

240 

2,410 

2,377 

emotive  group . . . 

3,854 

3,820 

3,764 

3,824 

3,740 

3,843 

3,940 

3,733 

3,717 

3,980 

3,810 

3,704 

3,731 

42,025 

39,003 

isaenger  car,  other  automotive  dealers . 

3,624 

3,598 

3,544 

3,602 

3,515 

3,607 

3,709 

3,512 

3,495 

3,748 

3,571 

3,474 

3,492 

39, 525 

36, 575 

Ira,  battery,  accessory  dealers . 

230 

222 

220 

222 

225 

236 

231 

221 

222 

232 

239 

230 

239 

2,500 

2,428 

iline  service  stations . 

1,627 

1,611 

1,618 

1,594 

1,581 

1,584 

1,602 

1,612 

1,605 

1,618 

1,648 

1,577 

1,600 

17,700 

17,051 

1  and  proprietary  stores . 

670 

683 

678 

677 

678 

674 

674 

685 

688 

683 

678 

682 

677 

7,468 

7,356 

jot  stores . 

456 

457 

458 

471 

469 

475 

481 

476 

466 

478 

467 

462 

462 

5,154 

4,928 

Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores.  5  Includes  both  franchised  and  nonfranc hi sed  car  dealers, 

ite:  United  States  and  group  totals  include  kinds  of  business  not  shewn  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  NOVEMBER  1963 


Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

November  1963 
from — 

11  mos . 
1963 
from 

11  mos. 
1962 

Kind  of  business 

Nov. 

1962 

Oct. 

1963 

Percentage  changes  in  sales — 
all  retail  stores 

November  1963 
from — 

11  mos. 
1963 
from 

11  mos. 
1962 

Nov. 

1962 

Oct. 

1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


+3 

0 

+5 

Durable -goods  stores,  total . 

+4 

-7 

+7 

Nondurable-goods  stores,  toted. . 

+  2 

+4 

+4 

Food  group . 

+5 

+5 

+  3 

Grocery  stores . 

+5 

+6 

+3 

Meat  markets . 

-1 

+  2 

+2 

Fruit  stores,  vegetable  markets* . 

+  12 

+6 

+9 

Candy,  nut,  confectionery  stores* . 

-8 

0 

-5 

Bakery  products  stores . 

-2 

0 

+3 

Delicatessen  stores* . 

+4 

0 

+3 

Eating  and  drinking  places . 

+3 

-5 

+4 

Eating  places . 

+3 

-5 

Restaurants,  cafeterias,  lunchrooms . 

+3 

-5 

+5 

Drinking  places . 

+2 

-3 

+4 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

+  2 

+13 

+6 

merchandise  stores . 

0 

+13 

+3 

Department  stores . 

+2 

+13 

+6 

Variety  stores . 

Mail  order  houses  (department  store 

+4 

+11 

+4 

merchandise) . 

+6 

+25 

+9 

Apparel  group . 

-2 

+8 

0 

fen's,  boys'  clothing,  furnishings  stores . 

-2 

+  17 

+1 

fen's,  boys'  clothing  stores* . 

0 

+16 

+4 

fen's,  boys'  furnishings  stores* . 

-6 

+  21 

-7 

Women's  ready-to-wear  stores . 

-2 

+6 

+3 

Family  clothing  stores . 

0 

+  13 

0 

Women's  apparel,  accessory,  specialty  stores*.. 

-9 

+3 

0 

Shoe  stores . 

-4 

+  2 

-3 

Furniture  and  appliance  group . 

Furniture  stores . 

Floor  coverings  stores* . 

Household  appliance,  TV,  radio  stores. 

Household  appliance  stores . 

TV,  radio  stores* . 


Lumber,  building,  hardware,  farm  equipment 

group . . . 

Lumber,  building  materials  dealers . 

Lumber  yards . 

Paint,  glass,  wallpaper  stores* . 

Heating  and  plumbing  equipment  dealers*. . 

Hardware  stores . 

Farm  equipment  dealers* . 


Automotive  group . 

Passenger  car  dealers . 

Passenger  car  dealers  (franchised). 
Tire,  battery,  accessory  dealers . 


Gasoline  service  stations. 


Fuel  fuel  oil  dealers* . 

Fuel  dealers,  except  fuel  oil*. 
Fuel  oil  dealers* . 


Drug  and  proprietary  stores. 
Drug  stores . 


Liquor  stores . 

Jewelry  stores* . 

Florists* . 

Book  stores* . 

Stationery  stores* . 

Music  stores* . 

Camera,  photographic  supply  stores*. 

Optical  goods  stores* . 

Typewriter  stores* . 


Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

Durable-goods  stores,  total . 

Nondurable -goods  stores,  total .... 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 

Apparel  group . 

Men' s,  boys'  wear  stores . 

Women's  apparel,  accessory  stores... 
Shoe  stores . 


+3 

0 

+5 

Furniture  and  appliance  group . 

+5 

-2 

+7 

Household  appliance,  TV,  radio  stores . 

+1 

0 

+4 

+3 

+1 

+3 

Lumber,  building,  hardware,  farm  equipment 

+3 

+1 

+3 

Lumber,  building  materials  dealers . 

+2 

-2 

+5 

Hardware  stores . 

+1 

+  2 

+6 

Automotive  group . 

+2 

+3 

+6 

Passenger  car  and  other  automotive  dealers .... 

+3 

-2 

+3 

Tire,  battery,  accessory  dealers . 

+  10 

+5 

+9 

Gasoline  service  stations . 

-4 

1  +2 

+1 

-4 

+3 

+  2 

Drug  and  proprietary  stores . 

-4 

+  1 

+  2 

-6 

+4 

-3 

+8 

0 

+7 

+  10 

+  1 

+7 

+  26 

-6 

+19 

+5 

+  1 

+8 

+  1 

0 

+3 

+17 

+6 

+25 

+7 

-11 

+3 

+  2 

-13 

+2 

+4 

-15 

+5 

+7 

-9 

+9 

-2 

+4 

-10 

+7 

+4 

+  1 

+17 

-15 

+8 

+  3 

-10 

+7 

+  2 

-10 

+8 

+4 

-11 

+9 

+6 

+1 

+3 

+5 

-1 

+4 

-2 

+30 

+8 

+1 

+  25 

+6 

-4 

+  35 

+9 

+  1 

0 

+2 

+1 

0 

+2 

+3 

+8 

+5 

+4 

+  18 

+7 

+  21 

+6 

+16 

+  27 

-8 

+  22 

-2 

-7 

+15 

+  2 

+5 

+12 

+10 

0 

+  19 

-12 

0 

+7 

-29 

-8 

+  11 

+8 

-2 

+7 

+  10 

-2 

+7 

+5 

-3 

+  8 

+  10 

+3 

+4 

+5 

-1 

+2 

+  9 

+8 

+1 

+3 

-4 

+8 

+3 

-5 

+  8 

+4 

+3 

+3 

+5 

+  2 

+4 

-1 

-1 

+2 

+  1 

-2 

+5 

*  See  Explanatory  Material,  page  15.  ...  ,  .  .  . 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  astens  . 
asterisk,  see  table  9,  page  9. 


For  kinds  of  business  with  ( 


Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FDfrB  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  NOVEMBER  1963 

( Millions  of  dollars) 
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Kind  of  business 


United  States,  total . 


Durable-goods  stores,  total . . . . 
Nondurable-goods  stores,  total . 


Food  group . 

Grocery  stores. 


Eating  and  drinking  places. 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 


Apparel  group . 

Men's,  boys'  wear  stores2 . 

Women's  apparel,  accessory  stores3. 

Women's  ready-to-wear  stores . 

Shoe  stores . 


Furniture  and  appliance  group . . . . 
Tire,  battery,  accessory  dealers. 


Drug  and  proprietary  stores. 
Liquor  stores . . . . 


United  States,  total . 
Grocery  stores . 


Eating  and  drinking  places. 

General  merchandise  group.. 

Department  stores . 

Variety  stores . 


Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores. 
Shoe  stores . 


Tire,  battery,  accessory  dealers. 
Drug  and  proprietary  stores . 


November* 9**-  I^eZer^' ^2^^°  ZT.  ^  ^  ^  °f  d°1Urs) 

3  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors, 
r  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers 
Revised. 


1963 

1962 

Total 

11  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Nov . 

Dec . 

1963 

1962 

Data  NOT  ADJUSTED  for 

seasonal 

variations  or  trading  day  differences 

4,075 

3,826 

4,571 

4,651 

4,849 

4,767 

4,601 

5,107 

4,611 

r4, 915 

5,364 

5,056 

6,  52° 

51, 337 

49,049 

283 

272 

324 

355 

384 

385 

388 

389 

365 

412 

411 

395 

468 

3,792 

3,554 

4,247 

4,296 

4,465 

4,382 

4,213 

4,718 

4,246 

r4, 503 

4,953 

4,661 

6,059 

47,369 

45,246 

1,951 

1,842 

2,119 

1,920 

2,123 

2,006 

1,974 

2,193 

1,877 

r2, 018 

2, 192 

2,053 

2,165 

1,897 

1,790 

2,067 

1,862 

2,063 

1,950 

1,915 

2,137 

1,825 

rl,  965 

2, 140 

2,000 

2,103 

21,611 

20,' 94  3 

91 

89 

102 

102 

107 

108 

111 

115 

107 

109 

105 

99 

101 

1,146 

1,101 

1,120 

1,035 

1,329 

1,504 

1,491 

1,537 

1,436 

1,662 

1,546 

rl,639 

1,867 

1,734 

2,664 

1£,166 

14,904 

792 

708 

950 

1,058 

1,062 

1,118 

1,023 

1,1 88 

1,116 

1,162 

1,320 

1,214 

1,849 

11,497 

10,496 

689 

618 

829 

921 

927 

977 

891 

1,027 

972 

1,013 

1,150 

1,062 

1,617 

10,014 

9, 135 

191 

204 

241 

294 

276 

276 

263 

301 

272 

*292 

321 

307 

578 

2,931 

2,826 

232 

202 

283 

353 

315 

307 

263 

310 

309 

311 

348 

346 

546 

3, 233 

3, 189 

24 

19 

25 

29 

29 

30 

25 

25 

25 

30 

34 

35 

58 

295 

93 

82 

116 

141 

135 

130 

115 

138 

128 

131 

152 

143 

228 

1,361 

86 

76 

107 

129 

124 

120 

106 

128 

118 

120 

141 

132 

209 

l’  255 

70 

64 

87 

113 

90 

87 

71 

84 

93 

83 

83 

93 

142 

'925 

992 

72 

71 

85 

83 

91 

92 

91 

98 

94 

102 

108 

104 

119 

987 

951 

69 

62 

77 

92 

97 

103 

102 

94 

83 

93 

94 

92 

126 

966 

961 

129 

128 

135 

134 

138 

141 

138 

143 

135 

138 

143 

137 

213 

1,502 

84 

96 

93 

100 

95 

99 

105 

92 

102 

in 

106 

169 

1.062 

Data  ADJUSTED 

for  seasonal  variations 

and  trading  day 

differe 

nces 

4,751 

4,737 

4,778 

4,705 

4,730 

4,848 

4,914 

4,983 

4,871 

r4, 809 

4,922 

4,713 

4,774 

53,048 

50,756 

1,965 

1,952 

1,940 

1,946 

1,955 

1,964 

1,992 

2,007 

1,970 

rl, 993 

2,015 

1,940 

1,967 

21,699 

21, 126 

99 

102 

104 

103 

104 

104 

105 

107 

105 

107 

105 

100 

101 

1,145 

1, 104 

1,511 

1,513 

1,569 

1,503 

1,512 

1,616 

1,628 

1,666 

1,626 

rl,  544 

1,619 

1,508 

1,520 

17, 307 

15,980 

925 

923 

966 

914 

931 

1,002 

1,009 

1,046 

1,011 

943 

1,004 

930 

945 

10,674 

9*744 

288 

288 

294 

287 

285 

297 

295 

294 

297 

r298 

296 

288 

285 

3, 219 

3, 112 

317 

311 

31 1 

309 

309 

311 

324 

341 

316 

298 

310 

317 

319 

3,457 

3,413 

29 

29 

29 

29 

29 

28 

33 

33 

31 

29 

27 

20 

29 

326 

315 

133 

126 

131 

126 

131 

136 

341 

147 

132 

125 

135 

128 

127 

1,463 

1,358 

92 

94 

92 

89 

85 

83 

82 

90 

87 

84 

83 

96 

99 

961 

1^034 

92 

88 

89 

90 

88 

93 

92 

88 

89 

91 

92 

92 

96 

992 

991 

140 

143 

140 

139 

143 

144 

145 

150 

147 

146 

144 

140 

138 

1,581 

1,501 

For  week  ending 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  NOVEMBER  1963 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Kind  of  business 


United  States ,  total . 


Food  group . 

Grocery  stores. 


Eating  and  drinking  places. 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 


Drug  and  proprietary  stores. 


1963 


4,901 


2,211 

2,138 

135 

1,235 

880 

753 

156 


Feb. 


4,592 


2,087 

2,016 

129 

1,148 

792 

679 


5,469 


2,383 

2,309 

147 

1,476 

1,064 

913 

162 


Apr. 


5, 574 


2,166 

2,086 

148 

1,660 

1,181 

1,010 

160 


May 


5,776 


2,385 

2,302 

156 

1,643 

1,188 

1,016 

167 


June 


5,685 


2,261 

2,184 

162 

1,690 

1,249 

1,070 


1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  Include  kinds  of  business  not  shown  separately. 


July 


5,  518 


2,262 

2,179 

164 

1,571 

1,138 

969 

167 


Aug. 


6,094 


2,497 

2,417 

170 

1,820 

1,324 

1,117 


Sept. 


5,546 


2,150 

2,074 

159 

1,692 

1,242 

1,062 

165 


Oct. 


5,947 


2,294 
2, 217 

166 

1,797 

1,298 
1, 108 

168 


6,416 


2,478 

2,402 

161 

2,048 

1,470 

1,257 


1962 


6,044 


2,300 

2,225 

149 

1,953 

1,368 

1,168 

166 


Dec . 


7,767 


61,518 


2,439 

2,354 


153 

2,973 


Total 
11  months 


1963 


25,174 

24,324 

1,697 

17,780 


1962 


57,899 


2,073  ,12, 826 
1,782  110,954 


256  1,815 


23,974 
23, 112 

1,571 

16,447 

11,615 

9,926 

1,743 


Geographic  Area  Data 


Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report.  _ 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES — SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  NOVEMBER  1963 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Percentage  change  in  sales 

Percentage  change  in 

sales 

November  1963  from — 

11  mos. 

November  1963  from — 

11  mos. 

Area 

November 

1962 

October 

1963 

from 

11  mos. 

1962 

November 

1962 

October 

1963 

from 

11  mos. 
1962 

STANDARD  METROPOLITAN  AREA 

0 

+12 

+3 

New  York-Northeastern  New  Jersey* 1 . . . 
New  York  City . 

Norfolk- Portsmouth,  Va . 

-5 

-9 

-3 

+2 

+10 

+4 

+11 

+26 

+6 

+3 

-2 

+4 

+2 

+3 

NA 

NA 

NA 

-1 

+2 

+4 

0 

+17 

+2 

+4 

+17 

0 

+6 

+1 

-2 

+7 

-8 

NA 

-2 

+27 

-3 

+3 

0 

+6 

Phoenix,  Ariz . 

Pittsburgh,  Pa . 

NA 

+25 

NA 

+2 

+17 

+29 

+15 

+9 

+3 

-11 

0 

-2 

+3 

-8 

-4 

+42 

+3 

-5 

+25 

-6 

+20 

0 

-6 

+15 

+6 

+13 

+20 

+7 

Buffalo.  N.  Y . 

-4 

+11 

+8 

-10 

+10 

-3 

+1 

+5 

+2 

+18 

+14 

+2 

-1 

+10 

+4 

+3 

+1 

+11 

+5 

+7 

+1 

+10 

+8 

+14 

+17 

+9 

+3 

+25 

+2 

+4 

+2 

+12 

+8 

+12 

-8 

NA 

NA 

NA 

+3 

+18 

+6 

-5 

+19 

+3 

0 

-5 

+16 

+1 

-11 

+1 

-2 

+10 

+3 

. . 

+13 

+21 

+4 

+6 

+7 

+23 

+6 

+3 

-12 

+1 

+7 

+11 

0 

-2 

+3 

+1 

+4 

+25 

+1 

+4 

+5 

+1 

-1 

Tarapa-St.  Petersburg,  Fla . 

+2 

+17 

+8 

-6 

+12 

+1 

0 

-1 

+3 

+16 

0 

+2 

+32 

+26 

+16 

+36 

+2 

NA 

+8 

NA 

+25 

NA 

+8 

+4 

+2 

+13 

+1 

NA 

+2 

-8 

NA 

+20 

+3 

NA 

+2 

+5 

+9 

+2 

+9 

-3 

+31 

+1 

+4 

+13 

0 

+13 

+5 

+3 

+12 

-2 

-7 

+6 

+12 

0 

-1 

Indianapolis,  Ind . 

-7 

+17 

+2 

+18 

0 

-4 

+8 

+4 

-4 

+7 

+2 

CITIES 

+27 

+11 

+14 

+2 

+5 

+7 

-12 

+9 

0 

-1 

+7 

+2 

-7 

+13 

-1 

Duluth,  Minn. -Superior,  Wis . 

-2 

+9 

-2 

+14 

+3 

+5 

+1 

+20 

+5 

Oakland- Berkeley,  Calif . 

-5 

+23 

-4 

+5 

-1 

+10 

+3 

+6 

-2 

NA 

+10 

+12 

+5 

+4 

Milwaukee,  Wis . 

Mobile,  Ala . 

-2 

-3 

+2 

+17 

+29 

+22 

+1 

+2 

+8 

|  Springfield,  Mass . 

+8 

NA 

-1 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication, 
revision. 


Data  are  furnished  by  Federal  Reserve  banks  and  subject  to 
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Table  6.  ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALMENT  ACCOUNTS— UNITED  STATES,  BY  KIND  OF  BUSINESS:  NOVEMBER  1963 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1963 

1962 

Percentage 

change, 

Nov.  1963 
from — 

Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov.1 

Nov. 

Dec . 

Nov. 

1962 

Oct. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

13,474 

12,700 

12,912 

13,352 

13,634 

13,799 

13,781 

14,016 

14,044 

14,312 

14,489 

13,557 

14,299 

+7 

+1 

Durable -goods  stores,  total . 

5,892 

5,685 

5,799 

5,965 

6,160 

6,339 

6,457 

6,559 

6,586 

6,631 

6,586 

6,203 

6,241 

+6 

-1 

Nondurable -goods  stores,  total . 

7,582 

7,015 

7,113 

7,387 

7,474 

7,460 

7,324 

7,457 

7,458 

7,681 

7,903 

7,354 

8,058 

+7 

+3 

Food  group . 

328 

320 

332 

326 

342 

341 

349 

364 

355 

353 

359 

345 

354 

+4 

+2 

Grocery  stores . 

270 

270 

276 

272 

291 

292 

298 

305 

300 

293 

299 

288 

297 

44 

+2 

Eating  and  drinking  places . 

87 

81 

80 

76 

74 

78 

71 

74 

60 

70 

74 

76 

96 

-3 

+6 

General  merchandise  group . 

4,510 

3,994 

4,031 

4,144 

4,228 

4,325 

4,287 

4,371 

4,452 

4,592 

4,751 

4,278 

4,782 

4-11 

+3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

3,489 

3,043 

3,065 

3,166 

3,227 

3,288 

3,274 

3,336 

3,381 

3,521 

3,645 

3,278 

3,720 

4-11 

44 

Department  stores . 

3,104 

2,685 

2,695 

2,788 

2,853 

2,914 

2,904 

2,971 

3,000 

3,124 

3,243 

2,934 

3,340 

4-10 

44 

Mail  order  houses  (department  store  mdse.)... 

850 

791 

805 

812 

836 

868 

846 

868 

899 

918 

952 

838 

879 

4-14 

44 

Apparel  group . 

998 

913 

932 

950 

892 

879 

837 

855 

898 

941 

962 

930 

1,090 

4-3 

+2 

Women's  ready-to-wear  stores . . . 

453 

414 

438 

448 

418 

400 

371 

379 

406 

422 

421 

429 

509 

-2 

0 

Furniture  and  appliance  group . 

2,073 

2,009 

1,984 

1,985 

2,067 

2,031 

2,005 

2,026 

2,035 

2, 042 

2,074 

2,010 

2,130 

4-3 

+2 

Furniture,  home  furnishings  stores . 

1,601 

1, 529 

1,512 

1,503 

1,575 

1,543 

1,528 

1,555 

1,573 

1,565 

1,575 

1,535 

1,636 

4-3 

+1 

Furniture  stores . 

1,454 

1,392 

1,387 

1,366 

1,446 

1,426 

1,401 

1,433 

1,426 

1,419 

1,424 

1,367 

1,481 

44 

0 

Household  appliance,  TV,  radio  stores . 

472 

479 

472 

482 

492 

488 

477 

471 

462 

477 

499 

475 

494 

4-5 

+5 

Household  appliance  dealers . 

408 

419 

416 

413 

428 

434 

429 

413 

403 

413 

430 

419 

432 

4-3 

44 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,619 

1,587 

1,634 

1, 769 

1,854 

1,925 

2,050 

2, 117 

2,130 

2,140 

2,019 

1,936 

1,747 

44 

-6 

Lumber  yards,  building  materials  dealers2.... 

1,177 

1,136 

1,125 

1,231 

1,283 

1,345 

1,445 

1,510 

1,552 

1,563 

1,511 

1,438 

1,265 

4-5 

-3 

Lumber  yards . 

878 

852 

836 

917 

962 

1,014 

1,098 

1,134 

1,158 

1,157 

1,104 

1,059 

951 

44 

-5 

Automotive  group . 

1,329 

1,276 

1,349 

1,401 

1,408 

1,456 

1,510 

1,462 

1,457 

1,514 

1,553 

1,421 

1,432 

4-9 

+3 

Passenger  car  dealers3 . 

877 

834 

897 

947 

936 

943 

1,011 

944 

974 

1,020 

1,042 

933 

939 

4-12 

+2 

Passenger  car  dealers  (franchised) . 

821 

775 

830 

867 

861 

869 

910 

878 

880 

952 

973 

864 

872 

4-13 

+2 

Tire,  battery,  accessory  dealers . 

422 

412 

422 

429 

442 

479 

500 

485 

483 

461 

481 

447 

459 

4-8 

44 

Gasoline  service  stations . 

431 

419 

436 

460 

472 

471 

448 

456 

452 

467 

469 

455 

420 

4-3 

0 

Other  retail  stores . 

2,099 

2,101 

2,134 

2,241 

2,297 

2,293 

2,224 

2,291 

2,205 

2,193 

2,228 

2,106 

2,248 

+6 

+2 

CHARGE  ACCOUNTS 

United  States,  total . 

6,842 

6,586 

6,658 

7,032 

7,202 

7, 147 

7,157 

7,264 

7,232 

7,424 

7,454 

7,223 

7,441 

4-3 

0 

Durable-goods  stores,  total . 

3,076 

2,960 

3,038 

3,246 

3,390 

3,478 

3,594 

3,669 

3,708 

3,817 

3,748 

3,488 

3,312 

4-7 

-2 

Nondurable-goods  stores,  total . 

3,766 

3,626 

3,620 

3,786 

3,812 

3,669 

3,563 

3,595 

3,524 

3,607 

3,706 

3,735 

4,129 

-1 

+3 

Food  group . . . 

321 

312 

325 

319 

331 

329 

339 

349 

337 

340 

345 

338 

346 

4-2 

+1 

General  merchandise  group . 

1,034 

928 

873 

890 

918 

885 

846 

839 

855 

857 

899 

958 

1,185 

-6 

+5 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

942 

838 

782 

793 

821 

781 

745 

740 

750 

768 

810 

856 

1,087 

-5 

+5 

Department  stores . 

820 

715 

662 

673 

705 

684 

652 

647 

656 

661 

703 

760 

970 

-8 

+6 

Apparel  group . 

727 

651 

664 

682 

632 

617 

598 

609 

648 

681 

696 

696 

827 

0 

+2 

Furniture  and  appliance  group . 

630 

608 

591 

610 

629 

631 

612 

630 

626 

652 

679 

616 

650 

4-10 

+4 

Furniture,  home  furnishing  stores . 

477 

454 

440 

461 

483 

475 

464 

480 

484 

490 

497 

455 

477 

4-9 

+1 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,430 

1,402 

1,439 

1,580 

1,655 

1,730 

1,845 

1,912 

1,930 

1,957 

1,840 

1,745 

1,553 

4-5 

-6 

Lumber  yards,  building  materials  dealers2.... 

1,109 

1,068 

1,062 

1,173 

1,221 

1,286 

1,385 

1,448 

1,491 

1,503 

1,452 

1,378 

1,204 

4-5 

-3 

Lumber  yards . . . 

823 

798 

787 

873 

915 

968 

1,051 

1,089 

1,115 

1,116 

1,065 

1,014 

903 

4-5 

-5 

Automotive  group . 

745 

713 

754 

795 

817 

813 

844 

809 

818 

885 

902 

820 

796 

4-10 

+2 

Passenger  car  dealers  (franchised) . 

540 

516 

548 

581 

579 

572 

594 

572 

577 

632 

650 

578 

554 

4-12 

+3 

Gasoline  service  stations  . 

419 

410 

427 

451 

463 

461 

438 

447 

441 

455 

454 

445 

409 

4-2 

0 

INSTALMENT  ACCOUNTS 

United  States,  total . 

6,632 

6,114 

6,254 

6,320 

6,432 

6,652 

6,624 

6,752 

6,812 

6,888 

7,035 

6,334 

6,858 

4-11 

+2 

Durable -goods  stores,  total . 

2,816 

2,725 

2,761 

2,719 

2,770 

2,861 

2,863 

2,890 

2,878 

2,814 

2,838 

2,715 

2,929 

44 

+1 

Nondurable -goods  stores,  total . 

3,816 

3,389 

3,493 

3,601 

3,662 

3,791 

3,761 

3,862 

3,934 

4,074 

4,197 

3,619 

3,929 

4-16 

+3 

General  merchandise  group . 

3,476 

3,066 

3,158 

3,254 

3,310 

3,440 

3,441 

3,532 

3,597 

3,735 

3,852 

3,320 

3,597 

4-16 

+3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,547 

2,205 

2,283 

2,373 

2,406 

2,  507 

2,529 

2,596 

2,631 

2,753 

2,835 

2,422 

2,633 

4-17 

+3 

Department  stores . 

2,284 

1,970 

2,033 

2,115 

2, 148 

2,230 

2,252 

2,324 

2,344 

2,463 

2,540 

2,174 

2,370 

4-17 

+3 

Apparel  group . 

271 

262 

268 

268 

260 

262 

239 

246 

250 

260 

266 

234 

263 

+14 

+2 

Furniture  and  appliance  group . 

1,443 

1,401 

1,393 

1,375 

1,438 

1,400 

1,393 

1,396 

1,4(9 

1,390 

1,395 

1,394 

1,480 

0 

0 

Furniture,  home  furnishings  stores . 

1,124 

1,075 

1,072 

1,042 

1,092 

1,068 

1,064 

1,075 

1,089 

1,075 

1,078 

1,080 

1,159 

0 

0 

Household  appliance,  TV,  radio  stores . 

319 

326 

321 

333 

346 

332 

329 

321 

320 

315 

317 

314 

321 

+1 

+1 

Lumber,  building,  hardware,  farm  equip,  group.. 

189 

185 

195 

189 

199 

195 

205 

205 

200 

183 

179 

191 

194 

-6 

-2 

Automotive  group . 

584 

563 

595 

606 

591 

643 

666 

653 

639 

629 

651 

601 

636 

+8 

44 

Tire,  battery,  accessory  dealers . 

254 

254 

257 

258 

249 

289 

299 

296 

290 

255 

271 

259 

266 

+5 

+6 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 
Includes  both  franchised  and  nonfranchised  car  dealers. 


Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 
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Table  7. '  ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  NOVEMBER  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1963 

1962 

Percen 

chan 
Nov .  1 
from- 

tage 

«e, 

963 

Jan . 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept . 

Oct. 

Nov.1 

Nov . 

Dec. 

Nov. 

1962 

Oct. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4,688 

4,198 

4,267 

4,377 

4,468 

4,606 

4,605 

4,789 

4,846 

4,923 

5,064 

4,524 

4,894 

+  12 

+3 

1,126 

1,088 

1,100 

1,103 

1,112 

1,150 

1,161 

1,218 

1,211 

1,172 

1,182 

1,151 

1,155 

+3 

+1 

Nondurable-goods  stores,  total . 

3,562 

3,110 

3,167 

3,274 

3,356 

3,456 

3,444 

3,571 

3,635 

3,751 

3,882 

3,373 

3,739 

+  15 

+3 

General  merchandise  group . 

3,162 

2,733 

2,778 

2,873 

2,953 

3,058 

3,065 

3,187 

3,255 

3,365 

3,481 

3,000 

3,316 

+  16 

+3 

Department  stores  and  dry  goods,  general 

2,507 

2,140 

2,177 

2,266 

2,321 

2,401 

2,405 

2,  508 

2,552 

2,654 

2,748 

2,365 

2,633 

+  16 

+4 

Department  stores . 

2,249 

1,915 

1,949 

2,028 

2,077 

2,149 

2,153 

2,256 

2,280 

2,375 

2,464 

2,128 

2,382 

+  16 

+4 

234 

216 

224 

230 

224 

227 

215 

215 

223 

229 

238 

205 

251 

+  16 

+4 

339 

334 

336 

335 

332 

332 

332 

329 

334 

339 

336 

339 

350 

Tire,  battery,  accessory  dealers . 

264 

259 

257 

264 

268 

299 

307 

306 

301 

266 

282 

271 

280 

+6 

CHARGE  ACCOUNTS 

United  States,  total . 

972 

887 

870 

888 

923 

928 

906 

955 

957 

954 

978 

960 

1,067 

+  2 

+3 

277 

267 

271 

280 

296 

315 

321 

369 

363 

357 

357 

324 

304 

+10 

0 

Nondurable-goods  stores,  total . 

695 

620 

599 

608 

627 

613 

585 

586 

594 

597 

621 

636 

763 

-2 

+4 

General  merchandise  group . 

429 

371 

341 

341 

359 

352 

330 

338 

350 

346 

362 

384 

481 

-6 

+5 

Department  stores  and  dry  goods,  general 

392 

336 

306 

306 

323 

310 

289 

295 

306 

306 

322 

347 

440 

-7 

+5 

Department  stores . 

358 

306 

278 

278 

296 

284 

266 

274 

283 

284 

300 

325 

419 

-8 

+6 

113 

99 

103 

108 

105 

106 

107 

99 

105 

108 

110 

97 

124 

+  13 

+2 

Furniture  and  appliance  group . 

39 

41 

41 

40 

37 

39 

37 

37 

37 

39 

40 

43 

48 

-7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3,716 

3,311 

3,397 

3,489 

3,545 

3,678 

3,699 

3,834 

3,889 

3,969 

4,086 

3,564 

3,827 

+  15 

+3 

849 

821 

829 

823 

816 

835 

840 

849 

848 

815 

825 

827 

851 

0 

+1 

Nondurable -goods  stores,  total . 

2,867 

2,490 

2,568 

2,666 

2,729 

2,843 

2,859 

2,985 

3,041 

3, 154 

3,261 

2,737 

2,976 

General  merchandise  group . 

2,733 

2,362 

2,437 

2,532 

2, 594 

2,706 

2,735 

2,849 

2,905 

3,019 

3, 119 

2,616 

2,835 

+  19 

+3 

Department  stores  and  dry  goods,  general 

2,115 

1,804 

1,871 

1,960 

1,998 

2,091 

2,116 

2,213 

2,246 

2, 348 

2,426 

2,018 

2,193 

+  20 

+3 

Department  stores . 

1,891 

1,609 

1,671 

1,750 

1,781 

1,865 

1,887 

1,982 

1,997 

2,091 

2, 164 

1,803 

1,963 

+  20 

+3 

121 

117 

121 

122 

119 

121 

108 

116 

118 

121 

128 

108 

127 

+  19 

+6 

Furniture  and  appliance  group . 

300 

293 

295 

295 

295 

293 

295 

292 

297 

300 

296 

296 

302 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banxs 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,.  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-OCTOBER  AND  NOVEMBER  1963 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


(Billions  of  dollars) 

1.0  1.5  2.0  2.5 


3.5 


4.5 


NOV. 

OCT. 


1 

Kx;  +2% 

+2% 

///A 

0.5 


1.0 


1.5 


Charge  Accounts.  .  .  . 
Installment  Accounts. 
Total . .  > 


5.0 


TOTAL  ALL  STORES 

NOV. 

OCT. 

Percentage 

changel 

7.5 

7.4 

0 

7.0 

6.9 

+  2 

14.5 

14.3 

+1 

^ Based  on 

data  shown 

n  table  6. 

2.0 


2.5 


3.0 


3.5 


4.0 


4.5 


5.0 


NOTE:  November  data  are  based  on  preliminary  estimates  while  October  data  are  bosed  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES 

ESTIMATES  OF  ALL  RETAIL  STORES 

(Percent) 

--UNITED  STATES, 

BY  KIND  OF  BUSINESS 

9 

Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

United  States,  total . 

1. 0-1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 
0.8-0. 8 

0.7 

Nondurable -goods  stores,  total . 

0.8 

ood  group . 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

y  n’t 

0.2 

Meat  markets . 

1.4 

0.2-0. 3 

0.2 

Bakery  products  stores . 

5  9  6  7 

5.8-6. 3 

5.9 

1.1-1. 5 

1.2 

ating  and  drinking  places . 

5. 3-6. 0 

5.5 

1.1-1. 8 

1.3 

Eating  places . 

2. 6-2.8 

2.3 

0. 5-0.9 

0.7 

Restaurants,  cafeterias,  lunchrooms . 

2.7 

0. 5-1.3 

0.8 

Drinking  places . 

3.0 

0. 5-1.2 

0.9 

sneral  merchandise  group . 

2.9 

0. 3-1.1 

0.8 

Department  stores,  dry  goods,  general  merchandise  storee . 

1.7-2. 3 

1.4 

1.9 

0.2-0. 3 
0.2-0. 5 

0.2 

Department  stores . 

0.2 

Variety  stores . 

2.0 

(ZJ-0.3 

0.2 

Mail  order  houses  (department  store  merchandise) . 

(Z) 

1 . b-1 . 8 

(Z) 

1. 6 
(Z) 

0.4-0. 8 

0.5 

jparel  group . 

(Z) 

(Z) 

Men's,  boys'  wear  stores . 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Women's  apparel,  accessory  stores . 

5. 4 

1 . 6-2 . 5 

1.8 

Women's  ready-to-wear  stores . 

3.2 

0.8-1. 2 

1.1 

Family  clothing  stores . 

3. 5 

0.7-1. 2 

1.0 

Shoe  stores . 

10.  4 

1.3-1. 6 

1.5 

imiture  and  appliance  group . 

3. 8-4. 0 

4.0 

0.9-2. 0 

1.8 

Furniture,  home  furnishings  stores . 

3. 3-3. 5 

3.3 

1. 1-2.0 

1.5 

Furniture  stores . 

3.4 

1. 3-2.0 

1.7 

Household  appliance,  TV,  radio  stores . 

3.9 

1.6-2. 3 

2.0 

Household  appliance  dealers . 

5.3 

2. 0-2. 5 

2.2 

onber,  building,  hardware,  farm  equipment  group... 

6. 1 

2. 1-3.0 

2.2 

Lumber  yards,  building  materials  dealers . 

3.3 

1. 4-2.1 

1.6 

Lumber  yards . 

1. 3-2.1 

1.4 

Hardware  stores . 

5.2 

1.5-2. 5 

1.8 

rtomotive  group . 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

Passenger  car,  other  automotive  dealers . 

2.5 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 5-2.8 

0. 8-1.2 

0.9 

Passenger  car  dealers  (franchised) . 

2.7 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

0.8-1. 2 

0.9 

soline  service  stations . 

1.3-2. 5 

1.6 

•ug  and  proprietary  stores . 

1.9 

0.5-0. 9 

0.6 

Drug  stores . 

2.5 

0.4-0. 7 

0.5 

quor  stores . 

3. 6-3.8 

3.6 

3.4-3. 7 

2.6 

3.6 

0.4-0. 8 
0.7-0. 8 

0.5 

n.a 

Z  Sampling  error  is  less  than  0.1  percent. 

a.  £  ^^Mas-.-asa-aans  s  s  ssr 

t'S'sss  sris."”  “™* "» ■>»•  ~  «*  — ™ 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  F«  TWO  CONSECUTIVE  MONTHS 1  — UNITED  STATES,  F®  SELECTED  KINK  OF  BUSINESS 

 (Percent) 


Kind  of  business 


lit  stores,  vegetable  markets . 

idy,  nut,  confectionery  stores . 

licatessen  stores . 

i's,  boys'  clothing  stores . 

»'s,  boys'  furnishings  stores . [[ 

*n's  apparel,  accessory,  specialty  stores. 


»r  coverings  stores . 

radio  stores . 

-nt,  glass,  vallpaper  stores . 

ting,  plumbing  equiprent  dealers. 
®  equipment  dealers . 


Range 


Median 


1. 4-6.6 

3.7 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5. 9 

4.1 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

3. 8-7.7 

4.5 

Kind  of  business 


Fuel,  fuel  oil  dealers . 

Fuel  dealers,  except  fuel  oil. 

Fuel  oil  dealers . 

Jewelry  stores . 

Florists . . . 

Book  stores . 

Stationery  stores . 


Music  8 tores . 

Camera,  photographic  supply  stores. 


Optical  goods  stores. 
Typewriter  stores.... 


I  Hot  available. 


Range 

Median 

1.2-3. 5 

2.8 

1. 9-8.1 

3.1 

1.6-5. 9 

4.6 

2. 6-3.6 

3.2 

3. 0-7. 8 

4.6 

2.2-10.3 

5.1 

2. 3-8. 5 

4.2 

3. 7-7. 4 

6.0 

2. 2-4. 2 

3.7 

1.4-6. 7 
5.2-10.5 

3.1 

5.7 

rang  samp  ng  error  shown  above  are  based  on  the  month-to-month  percentage  change  in  sales  of  the  unadjusted 


the  previous 


data  for  January  through  June  1960. 


10 


Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change*  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

1. 6-2.3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

4.0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

3.7-4. 6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

2.0-3. 0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-3 .0 

2.1 

1. 7-3.0 

2.1 

0. 2-1.1 

0.5 

(z) 

(z) 

(z) 

(z) 

(Z) 

(z) 

4. 5-5.3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

6.8-7 .2 

7.2 

4.8-7. 3 

6.8 

1. 2-5.4 

1.6 

0.8 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

4.0-4 .3 

4.1 

3. 9-4. 3 

4.0 

0. 6-1.3 

1.1 

4. 2-4. 6 

4.4 

4. 1-4. 6 

4.3 

0.6-1. 4 

1.1 

4.4-5. 3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

l.C 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

o.e 

4.2-4 .4 

4.3 

4. 0-4 .4 

4.1 

0.8-1. 5 

o.s 

5. 1-5. 6 

5.3 

4. 7-5. 3 

5.1 

0. 9-2.0 

1.1 

3. 8-5.0 

4.3 

3.7-5. 0 

4.2 

1.1-1. 7 

1.3 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1. 5-2.3 

1.7 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.5 

l.C 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

4. 4-5. 4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

3. 9-5. 6 

4.1 

3.7-5. 1 

4.0 

1. 1-5.0 

l.f 

CHARGE  ACCOUNTS 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0/ 

2. 3-2. 6 

2.4 

2.2- 2.4 

2.4 

0.7-1. 1 

o.< 

2. 3-3. 3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1. 

4.0-4. 6 

4.5 

4. 0-4 .4 

4.1 

1.0-2. 5 

1. 

3. 1-4.4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

0. 

3. 0-4.7 

4.3 

3. 1^.6 

4.3 

0.6-1. 2 

0. 

3.0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0. 5-1.2 

1. 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

2. 

5.0-5. 3 

5.1 

4.7-5. 1 

5.0 

1.8-2. 6 

2. 

2. 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

3. 5-3. 7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0. 

4.3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1. 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0. 9-2.1 

1. 

4. 4-6.1 

4.9 

3.9-5 .4 

5.1 

1. 5-3.1 

2. 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2. 

4. 7-5 .4 

4.9 

4.3-5. 5 

4.6 

1. 3-1.9 

1. 

— 

INSTALMENT  ACCOUNTS 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0. 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

0. 

1. 6-2.1 

1.6 

1.4-2. 1 

1.6 

0. 3-0.9 

0 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0 

1.9-2. 9 

2.0 

1.8-2. 6 

1.9 

0. 2-1.0 

0 

1.7-2. £ 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

0 

6.4-7. £ 

7.2 

5. 6-7. 3 

7.2 

1. 3-3.0 

3.9-4 .4 

4.1 

3. 9-5. 4 

3.9 

0. 7-3.1 

4. 7-5. 4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

4.4-6. C 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

7.6-9.: 

8.9 

8.0-8. 9 

8.7 

1.6-2. 3 

1 

5.5-7.C 

6.1 

5.7-6. 5 

6.0 

1.0-2. 3 

1 

3.7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

f  preliminary  estate  for  the  -nth  oven  the  final  estate  for  the  P-vious  Month.  (See  Explanatory  Material, 

page  14. ;  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  — 1,  —  +— .  ,.me  1959  ^  January 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  “  •  Tfav^J^e  and  December  1959  and 


through  April  1960.  Final  estimates: 
January  through  April  1960 . 


snovn  aDove  are  Da  sea  on  accounts  rewivuuic  - - -  ,  -  ,  _  .  nn„n,Vo„  iq*;q  QTiH 

May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to- month 
percentage 
change  1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-O.l 

0.1 

Durable-goods  stores,  total . 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

Nondurable-goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 3-0.4 

0.4 

0.3-0. 4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

Apparel  group . 

1.8-2. 2 

2.0 

1. 8-1.9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.9-1. 4 

1.0 

(Z)-0.1 

0.1 

Tire,  batteiy,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2.7-2. 8 

2.7 

2.6-2. 7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0. 6-1.7 

1.1 

0.7-1. 1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(ZJ-1.4 

(Z) 

Department  stores . 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(Z)-O.l 

(Z) 

Apparel  group . 

3.7-4. 4 

4.0 

3. 7-3.8 

3.8 

0.3-0. 7 

0.7 

Furniture  and  appliance  group . 

3.1-3. 7 

3.2 

2. 9-4.3 

3.1 

0.4-0. 8 

0.7 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

- 

- 

- 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0. 4 

0.3 

0. 3-0.4 

0.3 

(ZJ-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1. 4 

1.1 

0.9-1. 4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0. 4 

0.4 

0. 3-0.5 

0.4 

(ZJ-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(ZJ-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(ZJ-0.1 

(Z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(ZJ-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 

(Z) 

Tire,  battery,  accessory  dealers . 

- 

- 

- 

- 

- 

- 

Z  Sampling  variability  is  less  than  0.1  percent. 

X  No  range  -  upper  and  lower  limits  and  median  are  identical. 
1  See  footnote  1,  table  10. 

Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf organizations,  ard  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  tie  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  thatihe  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected .  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes).  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959 .  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  nay  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included .  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service,  Diners '  Club,  etc . 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts • 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows : 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  -the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample. 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  .the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census cfbiBiness. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  cf  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  can- 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960 . 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2 .  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc . 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses .  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of  ihe  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureauaf  the  Census  survey  results . 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business .  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised".) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  or  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services . 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manuf acturing .  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; ihe  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month -to -month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1 .3$  (or  *013) .  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3#.  This  percentage  change  is 
equivalent  to  a  month— to— month  ratio  of  .97 .  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9#  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio" is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  I960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary,  "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  prelim— 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they,  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds -of-business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .7  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census .  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  informatioi 
on  the  reliability  of  the  estimates  is  available  ii 
a  pamphlet  entitled  "Description  of  the  Sample  fo: 
the  Monthly  Retail  Trade  Report." 
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II .  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates . 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  for  the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores-- 
Tables  2,  6,  and  7 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  tables  6  and  7  for  all  kinds  of  busi¬ 
ness  are  derived  directly  from  the  dollar  volume 
estimates  in  the  same  tables . 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores --Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores . 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sanpling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors .  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation, "  pp . 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of -business  group  and  total  levels 
were  derived  by  dividing  the  unad justed  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use.  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  f igures fbr 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards . 


Table  12.  COMBINED  SEASONAL  AND  TRADING  DAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JULY  1962— MAY  1964 
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Factors  reflect  Easter  adjustments,  if  any,  that  were  made  in  this  month. 
1964  factors  are  presently  available  only  through  April  1964. 


Table  13.  AVERAGE  MONTH -TO -MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  CROUP  II  STORES 
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Kind  of  business 

■c 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

I/O 

Average  duration  of 

run 

MCD 

Cl 

I 

C 

MCD 

All  stores 

United  States,  total . 

7.58 

5.80 

30.6 

.78 

.63 

.44 

1.43 

2 

2.53 

1.80 

9.54 

3.62 

Durable-goods  stores,  total . 

7.48 

6.12 

27.6 

1.79 

1.56 

.87 

1.79 

2 

2.25 

1.49 

9.54 

3.24 

Nondurable -goods  stores,  total . 

8.05 

5.98 

34.8 

.68 

.58 

.35 

1.66 

2 

1.82 

1.63 

31.00 

3  M2 

5.88 

2.39 

9.6 

.72 

.61 

.34 

1.79 

2 

1.72 

1.43 

31.00 

4.92 

6.03 

2.22 

9.0 

.73 

.63 

.38 

1.66 

2 

1.72 

1.41 

62.00 

4.56 

Eating  and  drinking  places . 

5.23 

3.69 

20.1 

.86 

.78 

.35 

2.23 

3 

2.14 

1.65 

10.33 

5.08 

General  merchandise  group . 

17.39 

15.30 

101.8 

1.34 

1.24 

.40 

3.10 

3 

1.82 

1.68 

13.78 

2.84 

Department  stores . 

17.62 

15.98 

105.1 

1.63 

1.50 

.46 

3.26 

3 

1.72 

1.48 

12 .40 

2.60 

Variety  stores . 

19.33 

18.92 

129.7 

1.65 

1.58 

.47 

3.36 

4 

1.77 

1.55 

15.50 

5.04 

Mail  order  houses  (department  store  merchandise).. 

16.33 

14.40 

84.0 

2.15 

2.10 

.61 

3.44 

3 

1.72 

1.59 

31.00 

4.69 

‘17. 26 

17.22 

97.0 

1.81 

1.72 

.47 

3.66 

4 

1.63 

1.55 

13.78 

4.17 

22.06 

20.24 

120.5 

2.68 

2.43 

.81 

3.00 

4 

1.82 

1.59 

8.86 

3.36 

Women's  apparel,  accessory  stores . 

18.56 

16.67 

91.5 

1.84 

1.75 

.56 

3.13 

4 

1.70 

1.53 

12.40 

4.65 

Shoe  stores . 

19.07 

17.62 

57.7 

2.66 

2.57 

.63 

4.08 

4 

1.75 

1.63 

8.27 

3.56 

Furniture  and  appliance  group . 

1S.30 

8.00 

44.4 

1.24 

1.14 

.50 

2.28 

3 

1.91 

1.43 

13.78 

4.88 

Furniture,  home  furnishings  stores . 

8.89 

7.93 

41.3 

1.45 

1.27 

.57 

2.23 

3 

2.14 

1.48 

13.78 

4.52 

Household  appliance,  TV,  radio  stores . 

9.86 

8.87 

51.9 

1.78 

1.60 

.71 

2.25 

3 

1.85 

1.61 

9.54 

4.52 

Lumber,  building,  hardware,  farm  equipment  group.... 

‘8.87 

8.78 

48.1 

1.81 

1.62 

.59 

2.75 

4 

2.00 

1.77 

8.27 

3.90 

Lumber  yards,  building  materials  dealers . 

9.04 

8.58 

45.2 

1.89 

1.71 

.72 

2.38 

3 

1.77 

1.55 

8.86 

4.07 

Hardware  stores . 

12.43 

10.92 

53.1 

1.68 

1.58 

.49 

3.22 

4 

1.97 

1.97 

6.53 

4.48 

Automotive  group2 . 

7.45 

35 .87 

328 .1 

3.09 

2.72 

1.26 

2.16 

3 

2.10 

1.46 

7.29 

3.70 

Passenger  car,  other  automotive  dealers . 

7.54 

5.18 

29.0 

2.84 

2.48 

1.17 

2.12 

3 

2.03 

1.46 

9.54 

3.30 

Tire,  battery,  accessory  dealers . 

12.41 

10.16 

47.3 

2.45 

2.18 

.94 

2.32 

3 

1.91 

1.61 

9.54 

3.94 

Gasoline  service  stations . 

4.32 

2.68 

13.3 

.85 

.63 

.52 

1.21 

2 

2.10 

1.65 

62.00 

4.24 

Drug  and  proprietary  stores . 

6.87 

5.99 

32.0 

1.00 

.85 

.48 

1.77 

2 

2.38 

1.72 

10.33 

3.84 

Liquor  stores . 

11.76 

9.15 

59.8 

1.27 

1.12 

.59 

1.90 

2 

2.10 

1.49 

13.78 

4.10 

Group  II  stores 

United  States,  total . 

11.02 

8.93 

52.9 

1.18 

1.12 

.61 

1.84 

3 

1.80 

1.53 

23.80 

7.80 

Grocery  stores . 

7.95 

2.26 

9.6 

1.06 

.94 

.54 

1.74 

2 

1.91 

1.43 

41.33 

4.24 

Eating  and  drinking  places . 

4.44 

2.86 

14.7 

1.49 

1.43 

.61 

2.34 

3 

2.32 

2.08 

13.67 

5.76 

17.27 

16.00 

103.6 

2.00 

1.93 

.75 

2.57 

3 

1.63 

1.63 

14.88 

3.77 

17.13 

15.26 

98.5 

2.45 

2.30 

.71 

3.24 

3 

1.66 

1.46 

12.30 

3.18 

20.32 

20.07 

134.6 

1.64 

1.62 

.41 

3.95 

4 

1.84 

1.60 

12.30 

5.45 

21.88 

20.17 

99.5 

2.65 

2.49 

.72 

3.46 

4 

1.70 

1.53 

9.15 

4.00 

26.73 

24.88 

132.5 

4.72 

4.75 

1.07 

4.44 

5 

2.28 

2.12 

9.46 

7.93 

20.91 

19.42 

109.3 

2.45 

2.30 

.62 

3.71 

4 

1.89 

1.81 

10.25 

5.00 

22.54 

20.59 

67.5 

3.59 

3.53 

.62 

5.69 

6 

1.62 

1.58 

11.18 

7.87 

Tire,  battery,  accessory  dealers . 

14.32 

13.58 

61.5 

2.85 

2.71 

.83 

3.27 

4 

1.86 

1.76 

9.46 

4.80 

Drue  and  proprietary  stores . 

9.39 

60.6 

1.64 

1.46 

.60 

2.43 

3 

2.16 

1.84 

20.50 

12.10 

1  For  the  group  totals,  measures  shown  refer  to  data  after  adjustment  for  trading  days. 

2  Measures  shown  for  passenger  car  dealers  include  an  adjustment  to  eliminate  the  effect  of  the  1959  steel  strike. 


The  automotive  group  total  has  not  been 


adjusted  in  this  manner. 

-*  For  the  automotive  group,  measures  shown  refer  to  data  before  adjustment  for  trading  days. 


EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.  New  York,  1957. 


0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

Is  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  i6  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average . 

I/C  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 


MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb. -Mar., 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 


Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95%  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  indicates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  columns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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criteria  may  serve  certain  purposes;  they  can  therefore ^x^oht Sampllng  error  in  excess  of  these 
for  publication.  (See  footnote  to  Table  1  and  +hf  di  ^  obtained  on  request  for  internal  use  but  not 
Tabulations "  on 'page  7.)  1  the  discussion  of  '^published  Data"  and  of  "Special 


(Weekly  Retail  R^o^AdvMce'fctendll^Retan'sale^R'^j^'y^'n^i^ij^jj’P^"  2°402'  Annual  subscr.ption  to  Current  Retail  Tr.de  Reotm. 

subscription)  T6.00.  Singlecop.es,  available  Uy  front the ^B«eTi  “h"ce„sus,“,!oy:ach"ePOrt’  a"d  AnnUal  R"ai1  Trade  Repot,  ^id.s  a  Tg.e 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  NOVEMBER  1962  AND  NOVEMBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 

1963 

1962 

Percentage  change 

Apr. -Nov. 
1963 
from — 
Apr. -Nov. 
1962 

Nov.  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 1 

Nov. 

Dec. 

Nov. 

1962 

Oct. 

1963 

UNITED  STATES,  TOTAL . 

18,261 

17,087 

19, 653 

20,518 

21,228 

20, 737 

20, 540 

21,018 

19,267 

21,528 

21,555 

20,911 

24,127 

+5 

+3 

0 

Dirabl e-goods  stores,  total.... 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,599 

7, 038 

6,742 

6, 766 

+7 

+4 

-7 

Nondurable-goods  stores,  total. 

12,566 

11,655 

13, 270 

13,  536 

13,989 

13,693 

13,564 

14, 462 

13,268 

13,929 

14,517 

14,169 

17,361 

+3 

+2 

f4 

Food  group . 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,165 

4,917 

5,237 

+3’ 

+5 

+5 

Grocery  stores . 

4,303 

4,048 

4,  531 

4,223 

4,578 

4,483 

4,  502 

4,828 

4,238 

4,449 

4,699 

4,456 

4,732 

+3 

+5 

+6 

Eating  and  drinking  places . 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,485 

1,445 

1,479 

+4 

+3 

-5 

GAF2,  total . 

3,  572 

3,234 

3,994 

4,421 

4, 375 

4,347 

4,104 

4,  624 

4,436 

4,727 

5,  L44 

5,051 

7,462 

+4 

+2 

+9 

General  merchandise  group . 

1,756 

1,627 

2,075 

2,299 

2,278 

2,287 

2,129 

2,465 

2,295 

2,441 

2,754 

2,711 

4,119 

+5 

+2 

+13 

Department  stores . 

1,005 

902 

1,199 

1,315 

1,317 

1,352 

1,224 

1,420 

1,351 

1,417 

1,605 

1,575 

2,422 

+6 

+2 

+13 

Apparel  group . 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,292 

1,320 

2,127 

0 

-2 

+8 

Furniture  and  appliance  group.... 

830 

781 

838 

854 

934 

933 

965 

992 

980 

1,095 

1,098 

1,020 

1,216 

+8 

+8 

0 

Lumber,  bldg. ,hdwe. , farm  equip. gp.. 

921 

886 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,354 

1,271 

1,190 

+4 

+7 

-11 

Automotive  group . 

3,487 

3,309 

3,926 

4,262 

4,301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,968 

3,869 

3,434 

+7 

+3 

-10 

Gasoline  service  stations . 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,634 

1,561 

1,629 

+3 

+  5 

-1 

Drug  and  proprietary  stores . 

649 

641 

667 

652 

676 

664 

660 

680 

647 

667 

667 

660 

880 

+2 

+1 

0 

THE  NORTHEASTERN  STATES,  TOTAL . 

4,752 

4, 366 

5,018 

5,274 

5,494 

5,287 

5,213 

5,262 

4,837 

5,  390 

5,500 

5,471 

6,294 

+4 

+1 

+2 

Durable- goods  stores,  total .... 

1,327 

1,194 

1,454 

1,672 

1,760 

1,632 

1,598 

1,458 

1,257 

1,679 

1,593 

1,606 

1,574 

+5 

-1 

-5 

Nondurable-goods  stores,  total . 

3,425 

3,172 

3,564 

3,602 

3,734 

3,655 

3,615 

3,804 

3,580 

3,711 

3,907 

3,865 

4,720' 

+3 

+1 

+5 

Food  group . 

1,326 

1,263 

1,394 

1,310 

1,422 

1,381 

1,434 

1,482 

1 ,  318 

1,367 

1,443 

1,383 

1,453 

+3 

+4 

+6 

Grocery  stores . 

1,114 

1,059 

1,173 

1,092 

1,189 

1,153 

1,167 

1,243 

1,094 

1,142 

1,209 

1,160 

1,210 

+3 

+4 

+6 

Eating  and  drinking  places . 

407 

376 

425- 

439 

477 

493 

507 

524 

472 

485 

452 

441 

451 

+3 

+2 

-7 

GAF2,  total . 

1,000 

879 

1,085 

1,222 

1,220 

1,218 

1,104 

1,222 

1,215 

1,286 

1 , 407 

1,457 

2,080 

+1 

-3 

+9 

General  merchandise  group . 

421 

380 

485 

549 

554 

567 

508 

572 

564 

594 

679 

683 

1,028 

+4 

-1 

+14 

Department  stores . 

258 

226 

302 

345 

344 

353 

298 

342 

350 

361 

413 

419 

648 

+5 

-1 

+14 

Apparel  group . 

335 

273 

361 

425 

389 

390 

320 

362 

388 

388 

414 

446 

679 

-2 

-7 

+7 

+3 

-4 

Til  it'-"'*  11  1  1  l  llll  1*  f 

-15 

Gasoline  service  stations . 

281 

259 

292 

296 

304 

305 

325 

322 

298 

303 

304 

295 

298 

+2 

+3 

0 

Drug  and  proprietary  stores . 

149 

146 

150 

148 

151 

152 

154 

159 

152 

154 

153 

151 

193 

+3 

+1 

-1 

THE  NORTH  CENTRAL  STATES,  TOTAL. . . . 

5,242 

4,913 

5,674 

6,110 

6,294 

6,216 

6,110 

6,237 

5,819 

6,  616 

6,535 

6,  316 

7,082 

+5 

+3 

-1 

IXirable-goods  stores,  total.... 

1,583 

1,534 

1,844 

2,102 

2,138 

2,150 

2,132 

1,996 

1,899 

2,437 

2,195 

2,097 

2,018 

+8 

+5 

-10 

Nondurable-goods  stores,  total. 

3,659 

3,379 

3,830 

4,008 

4,156 

4,066 

3,978 

4,241 

3,920 

4,179 

4,340 

4,219 

5,064 

+3 

+3 

+4 

Food  group . 

1,326 

1,251 

1,371 

1,303 

1,411 

1,401 

1,368 

1,456 

1,303 

1,379 

1,449 

1,375 

1,469 

+3 

+5 

+5 

Grocery  stores . 

1,219 

1,152 

1,268 

1,194 

1,289 

1,281 

1,256 

1,335 

1,193 

1,261 

1,330 

1,255 

1,339 

+3 

+6 

+5 

Eating  and  drinking  places . 

390 

369 

415 

435 

473 

480 

491 

507 

463 

475 

455 

437 

436 

+5 

+4 

-4 

GAF2,  total . 

995 

906 

1,150 

1,287 

1,264 

1,269 

1,197 

1,363 

1,329 

1,408 

1,561 

1,478 

2,139 

+7 

+6 

+11 

General  merchandise  group . 

533 

497 

648 

731 

717 

723 

661 

783 

740 

777 

892 

875 

1,285 

+  5 

+2 

+15 

Department  stores . 

310 

279 

375 

419 

423 

410 

387 

458 

439 

453 

506 

512 

776 

+5 

-1 

+12 

Apparel  group . 

248 

205 

277 

320 

298 

286 

257 

298 

289 

298 

344 

338 

535 

+2 

+2 

+15 

Furniture  and  appliance  group.... 

214 

204 

225 

236 

249 

260 

279 

282 

300 

333 

325 

265 

319 

+20 

+23 

-2 

Lumber,  bldg. ,hdwe. , farm  equip. gp. . 

304 

301 

385 

496 

519 

535 

535 

555 

584 

622 

540 

492 

448 

+7 

+10 

-13 

Automotive  group . 

940 

904 

1,103 

1,244 

1,217 

1,206 

1,177 

1,013 

846 

1,315 

1,157 

1,166 

1,001 

+6 

-1 

-12 

Gasoline  service  stations . 

523 

455 

489 

511 

526 

531 

541 

547 

505 

542 

535 

512 

540 

+  3 

+4 

-1 

Drug  and  proprietary  stores . 

196 

192 

202 

192 

199 

193 

198 

203 

199 

206 

209 

206 

273 

+2 

+1 

+1 

THE  SOUTH,  TOTAL . 

4,933 

4,685 

5,398 

5,544 

5,691 

5,523 

5,443 

5,663 

5,102 

5,668 

5,686 

5,423 

6,  391 

+5 

+5 

0 

Durable-goods  stores,  total .... 

1,685 

1,649 

1,878 

1,971 

2,038 

1,972 

1,911 

1,845 

1,692 

2,056 

1,922 

1,819 

1,915 

+7 

+6 

-7 

Nondurable-goods  stores,  total. 

3,248 

3,036 

3,520 

3,573 

3,653 

3,551 

3,532 

3,818 

3,410 

3,612 

3,764 

3,604 

3,476 

+4 

+4 

+4 

Food  group . 

1,225 

1,147 

1,311 

1,235 

1,347 

1,316 

1,325 

1,428 

1,232 

1,307 

1,373 

1,290 

1,382 

+4 

+6 

+5 

Grocery  stores . 

1,171 

1,093 

1,254 

1,173 

1,280 

1,251 

1,259 

1,360 

1,177 

1,247 

1,316 

1,234 

1,320 

+4 

+7 

+6 

Eating  and  drinking  places . 

282 

269 

307 

316 

329 

329 

344 

351 

309 

316 

312 

299 

308 

+3 

+4 

-1 

GAF2,  total . 

938 

862 

1,073 

1,176 

1,139 

1,114 

1,070 

1,231 

1,127 

1,201 

1,292 

1,252 

1,925 

+4 

+3 

+8 

General  merchandise  group . 

467 

437 

568 

613 

593 

584 

553 

647 

571 

623 

689 

648 

1,026 

+7 

+6 

+11 

Department  stores . 

234 

210 

288 

291 

288 

290 

273 

319 

288 

311 

349 

343 

523 

+3 

+2 

+  12 

Apparel  group . 

258 

225 

290 

347 

305 

284 

277 

333 

310 

327 

348 

355 

589 

0 

-2 

+6 

Furniture  and  appliance  group.... 

213 

200 

215 

216 

241 

246 

240 

251 

246 

251 

255 

249 

310 

+2 

+2 

+2 

Lumber,  bldg. ,hdwe. , farm  equip. gp.. 

266 

265 

333 

387 

388 

358 

365 

361 

340 

371 

337 

326 

302 

0 

+3 

Automotive  group . 

1,086 

1,067 

1,208 

1,244 

1,256 

1,224 

1,169 

1,085 

955 

1,295 

1,177 

1,099 

1,064 

+11 

+7 

-9 

Gasoline  service  stations . 

441 

412 

455 

459 

474 

480 

497 

514 

469 

473 

474 

445 

473 

+4 

+7 

0 

Ding  and  proprietary  stores . 

175 

178 

184 

181 

187 

182 

175 

179 

167 

172 

174 

171 

218 

+1 

+2 

+1 

THE  WEST,  TOTAL . 

3,334 

3,123 

3,563 

3,  590 

3,749 

3,711 

3/774 

3,856 

3,509 

3,854 

3,834 

3,701 

4,  360 

+4 

+4 

-1 

Durable-goods  stores,  total.... 

1,100 

1,055 

1,207 

1,237 

1,303 

1,290 

1,335 

1,257 

1,151 

1, 427 

1,328 

1,220 

1,259 

+6 

+9 

-7 

Nondurable-goods  stores,  total . 

2,234 

2,068 

2,  356 

2, 353 

2,446 

2,421 

2,439 

2,599 

2,358 

2,427 

2,506 

2,481 

3,101 

+3 

+1 

+3 

Food  group . 

861 

806 

900 

829 

886 

859 

876 

952 

831 

857 

900 

869 

933 

+1 

+4 

+5 

Grocery  stores . 

799 

744 

836 

764 

820 

798 

820 

890 

774 

799 

844 

807 

863 

+2 

+5 

+6 

Eating  and  drinking  places . 

255 

240 

274 

273 

283 

290 

304 

316 

282 

280 

266 

268 

284 

+6 

-1 

-5 

GAF2,  total . 

639 

587 

686 

736 

752 

746 

733 

808 

765 

832 

884 

864 

1,318 

+5 

+2 

+6 

General  merchandise  group . 

335 

313 

374 

406 

414 

413 

407 

463 

420 

447 

494 

505 

780 

+5 

-2 

+11 

+12 

+4 

Apparel  group . 

145 

123 

153 

176 

171 

167 

156 

174 

174 

178 

186 

181 

324 

+1 

+3 

- 

0.1-  .  Ilf 

Drug  and  proprietary  stores . 

1  1  1  1 

1  r 

iiiii 

I_ 1_ 1_ 1 

i  9 

_ 1 _ 1 _ L  1 _ I _ 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  regions  are  shown  on  last  page  of  report.  1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  In  department  store  types  of  merchandise. 
(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 
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Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  NOVEMBER  1962  TO  NOVEMBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Geographic  division  and 
kind  of  business 

1963 

1962 

Percentage  change 

Apr. -Nov. 
1963 
from— 
Apr . -Nov . 
1962 

Nov.  1963 
from-- 

Jan. 

Feb . 

Mar. 

Apr . 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov.1 

Nov. 

Dec . 

Nov. 

1962 

Oct. 

1963 

New  England  Division,  total . 

1, 207 

1,0* 

1,196 

1,278 

1,348 

1,311 

1,311 

1,325 

1, 170 

1,289 

1, 307 

1,  346 

1,569 

♦  5 

-3 

+  1 

Durable-goods  stores . 

348 

302 

355 

438 

472 

449 

423 

39? 

318 

412 

388 

389 

409 

+  10 

0 

-6 

Nondurable-goods  stores . 

859 

772 

841 

840 

876 

862 

888 

933 

852 

877 

919 

957 

1, 160 

+  2 

-4 

•  +5 

Food  group . 

330 

305 

337 

315 

345 

338 

368 

370 

317 

321 

335 

348 

358 

+3 

-4 

+4 

GAF2,  total . 

228 

194 

231 

270 

272 

272 

242 

284 

258 

269 

298 

325 

470 

-3 

-8 

+  11 

Middle  Atlantic  Division,  total.... 

3,545 

3,292 

3,822 

3,996 

4,146 

3,976 

3,902 

3,937 

3,667 

4,101 

4,193 

4,125 

4,725 

+3 

+2 

+2 

Durable-goods  stores. . 

979 

892 

1,099 

1,234 

1,288 

1,183 

1, 175 

1,066 

939 

1,267 

1,205 

1,  217 

1,165 

+4 

-1 

-5 

Nondurable-goods  stores . 

2,566 

2,400 

2,723 

2,762 

2,858 

2,793 

2,727 

2,871 

2,728 

2,834 

2,988 

2,908 

3,560 

+3 

+  3 

+  5 

GAF2,  total . 

772 

685 

854 

952 

948 

946 

862 

938 

957 

1,017 

1,109 

1, 132 

1,610 

+  2 

-2 

+9 

General  merchandise  group . 

325 

2% 

380 

426 

431 

439 

393 

435 

443 

468 

538 

526 

793 

+6 

+  2 

+  15 

East  North  Central  Division,  total. 

3,724 

3,481 

4,013 

4,  302 

4,427 

4,366 

4,289 

4,401 

4,095 

4,657 

4,630 

4,447 

5,031 

+6 

+4 

-1 

Durable-goods  stores . 

1,088 

1,045 

1, 255 

1,451 

1,470 

1,478 

1,474 

1,  365 

1,283 

1,676 

1,490 

1,419 

1,363 

+  11 

+  5 

-11 

Nondurable-goods  stores . 

2,636 

2,436 

2,758 

2,851 

2,957 

2,888 

2,815 

3,036 

2,812 

2,981 

3,140 

3,028 

3,668 

+  3 

+4 

+5 

Food  group . 

$88 

932 

1,024 

968 

1,049 

1,035 

1,007 

1,080 

964 

1,017 

1,078 

1,020 

1,094 

+  3 

+6 

+6 

GAF2,  total . 

720 

658 

834 

932 

920 

922 

869 

1,001 

973 

1,030 

1,153 

1,077 

1,567 

+8 

+7 

+  12 

General  merchandise  group . 

378 

359 

463 

517 

515 

519 

472 

565 

538 

566 

661 

637 

928 

+6 

+4 

+  17 

West  North  Central  Division,  total. 

1,518 

1,432 

1,661 

1,808 

1,867 

1,850 

1,821 

1,836 

1, 724 

1,959 

1,905 

1,869 

2,051 

+  3 

+  2 

-3 

Durable -goods  stores . 

495 

489 

589 

651 

668 

672 

658 

631 

616 

761 

705 

678 

655 

+3 

+4 

-7 

Nondurable-goods  stores . 

1,023 

943 

1,072 

1, 157 

1,199 

1, 178 

1,163 

1,205 

1, 108 

1,198 

1,  200 

1,191 

1,396 

+3 

+  1 

0 

Food  group . 

338 

319 

347 

335 

362 

366 

361 

376 

339 

362 

371 

355 

375 

+  1 

+  5 

+  2 

GAF2,  total . 

275 

248 

316 

355 

344 

347 

328 

362 

356 

378 

408 

401 

572 

+4 

+  2 

48 

General  merchandise  group . 

155 

138 

185 

214 

202 

204 

189 

218 

202 

211 

231 

238 

357 

+  10 

-3 

♦9 

South  Atlantic  Division,  total . 

2,460 

2, 293 

2,646 

2,734 

2,776 

2,700 

2,637 

2,749 

2,438 

2,740 

2,790 

2,699 

3,206 

+6 

+  3 

+  2 

Durable-goods  stores . 

810 

769 

888 

950 

967 

936 

908 

860 

780 

975 

927 

865 

913 

+  10 

+7 

-5 

Nondurable -goods  stores . 

1,650 

1,524 

1,758 

1,784 

1,809 

1,764 

1,729 

1,889 

1,658 

1,765 

1,863 

1,834 

2,  293 

+4 

+2 

+6 

GAF2,  total . 

495 

449 

557 

597 

565 

565 

533 

617 

573 

598 

649 

645 

1,009 

+4 

+  1 

+  9 

General  merchandise  group. . 

254 

235 

307 

322 

306 

304 

283 

334 

293 

317 

353 

340 

543 

♦  8 

+4 

+  11 

East  South  Central  Division,  total. 

898 

853 

992 

1,039 

1,061 

1,019 

994 

1,055 

983 

1,093 

1,077 

999 

1,  205 

+6 

+8 

-1 

Nondurable-goods  stores . 

583 

551 

648 

670 

694 

648 

651 

707 

658 

698 

724 

661 

831 

+7 

+  10 

♦4 

GAF2,  total . 

165 

158 

204 

228 

224 

210 

202 

234 

220 

238 

254 

233 

360 

♦4 

+  9 

+7 

General  merchandise  group . 

84 

81 

109 

121 

117 

113 

109 

124 

116 

128 

142 

122 

198 

+  10 

+  16 

+  11 

West  South  Central  Division,  total. 

1,575 

1,539 

1,760 

1,771 

1,854 

1,804 

1,812 

1,859 

1,681 

1,835 

1,819 

1,725 

1,980 

+  5 

+5 

-1 

Nondurable-goods  stores . 

1,015 

961 

1,114 

1,119 

1, 150 

1,139 

1,152 

1, 222 

1,094 

1,149 

1,177 

1, 109 

1,352 

+5 

+6 

-6 
♦  2 

GAF2,  total . 

278 

255 

312 

351 

350 

339 

335 

380 

334 

365 

389 

374 

556 

♦  3 

+4 

+7 

General  merchandise  group . 

129 

121 

152 

170 

170 

167 

161 

189 

162 

178 

194 

186 

285 

+  5 

+4 

+9 

Mountain  Division,  total . 

730 

690 

833 

850 

877 

878 

944 

936 

839 

912 

911 

796 

946 

♦  5 

♦  14 

0 

Nondurable -goods  stores . 

501 

468 

566 

568 

581 

578 

596 

625 

555 

550 

559 

557 

680 

♦  1 

0 

+  2 

GAF2,  total . 

120 

113 

133 

147 

153 

147 

149 

164 

150 

163 

170 

160 

252 

+4 

♦6 

♦4 

General  merchandise  group . 

61 

60 

72 

84 

88 

83 

82 

95 

78 

85 

91 

91 

147 

♦  3 

0 

♦7 

Pacific  Division,  total . 

2,604 

2,433 

2,730 

2,740 

2,872 

2,833 

2,830 

2,920 

2,670 

2,942 

2,923 

2,905 

3,414 

♦4 

+  1 

-1 

Durable-goods  stores . 

871 

833 

940 

955 

1,007 

990 

987 

946 

867 

1,065 

976 

981 

993 

+4 

-1 

-8 

Nondurable-goods  stores . 

1, 733 

1,600 

1,790 

1,785 

1,865 

1,843 

1,843 

1,974 

1,803 

1,877 

1,947 

1,924 

2,421 

♦  3 

♦  1 

+4 

Food  group . 

665 

623 

690 

636 

683 

658 

*673 

733 

634 

655 

690 

669 

720 

♦  2 

♦  3 

♦  5 

GAF2,  total . 

519 

474 

553 

589 

599 

599 

584 

644 

615 

669 

714 

70A 

1,066 

♦6 

♦  1 

♦7 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 


*  Preliminary  estimates. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department  store  types  of  me re hand  lee . 
(C)  (c)  See  footnote  to  Table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  NINE  LARGEST  STATES:  NOVEMBER  1962  TO  NOVEMBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1963 

1962 

Percentage  change 

Apr. -Nov. 
1963 
from — 
Apr. -Nov. 
1962 

Nov.  1963 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov.1 

Nov. 

Dec. 

Nov. 

1962 

Oct. 

1963 

California . 

2,009 

1,898 

2,111 

2,113 

2,204 

2,156 

2,140 

2,192 

2,011 

2,248 

2,247 

2,251 

2,631 

+3 

0 

0 

Illinois . 

1,100 

1,026 

1,203 

1,275 

1,290 

1,235 

1,193 

1,234 

1,172 

1,332 

1,373 

1,316 

1,528 

+4 

+4 

+3 

Massachusetts . 

603 

535 

595 

624 

662 

636 

606 

607 

549 

607 

616 

672 

785 

+3 

-8 

4 1 

Michigan . 

805 

745 

846 

909 

947 

936 

945 

953 

859 

981 

968 

963 

1,073 

+4 

+1 

-1 

New  Jersey . 

670 

635 

744 

770 

780 

752 

749 

735 

675 

780 

802 

762 

856 

+5 

+5 

4-3 

New  York . 

1,825 

1,690 

1,921 

1,996 

2,075 

1,992 

1,940 

1,997 

1,892 

2,081 

2,134 

2,107 

2,441 

+•4 

+1 

4-3 

Ohio . 

920 

871 

1,006 

1,072 

1,100 

1,087 

1,088 

1,1*35 

1,074 

1,212 

1,202 

1,135 

1,268 

+6 

+■6 

-1 

Pennsylvania . 

1,050 

967 

1,157 

1,230 

1,291 

1,232 

1,213 

1,205 

1,100 

1,240 

1,257 

1,256 

1,428 

+2 

0 

4-1 

Texas . 

959 

959 

1,084 

1,097 

1,149 

1,104 

1,088 

1,130 

1,013 

1,107 

1,096 

1,061 

1,199 

+2 

+3 

-1 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  NOVEMBER  1962  TO  NOVEMBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1963 

Percentage  change 

Statistical  areas 

Apr. -Nov. 

Nov. 

1963 

from — 
Apr. -Nov. 
1962 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept . 

Oct. 

Nov.1 

Nov. 

Dec. 

Nov. 

1962 

Oct. 

1963 

Standard  Consolidated  Areas2 

Chicago,  Ill. -Northwestern  Ind., 

767 

731 

878 

915 

913 

884 

837 

869 

818 

928 

962 

947 

1,104 

+2 

+7 

+2 

+7 

+2 

+4 

+13 

+3 

New  York- Northeastern  N.  J., 

1,661 

1,550 

1,768 

1,813 

1,864 

1,778 

1,693 

1,693 

1,635 

1,838 

1,893 

1,861 

2,147 

GAF3 . 

396 

343 

424 

463 

'457 

461 

413 

445 

'484 

'505 

'541 

552 

767 

+3 

-2 

+7 

Standard  Metropolitan 
Statistical  Areas2 

706 

669 

808 

843 

841 

810 

765 

797 

753 

847 

892 

872 

1,025 

+2 

+8 

+5 

+9 

+4 

+2 

+8 

+5 

+15 

.  1  1  1  1  1  1  r 

1  1 

_ 1 _ - 

i  i  1  1  i  i  C. 

1 ! ! - 

+10 

+1 

+12 

0 

923 

8A7 

947 

945 

978 

953 

965 

989 

918 

1,039 

1,041 

1,035 

1,232 

+8 

+4 

+6 

+1 

+10 

New  York,  N.  Y.,  total . 

1,195 

1,106 

1,240 

1,270 

1,312 

1,250 

1,204 

1,220 

1,191 

1,312 

1,361 

1,342 

1,568 

+6 

+2 

+10 

i  i  i  i  i 

“  1  1  1  1  1  1 

+3 

+2 

+6 

+1 

GAF^ . 

i  i  i  i  i  *  i  i  i  i  i  i 

i_ i_ i_ i_ i_ i ° i_ l_ i_ i_ i_ i_ l 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months' 

change  from  the  same  month  a  year  ago1 


A  -  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  =  1.6  to  3.0  percent 
c  =  3.1  to  4.5  percent 


Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month.  ... 

1  Based  on  the  ratio  of  the  preliminary  estimate  lor  the  current  month  to  the  final  estimate  r 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Dollar  volume  estimates 

Percentage  change  from  same 
month  a  year  ago 

Month-to-monl 
2  cons 

h  percent 
ecutive  m 

change 

onths 

over 

Kind  of  business 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group . . . 

A 

C 

#  B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

B 

c 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

LA- 

B 

B 

c 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  (XOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

7 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

1 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

B 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Perce 

ntage  change 

from  same  n 

onth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stones . 

b 

b 

a 

b 

b 

c 

b 

3 

b 

Nondurable-goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

a 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

B 

B 

B 

B 

B 

a 

Table  S^ .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage 
same  month 

change  from 
a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  HI  .-Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York-Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

a 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

a 

a 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  operating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  sanple  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist- 
ance  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments ;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  finns,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stcfres  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used . 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business .  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  is  measurable . 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval .  ( The  "expected  value "  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates.) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  againsta  rough  measure  of  sample  size. 

Unpublished  K&ta 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  .greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis .  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month— to— month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  Unpublished  figures  can 


be  derived  directly  from  this  report  by  subtracting 
published  data  from  their  respective  totals.  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
,rbuilding  block"  statistics  can  be  vised  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically.  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business . 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur- 
vey>  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 

CHICAGO,  ILL . —NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

GARY-HAMMOND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.J. 

PATERSON-CLIFTON-PASSAIC,  N.  J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 

Middlesex  and  Somerset  counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 


DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties. 
Mich. 


LOS  ANGEILES-LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties,  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 
N.  J. 


Note:  The  above  definitions 


were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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BR-63-12 


Retail  Sales  and  End-of-Month  Accounts  Receivable:  December  1963 


SALES 

Total  1963  annual  sales  of  all  retail  stores  in  the 
United  States  were  estimated  at  $246.4  billion,  5 
percent  above  the  $235.4  billion  estimated  for  1962. 
Annual  sales  of  durable-goods  stores  increased  7  per¬ 
cent  over  the  previous  year  while  those  of  nondur- 
able-goods  stores  rose  4  percent  above  1962.  All 
major  kinds-of -business  groups  showed  percentage  in¬ 
creases  in  comparison  to  1962  levels  with  both  the 
automotive  and  furniture  and  appliance  groups  re¬ 
cording  the  largest  increase  (+7#),  followed  by  the 
general  merchandise  group  (+6$),  eating  and  drinking 
places  C+4%),  the  food  group  and  the  lumber,  build¬ 
ing,  hardware,  farm  equipment  group  (+3$  each)  and 
the  apparel  group  (+1#). 

Sales  of  all  retail  stores  for  the  month  of  Decem¬ 
ber  1963  were  estimated  at  $25.1  billion,  17  percent 
above  sales  for  November  1963  and  4  percent  higher 
than  December  1962.  After  adjustment  for  seasonal 
variations  and  trading  day  differences  but  not  for 
price  changes,  December  1963  sales  amounted  to  $21.1 
billion,  about  3  percent  above  sales  for  the  previous 
month  and  4  percent  over  the  corresponding  month  in 
1962.  Adjusted  sales  of  durable-goods  stores  in  De¬ 
cember  1963  were  1  percent  higher  than  the  previous 
month  and  5  percent  higher  than  December  a  year  ago. 
Adjusted  sales  of  nondurable-goods  stores  for  Decem¬ 
ber  1963  increased  3  percent  from  November  and  were 
4  percent  higher  than  December  1962. 

Based  on  adjusted  data,  the  automotive  and  furni¬ 
ture  and  appliance  groups  showed  4  percent  increases 
for  December  as  compared  with  November  among  the 
durable-goods  stores,  while  the  lumber,  building 
hardware,  farm  equipment  group  reported  a  7  percent 
ecrease.  In  the  nondurable- goods  category,  the  ap¬ 
parel  and  general  merchandise  groups  reported  the 
greatest  gains  in  December,  9  percent  and  7  percent 
respectively,  while  the  food  group  and  eating  and 
drinking  places  each  increased  1  percent  from  Novem- 


ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $15.5 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  December  31,  1963.  This  amount 
was  8  percent  higher  than  the  $14.4  billion  reported 
as  of  November  30,  1963  and  about  8  percent  higher 
than  the  $14.3  billion  outstanding  at  the  end  of  De¬ 
cember  a  year  ago.  The  increase  in  total  credit 
balances  from  November  1963,  based  on  data  not  ad¬ 
justed  fbr  seasonal  variations,  reflected  a  9  percent 
increase  in  installment  balances  and  a  6  percent  in¬ 
crease  in  charge  account  balances.  Compared  with 
December  a  year  ago,  installment  account  balances 
increased  11  percent  while  charge  account  balances 
increased  6  percent. 
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Compared  with  December  1962,  adjusted  sales  of  all 
major  kmds-of-business  groups  increased  except  those 

"Lthe..1.Umber'  building’  hardware,  farm  equipment 
=roup  which  remained  virtually  unchanged.  The  fumi- 

aPPldaaca  group,  with  an  increase  of  11 

non+h ='  recorded  the  largest  increase  over  the  same 
nonth  a  year  ago. 


xotai  receivable  balances  of  durable-goods  stores 
were  2  percent  higher  than  those  for  the  previous 
month  and  6  percent  above  those  at  the  end  of  Decem¬ 
ber  1962.  Nohdurable-goods  stores  reported  a  12 
percent  increase  in  total  credit  outstanding  from 
the  November  30,  1963  total  and  a  10  percent  in¬ 
crease  over  the  total  outstanding  at  the  end  of 
December  1962. 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  1962 

(Millions  of  dollars) 


Kind  of  business 

Total 

1962 

1962 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug . 

Sept. 

Oct. 

Nov. 

Dec . 

Data  NOT  ADJUSTED 

for  seasonal  variations  or  trading  day  differences 

United  States,  total . 

235,351 

17, 007 

16, 042 

19,036 

19,251 

20,  226 

20, 254 

19, 138 

19,920 

18,863 

20,676 

20,911 

24,127 

Durable-goods  stores,  total . 

74,942 

5,174 

4,980 

6, 139 

6,284 

6,828 

6,786 

6,330 

6,321 

5,604 

6,988 

6,742 

6,766 

Nondurable -goods  stores,  total . 

160,409 

11,833 

11,062 

12,897 

12,967 

13,398 

13,468 

12, 808 

13,599 

13,259 

13,588 

14, 169 

17,361 

Food  group . 

57,609 

4,470 

4,314 

4,971 

4,520 

4,791 

5,033 

4,733 

4,997 

4,823 

4,803 

4,917 

5,237 

Grocery  stores . 

52,124 

4,043 

3,902 

4,522 

4,073 

4,326 

4,563 

4, 267 

4,521 

4,369 

4,350 

4,456 

4,732 

Meat  markets . 

1,492 

120 

118 

126 

120 

128 

127 

122 

125 

121 

124 

127 

134 

Bakery  products  stores . 

1,073 

87 

80 

90 

86 

85 

88 

84 

89 

90 

95 

97 

102 

Eating  and  drinking  places . 

17,  305 

1,272 

1,185 

1,336 

1,371 

1,486 

1,537 

1,566 

1,630 

1,513 

1,485 

1,445 

1,479 

Eating  places . 

12,023 

866 

804 

917 

955 

1,041 

1,086 

1,106 

1,152 

1,062 

1,030 

994 

1,010 

Restaurants,  cafeterias,  lunchrooms . 

9,853 

731 

679 

764 

779 

836 

867 

884 

928 

868 

849 

825 

843 

Drinking  places . 

5,282 

406 

381 

419 

416 

445 

451 

460 

478 

451 

455 

451 

469 

General  merchandise  group . 

27, 206 

1,632 

1,513 

1,966 

2,152 

2,201 

2,141 

1,926 

2,241 

2,232 

2,372 

2,711 

4,119 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

19,467 

1,164 

1,044 

1,399 

1,530 

1,574 

1,539 

1,365 

1,584 

1,613 

1,724 

1,959 

2,972 

Department  stores . 

15,782 

945 

850 

1,146 

1,248 

1,282 

1,262 

1,106 

1,266 

1,303 

1,377 

1,575 

2,422 

Variety  stores . 

4,457 

249 

265 

324 

363 

351 

352 

323 

367 

352 

360 

400 

751 

Mail  order  houses  (department  store 

merchandise) . 

2,024 

131 

121 

145 

156 

163 

137 

131 

180 

165 

183 

245 

267 

Apparel  group  . v . 

14,338 

948 

795 

1,063 

1,307 

1,183 

1,121 

971 

1,096 

1,193 

1,214 

1,320 

2,127 

Men's,  boys'  wear  stores  2 . 

2,740 

196 

149 

186 

221 

221 

233 

185 

192 

206 

226 

258 

467 

Men's,  boys'  clothing,  furnishings  stores... 

2,670 

191 

145 

182 

217 

217 

229 

180 

187 

199 

217 

250 

456 

Women's  apparel,  accessory  stores  . . 

5,476 

361 

312 

418 

496 

463 

407 

368 

414 

455 

468 

513 

801 

Women's  ready-to-wear  stores . 

4,782 

308 

270 

363 

431 

403 

356 

322 

363 

405 

413 

450 

698 

Family  clothing  stores . 

2,920 

184 

155 

217 

262 

239 

228 

194 

216 

232 

248 

280 

465 

Shoe  stores  r. . 

2,510 

166 

145 

196 

270 

209 

206 

176 

208 

228 

205 

203 

298 

Furniture  and  appliance  group . 

10, 814 

781 

725 

814 

789 

876 

894 

873 

948 

916 

962 

1,020 

1,216 

Furniture,  home  furnishings  stores . 

6,997 

492 

461 

532 

529 

577 

580 

573 

625 

598 

627 

658 

745 

Furniture  stores . 

5,126 

357 

328 

373 

368 

423 

425 

429 

472 

448 

462 

478 

563 

Household  appliance,  TV,  radio  stores . 

3,817 

289 

264 

282 

260 

299 

314 

300 

323 

318 

335 

362 

471 

Household  appliance  dealers . 

2,929 

219 

198 

213 

202 

239 

252 

242 

253 

245 

250 

270 

346 

Lumber,  building,  hardware,  farm  equipment  group 

15,068 

885 

873 

1,105 

1,287 

1,428 

1,434 

1,397 

1,435 

1,343 

1,420 

1,271 

1,190 

Lumber  yards,  building  materials  dealers4 . 

8,738 

522 

501 

623 

728 

814 

829 

850 

874 

782 

846 

760 

609 

Lumber  yards . 

5,738 

328 

314 

389 

467 

535 

558 

572 

595 

522 

560 

500 

398 

Hardware  stores . 

2,628 

165 

151 

193 

222 

249 

239 

220 

222 

217 

222 

216 

312 

Automotive  group . 

42,794 

3,106 

2,994 

3,780 

3,763 

4,026 

3,944 

3,567 

3,421 

2, 808 

4,082 

3,869 

3,434 

Passenger  car,  other  automotive  dealers . 

40,126 

2,931 

2,832 

3,579 

3,544 

3,786 

3,697 

3,334 

3,194 

2,599 

3,850 

3,641 

3,139 

Passenger  car  dealers5 . 

38,748 

2,855 

2,750 

3,477 

3,421 

3,648 

3,532 

3,177 

3,062 

2,495 

3,736 

3,542 

3,053 

Passenger  car  dealers  (franchised) . 

34,976 

2,612 

2,507 

3,143 

3,078 

3,292 

3,174 

2,838 

2,716 

2,199 

3,404 

3,229 

2,784 

Tire,  battery,  accessory  dealers . 

2,668 

175 

162 

201 

219 

240 

247 

233 

227 

209 

232 

228 

295 

Gasoline  service  stations . 

18, 645 

1,447 

1, 333 

1,487 

1,511 

1,  577 

1,623 

1,647 

1,  662 

1,564 

1,604 

1,561 

1,629 

Drug  and  proprietary  stores . 

8, 032 

651 

622 

657 

643 

669 

667 

646 

658 

632 

647 

660 

880 

Drug  stores . 

7,742 

629 

602 

636 

622 

647 

642 

619 

632 

606 

623 

636 

848 

Liquor  stores . 

5,401 

391 

372 

408 

402 

424 

435 

437 

461 

436 

447 

488 

700 

Data  AD 

JUSTED  fc 

r  season 

al  variations  and 

trading 

iay  diff 

erences 

United  States,  total . 

18,990 

19, 139 

19,320 

19,  389 

19,585 

19,311 

19,658 

19,671 

19,844 

19,837 

20, 112 

20,253 

Durable-goods  stores,  total . 

5,964 

6,081 

6,186 

6,119 

6,258 

6,123 

6,305 

6,219 

6,273 

6,353 

6,437 

6,488 

Nondurable -goods  stores,  total . 

13,026 

13,038 

13,134 

13,270 

13, 327 

13, 188 

13, 353 

13,452 

13, 571 

13,484 

13,675 

13,765 

Food  group . 

4,691 

4,734 

4,739 

4,763 

4,779 

4,771 

4,  833 

4,  848 

4,877 

4,881 

4, 860 

4,908 

Grocery  stores . 

4,236 

4,281 

4, 285 

4,  303 

4, 320 

4,314 

4,374 

4,388 

4,419 

4,427 

4,401 

4,445 

Eating  and  drinking  places . 

1,405 

1,415 

1,420 

1,420 

1,443 

1,446 

1,426 

1,461 

1,458 

1,456 

1,471 

1,473 

General  merchandise  group . 

2,176 

2,163 

2, 197 

2,236 

2,259 

2,209 

2,  263 

2,279 

2,321 

2,270 

2,354 

2,348 

Department  stores . 

1,271 

1,262 

1,289 

1,303 

1,316 

1,291 

1,317 

1,308 

1,338 

1,300 

1,347 

1,361 

Variety  stores . 

360 

363 

368 

372 

375 

369 

371 

373 

377 

371 

374 

374 

Mail  order  houses  (department  store  merchandise) . 

165 

162 

160 

166 

166 

166 

170 

177 

180 

162 

173 

172 

Apparel  group  . 

1,181 

1,162 

1,189 

1,210 

1,196 

1,131 

1,189 

1,200 

1,202 

1,178 

1,220 

1,241 

Men's,  boys'  wear  stores2 . 

223 

217 

234 

230 

229 

210 

227 

230 

234 

226 

233 

238 

Women's  apparel,  accessory  stores3 . 

446 

439 

450 

459 

453 

441 

455 

456 

461 

452 

472 

471 

Shoe  stores1* . 

213 

213 

207 

219 

206 

193 

202 

209 

205 

205 

212 

225 

Furniture  and  appliance  group . 

891 

883 

879 

885 

882 

878 

899 

906 

920 

910 

928 

925 

Furniture,  home  furnishings  stores . 

573 

564 

578 

577 

569 

575 

590 

590 

605 

583 

592 

592 

Household  appliance,  TV,  radio  stores . 

318 

319 

311 

308 

313 

303 

309 

316 

315 

327 

336 

333 

Lumber,  building,  hardware,  farm  equipment  group. 

1,223 

1,252 

1,226 

1,237 

1,266 

1,242 

1,245 

1,254 

1,274 

1,256 

1,272 

1,293 

Lumber  yards,  building  materials  dealers4 . 

718 

729 

722 

726 

739 

735 

742 

723 

733 

717 

721 

710 

Hardware  stores . 

215 

212 

216 

215 

216 

213 

212 

216 

219 

222 

221 

240 

Automotive  group . 

3,361 

3,456 

3,555 

3,478 

3,594 

3,481 

3,  632 

3,528 

3,548 

3,666 

3,704 

3,731 

Passenger  car,  other  automotive  dealers . 

3,138 

3,233 

3,332 

3,257 

3,368 

3,269 

3, 416 

3,317 

3,328 

3,443 

3,474 

3,482 

Tire,  battery,  accessory  dealers . 

223 

223 

223 

221 

226 

212 

216 

211 

220 

223 

230 

239 

Gasoline  service  stations . 

1,530 

1,540 

1,544 

1,545 

1,541 

1, 543 

1,544 

1,550 

1,566 

1,571 

1,577 

1,600 

Drug  and  proprietary  stores . 

668 

663 

663 

675 

672 

671 

669 

670 

661 

662 

682 

677 

Liquor  stores . 

438 

440 

434 

445 

445 

444 

447 

457 

457 

459 

462 

464 

r  Revised  May  through  December. 


See  additional  footnotes  at  end  of  table. 


Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES-UNITED  STATES,  BY  KIND  OF  BUSINESS:  1963 
 (Millions  of  dollars) 


Kind  of  business 


United  States,  total. 


Durable -goods  stores,  total _ 

Nondurable-goods  stores,  total. 


Food  group . 

Grocery  stores . 

Meat  markets . 

Bakery  products  stores . 

Eating  and  drinking  places, . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms . 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores .  ” 

Mail  order  houses  (department  store 
merchandise) . 


Apparel  gro\g> . 

Men's,  bqys '  wear  stores2 . 

Men's,  boys'  clothing,  furnishing 
Women's  apparel,  accessory  stores3. 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Shoe  stores . 


Furniture  and  appliance  group . 

Furniture,  heme  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores 
Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equipment  group 
Lumber  yards,  building  materials  dealers4 

Lumber  yards . 

Hardware  stores . 


Automotive  group . 

Passenger  car,  other  automotive  dealers. 

Passenger  car  dealers3 . 

Passenger  car  dealers  (franchised).. 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

Drug  stores . 

Liquor  stores . 


1963 


Jan. 


Feb. 


Mar. 


Apr. 


May 


June 


July 


Aug. 


Sept. 


Oct. 


Dec. 


18,261 

17,087 

19,  653 

20, 518 

5,695 

5,432 

6,383 

6,982 

12,566 

11,655 

13, 270 

13^  536 

4,738 

4,467 

4,976 

4,677 

4,303 

4,048 

4, 531 

4, 223 

124 

120 

126 

123 

90 

83 

93 

90 

.  18,059 

1,334 

1,254 

1,421 

1,463 

.  12, 599 

920 

859 

982 

1,027 

.  10,319 

775 

726 

818 

839 

5,460 

414 

395 

439 

436 

.  28,838 

1,756 

1,627 

2,075 

2, 299 

.  20,179 

1,260 

1,134 

1,492 

1,636 

.  16,751 

1,005 

902 

1,199 

1,315 

.  4,626 

259 

274 

320 

384 

2,232 

139 

130 

159 

169 

14,468 

986 

826 

1,081 

1,268 

2,785 

204 

160 

186 

224 

2,702 

197 

155 

180 

216 

5,600 

377 

326 

428 

482 

4,928 

329 

286 

382 

424 

2,929 

190 

157 

212 

247 

2,489 

165 

147 

205 

259 

11,619 

830 

781 

838 

854 

7,460 

517 

502 

543 

574 

5,455 

374 

356 

387 

404 

4,159 

313 

279 

295 

280 

3,055 

228 

201 

211 

206 

15,535 

921 

886 

1,128 

1,359 

8,927 

520 

493 

604 

748 

6,011 

347 

324 

398 

498 

2,640 

175 

156 

191 

229 

45,951 

3,487 

3,309 

3,926 

4, 262 

43,185 

3,309 

3, 148 

3,732 

4' 033 

'41,733 

3,215 

3,043 

3,608 

3,871 

^38,207 

2,921 

2,753 

3,290 

3,  546 

\2 , 766 

178 

161 

194 

229 

19,356 

1,540 

1,395 

1,543 

1,574 

8,170 

649 

641 

667 

652 

7,893 

630 

623 

647 

632 

5,663 

409 

386 

427 

429 

DattiNOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


21, 228 


7,239 

13,989 

5,066 
4,  578 
132 
90 

1,562 

1,098 

882 

464 

2,278 

1,638 

1,317 

361 

166 

1,163 

218 

211 

460 

402 

229 

210 

934 
61 2 
448 
322 
240 

1,422 

828 

551 

240 

4, 301 
4, 060 
3,905 
3, 570 

241 

1,626 

676 

655 

458 


20, 737 

20,  54C 

21,018 

19,267 

7, 044 

6,97< 

6,556 

5,999 

13,  693 

13,564 

14,462 

13, 268 

4,957 

5,003 

5,  318 

4, 684 

4,483 

4,  502 

4, 828 

4,238 

124 

131 

132 

118 

90 

86 

93 

91 

1,592 

1,646 

1,698 

1,526 

1,127 

1,159 

1,202 

1,070 

896 

925 

972 

870 

465 

487 

496 

456 

2,287 

2,129 

2,465 

2,295 

1,168 

1,524 

1,769 

1,657 

1,352 

1,224 

1,420 

1,351 

357 

341 

390 

354 

150 

157 

192 

181 

1,127 

1,010 

1,167 

1,161 

239 

200 

209 

203 

233 

194 

203 

197 

421 

390 

446 

448 

372 

342 

394 

399 

224 

196 

238 

231 

202 

179 

212 

214 

933 

965 

992 

980 

599 

608 

651 

647 

443 

455 

496 

476 

334 

357 

341 

333 

252 

271 

256 

247 

1,417 

1,451 

1,462 

1,431 

819 

876 

911 

842 

555 

600 

632 

582 

231 

224 

227 

213 

4, 126 

4,003 

3,529 

2, 990 

3,865 

3,746 

3,288 

2,779 

3,715 

3,608 

3,151 

2,677 

3,404 

3,313 

2,883 

2,402 

261 

257 

241 

211 

1,659 

1,712 

1,730 

1,599 

664 

660 

680 

647 

640 

636 

655 

622 

450 

474 

489 

437 

United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . 

Grocery  stores . .!!!!!!!!!!! . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . .*.*.*!.*!!! . 

Variety  stores . .*.*!.'] 

Mail  order  houses  (department  store  merchandise).' 

Apparel  group . 

Men '  s,  boys '  wear  stores2 . .".*!!!!!!!. 

Women ' s  apparel ,  accessory  stores3 . 

Shoe  stores .  . 


Furniture  and  appliance  group.... . 

Furniture,  home  furnishings  stores... . 

Household  appliance,  TV,  radio  stores i.W* ! 

building,  hardware,  farm  equijrent  group. 
Lumber  yards,  building  materials  dealers  4. . 
Hardware  stores . 


Automotive  group . 

Passenger  ear,  other  automotive  dealers.’ 

fire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

stores . 


20.387 

20,374 

20,350 

6,624 

6,624 

6, 576 

13,763 

13,750 

13,774 

4,924 

4,  894 

4, 853 

4,463 

4, 433 

4,399 

1,480 

1,496 

1,507 

2, 324 

2,332 

2,409 

1,343 

1,344 

1,410 

373 

376 

378 

174 

174 

180 

1,222 

1,209 

1,207 

231 

234 

233 

461 

460 

462 

211 

215 

219 

938 

953 

940 

599 

616 

607 

339 

337 

333 

1,278 

1,273 

1,289 

721 

718 

722 

225 

221 

220 

3,  854 

3,820 

3,764 

3,624 

3,598 

3,544 

230 

222 

220 

1,627 

1,611 

1,618 

670 

683 

678 

456  | 

457 

458 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


21,528 

21,494 

25,077 

7, 599 

6,985 

7,207 

13,929 

14,509 

17,870 

4,910 

5,153 

5,172 

4, 449 

4,689 

4,657 

123 

124 

126 

95 

97 

102 

1,556 

1,486 

1,521 

1,083 

1,028 

1,044 

892 

855 

869 

473 

458 

477 

2,441 

2,752 

4,434 

1,747 

1,969 

3,185 

1,417 

1,603 

2,646 

378 

414 

794 

208 

259 

322 

1,191 

1,308 

2,180 

218 

254 

470 

210 

246 

460 

472 

509 

841 

418 

446 

734 

247 

282 

476 

197 

202 

297 

1,095 

1,077 

1,340 

719 

703 

785 

517 

509 

590 

376 

374 

555 

273 

270 

400 

1,526 

1,340 

1,192 

897 

771 

618 

608 

515 

401 

222 

231 

301 

4,387 

3,949 

3,682 

4,148 

3,712 

3,365 

4,042 

3,613 

3,285 

3,745 

3,330 

3,050 

239 

237 

317 

1,649 

1,625 

1,704 

667 

666 

901 

643 

643 

867 

466 

510 

728 

20.276 


6,  646 
13, 630 

4,  864 
4,400 

1,518 

2, 301 
1,321 
377 
177 

1,166 

233 

443 

203 

945 

617 

328 

1,290 

736 

221 

3,824 

3,602 

222 

1,594 

677 

471 


\  ?!!1"lnary  “bimates,  see  Explanatory  Material,  page  19. 

3  Eludes  ZeX  ySlAl0thlne'  funJahln«s  "bores  Ld  custom  tailors. 

‘  Includes  lumber  yardf’bSuU^  ImaHalsT*!  <lCCeeB°ry’  sPoolaUY  "hop,:;  and  furriers, 
^inciudes  both  frLch^e^nd^nSsLl:^^^^^'  <*—• 

Note.  United  States  totals  include  kinds  of  business 


20.200 

20.486 

20.719 

20. 666 

20.426 

20.716 

6,512 

6,630 

6, 773 

6,562 

6,606 

6,941 

6,734 

6,819 

13, 688 

13,856 

13,946 

14, 104 

13,820 

13,775 

13,824 

14^272 

4,  890 

4,923 

5,030 

4,996 

4,897 

4,943 

4,973 

5,017 

4, 414 

4,456 

4,540 

4,527 

4,441 

4,484 

4,512 

4^  540 

1,504 

1,511 

1,497 

1,519 

1,470 

1,530 

1,506 

1,520 

2,  322 

2,434 

2,441 

2,497 

2,411 

2,324 

2,374 

2,539 

1,345 

1,427 

1,418 

1,465 

1,398 

1,333 

1,366 

1,491 

380 

389 

385 

387 

386 

390 

381 

405 

169 

186 

196 

198 

190 

182 

191 

200 

1,156 

1,179 

1,214 

1,259 

1,204 

1,150 

1,186 

1,289 

221 

222 

239 

247 

238 

217 

224 

245 

471 

475 

480 

465 

451 

463 

500 

203 

199 

202 

209 

198 

196 

205 

228 

938 

935 

979 

939 

985 

1,028 

986 

1,022 

598 

611 

613 

611 

648 

666 

640 

626 

340 

324 

366 

328 

337 

362 

346 

396 

1,238 

1,263 

1,262 

1,299 

1,318 

1,350 

1,381 

1,291 

738 

750 

746 

771 

761 

764 

754 

711 

202 

212 

212 

221 

214 

222 

240 

233 

3,740 

3,843 

3,940 

3,733 

3,717 

3,980 

3,791 

3,929 

3, 515 

3,607 

3,709 

3,512 

3,495 

3,748 

3,556 

3,t7\ 

225 

236 

231 

221 

222 

232 

235 

258 

1,581 

1,584 

1,602 

1,612 

1,605 

1,618 

1,638 

1,677 

678 

469 

674 

475 

674 

481 

685 

476 

688 

466 

683 

478 

677 

473 

699 

493 

Revised. 


not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  14. 


4 


5 


6 


Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES — UNITED  STATES,  BY  KIND  OF  BUSINESS:  DECEMBER  1963 


7 


Kind  of  business 


Percentage  changes  in  sales — 
all  retail  stores 

December  1963 
from — 

12  mos . 
1963 
from 

12  mos . 
1962 

Kind  of  business 

Dec . 

1962 

Nov. 

1963 

Percentage  changes  in  sales — 
all  retail  stores 


December  1963 

from 

-- 

Dec . 

Nov . 

1962 

1963 

12  mos . 
1963 
from 
12  mos . 
1962 


Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+4 

+17 

+5 

+10 

+5 

+  24 
+  16 
+5 

+7 

Furniture  stores . 

Floor  coverings  stores* . 

+28 

+21 

+9 

Durable-goods  stores,  total . 

+7 

+3 
+  23 

+7 

+18 

+48 

+48 

+49 

Nondurable -goods  stores,  total . . 

+3 

+16 

TV,  radio  stores* . 

+25 

+25 

Food  group . 

Lumber,  building,  hardware,  farm  equipment 
group . 

Grocery  stores . 

-2 

-1 

+3 

0 

Fruit  stores,  vegetable  markets* . 

-6 

+18 

+2 

+31 

+1 

+10 

Lumber,  building  materials  dealers . . 

+  2 
+1 
+6 

-20 

-22 

-9 

+2 

Candy,  nut,  confectionery  stores* . 

-7 

+35 

+5 

+8 

-5 

Paint,  glass,  wallpaper  stores* . 

+9 

Delicatessen  stores* . 

0 

+  3 
+2 

Heating  and  plumbing  equipment  dealers*. . . . 

+  19 

-4 

+30 

-19 

-8 

Farm  equipment  dealers* . 

-4 

+2 

+  1 
+7 

Eating  and  drinking  places . 

Eating  places . 

Automotive  group . 

+7 

+8 

+10 

+8 

Restaurants,  cafeterias,  lunchrooms . 

+3 

+2 

Passenger  car  dealers . 

Drinking  places . . 

+4 

-8 

+34 

+9 

+4 

Tire,  battery,  accessory  dealers . 

General  merchandise  group . 

+8 

+61 

+6 

Department  stores  and  dry  goods,  general 

+5 

+4 

merchandise  stores . 

+7 

+62 

+4 

+  13 
+17 

Variety  stores . 

+9 

+6 

+65 

+92 

+6 

+4 

Fuel  dealers,  except  fuel  oil*. . . , 

+45 

+7 

Mail  order  houses  (department  store 

+11 

+64 

+  9 

merchandise) . 

+2 

+35 

Drug  stores . 

Apparel  group . 

Men's,  boys'  clothing,  furnishings  stores . 

Men's,  boys'  clothing  stores* . 

+  2 
+1 
+3 

+67 

+87 

+84 

+1 

+1 

+3 

Liquor  stores . 

Jewelry  stores* . 

Florists* . 

+4 
+2 
+  19 

+43 
+  149 
+48 

+5 

+6 

+16 

Men's,  boys'  furnishings  stores* . . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Women's  apparel,  accessory,  specialty  stores*.. 
Shoe  stores . 

-7 

+5 

+2 

+96 

+65 

+69 

+77 

+47 

-7 

+3 

0 

Stationery  stores* . 

Music  stores* . 

Camera,  photographic  supply  stores* . 

+25 

-2 

-11 

+15 

-12 

0 

+32 
+  18 
+58 
+66 

0 
+  14 

+22 
+  14 
+8 

0 

-1 

Optical  goods  stores* . 

Typewriter  stores* . 

+5 

+12 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+4 

+3 

Durable-goods  stores,  total . 

+5 

+1 

Nondurable-goods  stores,  total . 

+4 

+3 

- 

Food  group . 

+  2 

+1 

Grocery  stores . 

+  2 

+1 

- 

Eating  and  drinking  places . 

+3 

+1 

- 

General  merchandise  group . 

+  8 

+7 

Department  stores . . 

+10 

+9 

Variety  stores . 

Mail  order  houses  (department  store 

+8 

+6 

- 

merchandise) . 

+16 

+5 

- 

Apparel  group . 

+4 

+9 

Men's,  boys'  wear  stores . 

+3 

+9 

Women's  apparel,  accessory  stores . 

+6 

+8 

Shoe  stores . 

+  1 

+11 

- 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores. . . . 
Household  appliance,  TV,  radio  stores. 


Lumber,  building,  hardware,  farm  equipment 

group . 

Lumber,  building  materials  dealers . 

Hardware  stores . 


Automotive  group . 

Passenger  car  and  other  automotive  dealers. 
Tire,  battery,  accessory  dealers . 


Gasoline  service  stations. 


Drug  and  proprietary  stores. 
Liquor  stores . 


littln  JSriSf  “weTpa^K.0”  unad^sted  data’  table  8,  page  U  for  Mode  of  business  without  an  asterisk. 


+11 

+4 

+6 

-2 

_ 

+  19 

+  14 

- 

> 

0 

-7 

_ 

0 

-6 

- 

-3 

-3 

- 

+5 

+4 

+5 

+3 

_ 

+8 

+  10 

- 

+5 

+2 

- 

+3 

+3 

- 

+6 

+4 

- 

For  kinds  of  business 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  1962 

(Millions  of  dollars) 


Kind  of  business 

Total 

1962 

1962 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July  \ 

„  Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 

United  States,  total . 

55,576 

3,866 

3,673 

4,508 

4,464 

4,594 

4,698 

4,269 

4,670 

4,559 

4,692 

5,056 

6,527 

Durable-goods  stores,  total . 

4,271 

264 

259 

326 

335 

368 

368 

362 

378 

356 

392 

395 

468 

Nondurable-goods  stores,  total . 

51,305 

3,602 

3,414 

4,182 

4,129 

4,226 

4,330 

3,907 

4,292 

4,203 

4,300 

4,661 

6,059 

Food  group . 

23,695 

1,833 

1,792 

2,152 

1,863 

1,964 

2,096 

1,873 

2,015 

1,946 

1,943 

2,053 

2,165 

Grocery  stores . 

23,046 

1,784 

1,744 

2,100 

1,805 

1,908 

2,041 

1,818 

1,960 

1,893 

1,890 

2,000 

2,103 

Eating  and  drinking  places . 

1,202 

93 

88 

98 

98 

104 

106 

105 

106 

101 

103 

99 

101 

General  merchandise  group . 

17,568 

1,052 

965 

1,253 

1,398 

1,424 

1,402 

1,262 

1,459 

1,436 

1,519 

1,734 

2,664 

Department  stores  and  dry  goods. 

general  merchandise  stores . 

12,345 

745 

659 

889 

984 

1,012 

1,002 

887 

1,008 

1,019 

1,077 

1,214 

1,849 

Department  stores . 

10,752 

642 

576 

775 

858 

883 

875 

770 

870 

885 

939 

1,062 

1,617 

Variety  stores . 

3,404 

183 

196 

241 

277 

268 

271 

248 

285 

271 

279 

307 

578 

Apparel  group1* . 

3,683 

224 

198 

273 

361 

310 

293 

244 

284 

310 

307 

340 

539 

Men's,  boys'  wear  stores2 . 

351 

24 

18 

25 

32 

29 

30 

22 

23 

25 

30 

35 

58 

Women's  apparel,  accessory  stores3 . 

1,490 

85 

79 

108 

139 

128 

116 

100 

115 

125 

124 

143 

228 

Women's  r^ady-to-wear  stores . 

1,362 

77 

72 

99 

126 

116 

105 

91 

106 

115 

114 

132 

209 

Shoe  stores  . 

1,082 

70 

64 

82 

118 

92 

89 

73 

89 

97 

86 

87 

135 

Furniture  and  appliance  group . 

1,070 

75 

70 

83 

82 

88 

84 

85 

90 

89 

101 

104 

119 

Tire,  battery,  accessory  dealers . 

1,087 

71 

65 

80 

87 

100 

101 

96 

91 

86 

92 

92 

126 

Drug  and  proprietary  stores . 

1,640 

124 

118 

130 

130 

132 

135 

129 

131 

129 

132 

137 

213 

Liquor  stores . 

1,175 

82 

80 

91 

86 

90 

94 

92 

96 

91 

98 

106 

169 

Data  ADJUSTED 

for  seasonal  variations  and  trading 

day  differences 

United  States,  total. . 

4,544 

4,536 

4,563 

4,612 

4,608 

4,549 

4,640 

4, 646 

4,698 

4,647 

4,713 

4,774 

Grocery  stores . 

1,885 

1,902 

1,907 

1,924 

1,910 

1,908 

1,929 

1,924 

1,943 

1,954 

1,940 

1,967 

Eating  and  drinking  places . 

101 

101 

100 

99 

101 

102 

100 

100 

99 

101 

100 

101 

General  merchandise  group . 

1,427 

1,412 

1,428 

1,445 

1,456 

1,433 

1,466 

1,464 

1,498 

1,443 

1,508 

1,520 

Department  stores . 

865 

858 

875 

878 

890 

872 

895 

888 

911 

882 

930 

945 

Variety  stores . 

275 

277 

277 

286 

283 

281 

284 

285 

291 

285 

288 

2  85 

Apparel  group1* . 

308 

308 

306 

314 

309 

288 

305 

314 

309 

297 

311 

315 

Men's,  boys'  wear  stores2 . 

29 

29 

32 

30 

30 

27 

29 

30 

30 

29 

20 

29 

Women's  apparel,  accessory  stores3 . 

123 

122 

121 

124 

125 

119 

125 

124 

126 

121 

128 

127 

Shoe  stores** . 

93 

94 

89 

94 

89 

81 

87 

97 

89 

87 

90 

95 

Tire,  battery,  accessory  dealers . 

95 

90 

90 

89 

92 

86 

89 

86 

93 

89 

92 

96 

Drug  and  proprietary  stores . 

134 

132 

133 

137 

136 

135 

136 

140 

138 

140 

140 

138 

r  Revised  from  May  through  December  1962.  See  additional  footnotes  at  end  of  table. 


SALES  OF  GROUP  II  RETAIL  STORES-SELECTED  KINDS  OF  BUSINESS,  TWELVE  MONTHS  1963 

(Billions  of  dollars) 

0  5  10  15  20  25  30 


FOOD  GROUP 


GENERAL  MERCHANDISE 
GROUP 


APPAREL  GROUP 


DRUG  AND  PROPRIETARY 
STORES 


EATING  AND  DRINKING 
PLACES 


FURNITURE  AND  APPLIANCE 
GROUP 


TIRE,  BATTERY,  AND 
ACCESSORY  DEALERS 


26.2% 


21.2% 


12.5% 


3*1.7% 


9.6% 


10 


41.2% 


66.6% 


NOTE:  Percentages  shown  represent  Group  II 

stores  sales  as  percent  of  total  sales 
for  the  specified  kind  of  business. 

For  all  kinds  of  business  combined, 
Group  II  stores  sales  (58.3billion) 
are  23.6percent  of  total. 


20 


25 


30 


BUREAU  OF  THE  CENSUS 
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Table  3. 


ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE 


Kind  of  business 


United  States,  total. 


Durable -goods  stores,  total _ 

Nondurable -goods  stores,  total. 

Food  group . 

Grocery  stores  1 . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores  and  dry  goods, 

general  merchandise  stores . 

Department  stores . 

Variety  stores . . . 


Total 

1963 


58, 258 


Apparel  group . 

Men's,  boys 1  wear  stores2 .  ’ 

Women's  apparel,  accessory  stores*3... 

Women's  ready-to-wear  stores . 

Shoe  stores . 


Furniture  and  appliance  group. . . . 

Tire,  battery,  accessory  dealers. 

Drug  and  proprietary  stores . 

Liquor  stores . 


4,469 

53,789 

24, 315 
23,670 

1,253 
19, 195 

13,629 
11, 883 
3,542 

3, 796 
355 
1,607 
1,481 
1, 054 

1, 115 
1,098 
1,728 
1, 233 


United  States,  total . 

Grocery  stores . 

Eating  and  drinking  places. 

General  merchandise  group.. 

Department  stores . 

Variety  stores . 


LApparel  group . 

Men '  s,  boys '  wear  stores  2 .’ .’  .*  .*  .*  .*  [  [  *  ’ 
Women's  apparel,  accessory  stores3.. 
Shoe  stores . 


Tire,  battery,  accessory  dealers. 
^Jrug  and  proprietary  stores . 


RETAIL  STORES-UNITED  STATES,  BY  KIND  OF  BUSINESS:  DECEMHER  1963 
(Millions  of  dollars) 


Per¬ 

centage 

change 

total 

1963 

from 

total 

1962 


+5 


+5 

+5 

+3 

+3 

+4 

+9 

+10 

+11 

+4 

+3 

+1 

+8 

+9 

-3 

+4 
+  1 

+5 

+5 


1963 


Jan. 


Mar. 


Apr. 


May 


June 


July 


Aug. 


Sept. 


Oct. 


Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


[ 


Nov . 


4,075 


283 
3, 792 

1,951 
1, 897 

91 

1, 120 

792 

689 

191 

r228 

24 

93 

r86 

66 

72 

69 

129 

85 


3,826 


272 
3, 554 

1,842 

1,790 

89 

1,035 

708 

618 

204 

202 

19 

82 

76 

64 

71 

62 

128 

84 


4,571 


4,651 


324 

4,247 

2, 119 
2,067 

102 

1,329 

950 

829 

241 

283 

25 

116 

107 

87 

85 

77 

135 

96 


355 

4,296 

1,920 

1,862 

102 

1,504 

1,058 

921 

294 

353 

29 

141 

129 

113 

83 

92 

134 

93 


4,849 


384 

4,465 

2, 123 
2,063 

107 

1,491 

1,062 

927 

276 

315 

29 

135 

124 

90 

91 
97 

138 

100 


4,767 


385 
4, 382 

2, 006 
1, 950 

108 

1,537 

1,118 

977 

276 

307 

30 

130 

120 

87 

92 

103 

141  I 
95 


4,601 


388 

4,213 

1, 974 
1,  915 

111 

1,436 

1,023 

891 

263 

263 

25 

115 

106 

71 

91 

102 

138 

99 


5,107 


389 

4,718 

2, 193 
2, 137 

115 

1,662 

1, 188 
1,027 
301 

310 

25 

138 

128 

84 

98 

94 

143 

105 


4,611 


365 

4,246 

1, 877 
1,825 

107 

1,546 

1,116 

972 

272 

309 

25 

128 

118 

93 

94 
83 

135 

92 


4,915 


Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


412 

4,503 

2, 018 
1, 965 

109 

1,639 

1,162 

1.013 

292 

311 

30 

131 

120 

83 

102 

93 

138 

102 


5,364 


411 

4,953 

2,  192 
2,140 

105 

1,867 

1, 320 
1,150 
321 

348 

34 

152 

141 

83 

108 

94 

143 

111 


4,749 


1, 965 
99 

1,511 

925 

288 

r311 

29 

133 

r86 

92 

140 


4,737 


1,952 

102 

1,513 

923 

288 

311 

29 

126 

94 

88 

143 


4,7  78 


1,  940 

104 

1,569 

966 

294 

311 

29 

131 

92 

89 

140 


4,705 


Revised . 


1,946 

103 

1,503 

914 

287 

309 

29 

126 

89 

90 
139  I 


4,730 


1, 955 

104 

1,512 

931 

285 

309 

29 

131 

85 

88 

143 


4,848 


1, 964 

104 

1,616 

1,002 

297 

311 

28 

136 

83 

93 

144 


4,  914 


4,983 


1,  992 

105 

1,628 

1,009 

295 

324 

33 

141 

82 

92 

145 


2,007 

107 

1,666 

1,046 

294 

341 

33 

147 

90 

88 

150 


4,871 


1, 970 

105 

1,626 

1,011 

297 

316 

31 

132 

87 

89 

147 


4,809 


'“'lir r  Dec  ember"  25s  -  4^COTber  1963 

3  am  s’,  b0ys’  clothi"B<  furnishings  stores  and  ‘ 

includes  women's  < _ 


1, 993 

107 

1,544 

943 

298 

298 

29 

125 

84 

91 

146 


4,922 


2,015 

105 

1,619 

1,004 

296 

310 

27 

135 

83 

92 

144 


Dec . 


6,943 


501 

6,442 

2,142 

2,081 

107 

3,029 

2, 132 
1,869 
611 

567 

60 

246 

226 

133 

128 

132 

226 

171 


5,119 


2,038 

108 

1,740 

1,094 

309 

334 

30 

139 

95 

101 

147 


Includes  women's  ready-to-wear;  other  apparel, 


custom  tailors. 


weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending 


accessory,  specialty  shops;  and  furriers. 


irr-==-.~-.-=— -----  — — 


Kind  of  business 


United  States,  total. 

xxi  group . 

1  Grocery  stores . *’ 

f iting  and  drinking  places. 


ineral  merchandise  group . 

Department  stores  and  dry’g^ds,’ 

general  merchandise  stores . 

Department  stores . 


M  and  Proprietary  stores . 


Jan. 


4,901 


Feb. 


2, 211 

2,138 

135 

1,235 

880 

753 

156 


4,592 


2,087 

2,016 

129 

1, 148 

792 

679 


Mar. 


5,469 


2,  383 
2,  309 

147 

1,476 

1,064 

913 

162 


^ote^1  ^United  ZXZ'Tj,  T**™**>  ^  19. 


United  States  and  group  totals  include  kinds' 


Apr. 


5,574 


2, 166 
2,086 

148 

1,660 

1, 181 

1,010 


160 


May 


5,776 


2,  385 
2,  302 

156 

1,643 

1,188 

1,016 

167 


1963 


June 


5,685 


July 


2,261 
2, 184 

162 

1,690 

1,249 

1,070 


169 


5,518 


2,262 
2, 179 

164 

1,571 

1,138 

969 

167 


of  business  not  shown  separately. 


Aug. 


6,094 


2,497 

2,417 

170 

1,820 

1,324 

1,117 

176 


Sept. 


5,546 


2, 150 
2,074 

159 

1,692 

1,242 

1,062 


165 


Oct.  I 


1-  81 


1  Nov. 

Dec . 1 

Dec . 

1963 

1962 

6,411 

8,283 

7,7(7 

69,785 

65,621 

2,477 

2,401 

2,436 

2,344 

2,439 

2,  354 

27,598 

26,656 

26,413 

25,466 

165 

168 

153 

1,869 

1,724 

2,043 

3,317 

2,973 

21,092 

19,420 

1,468 

1,257 

2,370 

2,048 

2,073 

1,782 

15,194 

13,002 

13,688 

11,708 

172 

267 

256 

2,083 

1,999 
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Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  DECEMBER  1963 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Percentage  change  in  sales 


Percentage  change  in  sales 


Area 

December  1963  from-- 

12  mos . 

1963 

from 

12  mos . 

1962 

Area 

December  1963  from — 

12  mos . 
1963 
from 

12  mos . 
1962 

December 

1962 

November 

1963 

December 

1962 

November 

1963 

STANDARD  METROPOLITAN  AREA 

New  York-Northeastern  New  Jersey1 . . . 

+  10 

+61 

+4 

New  York  City . 

+8 

+57 

0 

Newark,  N.  J . 

+7 

+  58 

+3 

+  10 

+78 

+5 

+6 

+52 

+  2 

NA 

NA 

NA 

+  2 

+56 

+3 

Asheville,  N.  C. _ V . 

+7 

+75 

+4 

NA 

NA 

NA 

+8 

+65 

+3 

-4 

+  57 

+4 

+6 

+62 

+2 

Philadelphia,  Pa . 

+5 

+55 

-2 

Phoenix,  Ariz . 

NA 

NA 

NA 

+  19 

+  59 

+8 

+  9 

+  54 

+  3 

Baton  Rouge,  La . 

+  21 

+  50 

+  16 

+  2 

+67 

-2 

+67 

+3 

NA 

NA 

NA 

+  12 

+57 

+4 

+6 

+76 

+3 

+  10 

+58 

+  1 

Rochester,  N.  Y . 

48 

483 

+6 

Sacramento,  Calif . 

+  16 

+70 

48 

Buffalo,  N.  Y . 

+8 

+61 

+  8 

+  10 

+  81 

+4 

0 

+  56 

-2 

+6 

+81 

+4 

+  5 

+72 

+  3 

+8 

+56 

+  5 

+6 

+63 

+  3 

+  8 

+62 

+3 

+  13 

+65 

+  10 

San  Diego,  Calif . 

+5 

+67 

+4 

+  16 

+65 

+5 

NA 

NA 

NA 

NA 

NA 

NA 

-3 

+74 

-7 

+  8 

+68 

+6 

-2 

+65 

0 

+  3 

+62 

+  1 

+8 

+73 

+4 

+  1 

+65 

+  1 

Springfield,  Mo . 

+  10 

+53 

+5 

+10 

+69 

+6 

+  16 

+73 

+  8 

+8 

+65 

+5 

+4 

+67 

+1 

+10 

+51 

+6 

+79 

-1 

+5 

+64 

+  2 

+10 

+52 

+8 

Erie,  Pa . 

+13 

+80 

+  2 

Toledo,  Ohio . 

48 

+67 

+3 

NA 

NA 

NA 

+  8 

+61 

Flint,  Mich . 

+  13 

+63 

+9 

+5 

+65 

+  3 

+  8 

+63 

+4 

+  24 

+63 

+  15 

NA 

NA 

+7 

+64 

+3 

Grand  Rapids,  Mich . 

+10 

+62 

+  3 

Washington,  D.  C . 

+14 

+61 

+  10 

Wheeling,  W.  Va . 

+  9 

4  84 

+2 

+  14 

+  75 

+6 

+63 

+  1 

+71 

+3 

+  91 

0 

+20 

+67 

+14 

+9 

+66 

+  1 

Kansas  City,  Mo . 

+7 

+71 

+5 

Knoxville,  Tenn . 

+  2 

+73 

+  2 

CITIES 

+11 

+52 

+  3 

+  93 

+  1 

+  12 

+62 

+6 

-2 

478 

-1 

+  8 

+68 

+7 

+8 

+67 

0 

+8 

+75 

+4 

+7 

+63 

+5 

+1 

+64 

+2 

+73 

-1 

+50 

+3 

+  2 

+71 

-3 

+12 

+67 

+  10 

+5 

+70 

+5 

+4 

+56 

+  2 

+  15 

+60 

+5 

-1 

+  68 

+  1 

+  5 

+64 

0 

New  Orleans,  La . 

+9 

+47 

+8 

Springfield,  Mass . 

NA 

NA 

NA 

HA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to 
revision. 
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Table  6.  ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALMENT  ACCOUNTS -UN  ITED  STATES,  BY  KIND  OF  BUSINESS:  DECEMBER  1963 

(Millions  of  dollars .  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 


TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Mail  order  houses  (department  store  nrise.j. 

Apparel  group . 

Women's  ready-to-wear  stores . . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equip,  group. 
Lumber  yards,  building  materials  dealers2... 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers3 . * 

Passenger  car  dealers  (franchised) . 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Other  retail  stores . 


CHARGE  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . V.Y.V.', 

Apparel  group . [ 

Furniture  and  appliance  group . 

Furniture,  home  furnishing  stores . ! 

Lumber,  building,  hardware,  farm  equip,  group. 
Lumber  yards,  building  materials  dealers2... 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers  (franchised)...!.’.*.*!!! 
Gasoline  service  stations  . 


INSTALMENT  ACCOUNTS 


United  States,  total. 


Durable -goods  stores,  total.... 
Nondurable -goods  stores,  total. 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . !.’!!!!! 

Apparel  group . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores _ !!!, 

Lumber,  building,  hardware,  farm  equip,  group. 

Automotive  group . 

Tire,  battery,  accessory  dealers . . 


1963 


13,474 


5,892 
7,5  82 

328 

270 

87 

4,510 

3,489 

3,104 

850 

998 

453 

2,073 

1,601 

1,454 

472 

408 

1,619 

1,177 

878 

1,329 

877 

821 

422 

431 

2,099 


6,842 


12,700 


3,076 

3,766 

321 

1,034 

942 

820 

727 

630 

477 

1,430 

1,109 

823 

745 

540 

419 


6,632 


5.685 
7,015 

320 

270 

81 

3,994 

3,043 

2.685 
791 
913 
414 

2,009 

1,529 

1,392 

479 

419 

1,587 

1,136 

852 

1,276 

834 

775 

412 

419 

2,101 


6,586 


Apr. 


12,912 


2,816 

3,816 

3,476 

2,547 
2,284 
271 
1,443 
1,124 
319 
189 
584 
254 1 


2,960 

3,626 

312 

928 

838 

715 

651 

608 

454 

1,402 

1,068 

798 

713 

516 

410 


6,114 


5,799 

7,113 

332 

276 

80 

4,031 

3,065 

2,695 

805 

932 

438 

1,984 

1,512 

1,387 

472 

416 

1,634 

1,125 

836 

1,349 

897 

830 

422 

436 

2,134 


6,658 


May 


June 


13,352 


2,725 

3,389 

3,066 

2,205 

1,970 

262 

1,401 

1,075 

326 

185 

563 

254 


3,038 

3,620 

325 

873 

782 

662 

664 

591 

440 

1,439 

1,062 

787 

754 

548 

427 


6,254 


5,965 

7,387 

326 

272 

76 

4,144 

3,166 

2,788 

812 

950 

448 

1,985 

1,503 

1,366 

482 

413 

1,769 

1,231 

917 

1,401 

947 

867 

429 

460 

2,241 


7,032 


13,6.34 


2,761 

3,493 

3,158 

2,283 

2,033 

268 

1,393 

1,072 

321 

195 

595 

257 


3,246 

3,786 

319 

890 

793 

673 

682 

610 

461 

1,580 

1,173 

873 

795 

581 

451 


6,320 


6,160 

7,474 

342 

291 

74 

4,228 

3,227 

2.853 
836 
892 
418 

2,067 

1,575 

1,446 

492 

428 

1.854 
1,283 

962 

1,408 

936 

861 

442 

472 

2,297 


7,202 


2,719 

3,601 

3,254 

2,373 

2,115 

268 

1,375 

1,042 

333 

189 

606 

258 


3,390 

3,812 

331 

918 

821 

705 

632 

629 

483 

1,655 

1,221 

915 

817 

579 

463 


6,432 


13, 799 


6, 339 
7,460 

341 

292 

78 

4,325 

3,288 

2,914 

868 

879 

400 

2,031 

1,543 

1,426 

488 

434 

1,925 

1,345 

1,014 

1,456 

943 

869 

479 

471 

2,293 


7,147 


3,478 

3,669 

329 

885 

781 

684 

617 

631 

475 

1,730 

1,286 

968 

813 

572 

461 


2,770 

3,662 

3,310 

2,406 

2,148 

260 

1,438 

1,092 

346 

199 

591 

249 


July 


Aug. 


13, 781 


6,457 

7,324 

349 

298 

71 

4,287 

3,274 

2,904 

846 

837 

371 

2,005 

1,528 

1,401 

477 

429 

2,050 

1,445 

1,098 

1,510 

1,011 

910 

500 

448 

2,224 


7,157 


14,016 


3,594 

3,563 

339 

846 

745 
6  52 
598 
612 
464 
1,845 
1,385 
1,051 
844 
594 
438 


6,559 

7,457 

364 

305 

74 

4,371 

3,336 

2,971 

868 

855 

379 

2,026 

1,555 

1,433 

471 

413 

2,117 

1,510 

1,134 

1,462 

944 

878 

485 

456 

2,291 


7,264 


Sept. 


14,044 


3,669 

3,595 

349 

839 

740 

647 

609 

630 

480 

1,912 

1,448 

1,089 

809 

572 

447 


6,586 

7,458 

355 

300 

60 

4,452 

3,381 

3,000 

899 

898 

406 

2,035 

1,573 

1,426 

462 

403 

2,130 

1,552 

1,158 

1,457 

974 

880 

483 

452 

2,205 


7,232 


Oct. 


14,312 


Dec.1 


6,631 

7,681 

353 

293 

70 

4,592 

3,521 

3,124 

918 

941 

422 

2,042 

1,565 

1,419 

477 

413 

2,140 

1,563 

1,157 

1,514 

1,020 

952 

461 

467 

2,193 


14, 395 


7,424 


3,708 

3,524 

337 

855 

750 

656 

648 

626 

484 

1,930 

1,491 

1,115 

818 

577 

441 


3,817 

3,607 

340 

857 

768 

661 

681 

652 

490 

1,957 

1,503 

1,116 

885 

632 

455 


6,490 

7,905 

348 

289 

84 

4,762 

3,641 
3, 240 

952 

953 
421 

2,061 
1,551 
1,394 
510 
446 
1,966 
1,475 
1,080 
1,538 
1,028 
957 
482 
469 
2, 214 


7,415 


15,495 


3,692 

3,723 

336 

910 

819 

710 

697 

677 

498 

1,795 

1,420 

1,043 

884 

638 

455 


6,607 

8,888 

362 

300 

89 

5.398 

4, 139 
3,703 
1,062 
1,  203 
515 
2, 212 
1,658 
1,481 
554 
483 
1,820 
1,  348 
986 
1,569 
1,049 
978 
494 
443 

2.399 


7,867 


1962 


Dec . 


14,  299 


6,241 

8,058 

354 

297 

96 

4,782 

3,720 
3,  340 
879 
1,090 
509 
2, 130 
1,636 
1,481 
494 
432 
1,747 
1, 265 
951 
1,432 
939 
872 
459 
420 
2, 248 


Percentage 
change, 
Dec.  1963 
from — 


Dec . 
1962 


6,652 

6,624 

6,752 

6,812 

6,888 

6,980 

7,628 

6,858 

2,861 

2,863 

2,890 

2,878 

2,814 

2, 798 

2, 980 

2,929 

3,791 

3,761 

3,862 

3,934 

4,074 

4,182 

4,648 

3, 929 

3,440 

3,441 

3,532 

3,597 

3,735 

3,852 

4,250 

3,597 

2,507 

2  529 

2,596 

2,631 

2,753 

2,822 

3,087 

2,633 

2,230 

2,252 

2,324 

2,344 

2,463 

2,53C 

2,770 

2,  370 

262 

239 

246 

250 

260 

256 

315 

263 

1,400 

1,393 

1,396 

1,409 

1,390 

1,  384 

1,493 

1,480 

1 , 068 

1,064 

1,075 

1,089 

1,075 

1,053 

1,133 

l|  159 

332 

329 

321 

320 

315 

331 

360 

321 

195 

205 

205 

200 

183 

171 

174 

194 

643 

666 

653 

639 

629 

654 

669 

636 

289 

299 

296 

290 

255 

276 

293 

266 

3,627 

4,240 

349 

1,148 

1,052 

933 

888 

719 

525 

1,646 

1,292 

947 

900 

662 

429 


+6 
+  10 

+2 
+1 
-7 
+  13 

+11 
+  11 
+  21 
+  10 
+  1 
+4 
+  1 
0 

+  12 
+  12 
+4 
+7 
+4 
+  10 
+  12 
+  12 
+8 
+5 
+7 


3, 312 
4,129 

346 

1,185 

1,087 
970 
827 
650 
477 
1,553 
1, 204 
903 
7% 
554 
409 


+  10 
+3 

+  1 
-3 

-3 
-4 
+7 
+  11 
+10 
+6 
+7 
+  5 
+  13 
+  19 
+5 


+  11 


+  2 

+  18 

+  18 

+  17 
+17 
+  20 
♦  1 
-2 
+  12 
-10 
+5 
♦  10 


Nov. 

1963 


+8 


+2 

+12 

+4 

+4 

+6 

+13 

+  14 
+  14 
+  12 
+  26 
+  22 
+7 
+7 
+6 
+9 
+8 
-7 
-9 
-9 
+2 
+  2 
+2 
+2 
-6 
+8 


-2 

+  14 

+4 

+26 

+  28 
+31 
+27 
+6 
+5 
-8 
-9 
-9 
+2 
+4 
-6 


♦7 

+11 


♦9 
+9 
♦23 
♦  8 
+8 
+9 
+2 
+2 
+6 


2  ?re^ijninary  estimates,  see  Explanatory  Material,  page  19. 

and  other  financial  institutions  during  Q^p^ciri^^nttTare'not^ncluderi^the101!8!8!  **5  end  °f  the  ”or'ths  indicated.  Amounts  tranoferred  to  conmrrcial  banks 
percentage  changes.  United  States  and  group  totals  incite  kinds  of  b^inat  ^rs^L^^r^U^vaKarului^h^^  ZlTlT^e  £ 
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END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES, 
UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 
DECEMBER  1963  AND  DECEMBER  1962 


(BILLIONS  OF  DOLLARS) 
2.0  3.0 


1963 


GENERAL  MERCHANDISE 
GROUP 


1962 


1963 


DEPARTMENT  STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


1962 


1963 


1962 


1963 


FURNITURE,  HOME 
FURNISHINGS  STORES 


LUMBER,  BUILDING, 
HARDWARE, FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


1962 


1963 


1962 


1963 


1962 


1963 


1962 


|  Charge  Accounts  —  - 

Installment  Accounts  - 

Total - 


Percentage  figures  represent  year-to-year  changes. 


6.0 


Total  All  Stores 

December 

1963 

December 

1962 

Percentage 
Change  1 

7.9 

7.4 

+6% 

7.6 

6.9 

+11% 

15.5 

14.3 

+8% 

1  Based  on  data  shown  in  Table  6 

1.0 


2.0 


3.0 


4.0 


5.0 


6.0 


Note:  Dec.  1963  data  are  based  on  preliminary  estimates  while  Dec.  1962  data  are  based  on  final  estimates.  bureau  of  the  census 
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Table  7.  ESTIMATED  END-0 F-MD NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS — 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  DECEMBER  1963 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1963 

1962 

Percentage 
change,  Dec. 
1963  from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

|  Nov. 

Dec.1 

Dec. 

1962 

Nov. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

4, 688 

4,198 

4,267 

4,377 

4,468 

4,606 

4,605 

4,789 

4,846 

4,923 

5,072 

5,571 

4, 894 

+14 

+10 

Durable-goods  stores,  total . 

1,126 

1,088 

1,100 

1,103 

1,112 

1,150 

1,161 

1,218 

1,211 

1,172 

1,186 

1,222 

1,155 

+6 

+3 

Nondurable-goods  stores,  total . 

3,562 

3,110 

3,167 

3,274 

3,356 

3,456 

3,444 

3,  571 

3,635 

3,751 

3,886 

4,349 

3,739 

+16 

+12 

General  merchandise  group . 

3,162 

2,733 

2,778 

2,873 

2,953 

3,058 

3,065 

3,187 

3,255 

3,365 

3,488 

3,892 

3,316 

+17 

♦12 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,  507 

2,140 

2,177 

2,266 

2,321 

2,401 

2,405 

2,  508 

2,552 

2,654 

2,744 

3,084 

2,633 

+17 

+12 

Department  stores . 

2,249 

1,915 

1,949 

2,028 

2,077 

2,149 

2,153 

2,256 

2,280 

2,375 

2,455 

2,765 

2,382 

+16 

+13 

Apparel  group . 

234 

216 

224 

230 

224 

227 

215 

215 

223 

229 

235 

286 

251 

+14 

+22 

Furniture  and  appliance  group . 

339 

334 

336 

335 

332 

332 

332 

329 

334 

339 

349 

376 

350 

+7 

♦8 

Tire,  battery,  accessory  dealers . 

264 

259 

257 

264 

268 

299 

307 

306 

301 

266 

282 

289 

280 

+3 

♦2 

CHARGE  ACCOUNTS 

United  States,  total . 

972 

887 

870 

888 

923 

928 

906 

955 

957 

954 

975 

1,105 

1,067 

+4 

+13 

Durable-goods  stores,  total . 

277 

267 

271 

280 

296 

315 

321 

369 

363 

357 

350 

328 

304 

+8 

-6 

Nondurable-goods  stores,  total . 

695 

620 

599 

608 

627 

613 

585 

586 

594 

597 

625 

777 

763 

+2 

+24 

General  merchandise  group . 

429 

371 

341 

341 

359 

352 

330 

338 

350 

346 

368 

486 

481 

+1 

+32 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

392 

336 

306 

306 

323 

310 

289 

295 

306 

306 

329 

444 

440 

+1 

+35 

Department  stores . 

358 

306 

278 

278 

296 

284 

266 

274 

283 

284 

302 

411 

419 

-2 

+36 

Apparel  group . 

113 

99 

103 

108 

105 

106 

107 

99 

105 

108 

107 

133 

124 

+7 

+24 

Furniture  and  appliance  group . 

39 

41 

41 

40 

37 

39 

37 

37 

37 

39 

40 

42 

48 

-13 

+5 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3,716 

3,311 

3,397 

3,489 

3,  545 

3,678 

3,699 

3,834 

3,889 

3,969 

4,097 

4,466 

3,827 

+17 

+9 

Durable-goods  stores,  total . 

849 

821 

829 

823 

816 

835 

840 

849 

848 

815 

836 

894 

851 

+5 

+7 

Nondurable -goods  stores,  total . 

2,  867 

2,490 

2,568 

2,666 

2,729 

2,843 

2,859 

2,985 

3,041 

3,154 

3,261 

3,572 

2,976 

+20 

+10 

General  merchandise  group . 

2,733 

2,362 

2,437 

2,532 

2,  594 

2,706 

2,735 

2,849 

2,905 

3,019 

3,120 

3,406 

2,835 

+20 

+9 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,115 

1,804 

1,871 

1,960 

1,998 

2,091 

2,116 

2,213 

2,246 

2,  348 

2,415 

2,640 

2, 193 

+20 

+9 

Department  stores . 

1,891 

1,609 

1,671 

1,750 

1,781 

1,865 

1,887 

1,982 

1,997 

2,091 

2,153 

2,354 

1,963 

+20 

+9 

Apparel  group . 

121 

117 

121 

122 

119 

121 

108 

116 

118 

121 

128 

153 

127 

+20 

+20 

Furniture  and  appliance  group . 

300 

293 

295 

295 

295 

293 

295 

292 

297 

300 

309 

334 

302 

+11 

+8 

1  Preliminary  estimates,  see  Explanatory  Material,  page  19. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  conroercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-rronth  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  16. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  1962-1963 


1962  1963 


•  URUUOr  TNI  CCNIUI 
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Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month  -  to  -month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1. 7-1.9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5.9-6. 7 

6.1 

5. 8-6. 3 

5.9 

l.r-1.5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2.2-2. 4 

2.3 

0. 5-0.9 

0.7 

Eating  places . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0.5-1. 3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1.9-2. 1 

2.0 

(Z)-0. 3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5. 9 

5.4 

1.6-2.  5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4.2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3.3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . . . 

6. 0-9.9 

7.0 

5. 8-7.2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3.1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3. 9-4.3 

4.1 

3. 8-4. 2 

3.9 

1.3-2. 1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5.3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5.2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2.7 

2.6 

2. 3-2. 6 

2.5 

0. 8-1.2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  ( franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0. 8-1.2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1.9-2. 1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . . . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  IS.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month-to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCR  TWO  CONSECUTIVE  MONTHS1— UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

j~"  ■  *-■  a. 

Median 

1.4-6. 6 

3.7 

1.7-3. 4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5. 9 

4.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

6.1 

2.3-8. 6 

4.8 

2.2-4. 2 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  20. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  the  month-to-month  percentage  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change-  ^ 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0. 5-0.6 

0.5 

Nondurable -goods  stores,  total . - . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2.2- 6.6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4.8-7. 3 

6.8 

1.2-5 .4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . 

4. 4-5. 3 

5.0 

4 .  D-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5. 7 

5.4 

4.5-5 .8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0. 6-1.3 

0.8 

Lumber  yards,  building  materials  dealers . 

4 .2-4.4 

4.3 

4. 0-4 .4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . 

5.4-6 .8 

5.6 

5. 2-6. 8 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0.8-1. 4 

1.0 

Gasoline  service  stations . 

4. 4-5. 4 

4.7 

4. 1-5.4 

4.3 

1 .4-1.9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2. 6 

2.4 

2. 2-2. 4 

2.4 

0. 7-1.1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2 .7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3.1-;.4 

4.1 

3.0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

3.1-4 .8 

Furniture  and  appliance  group . 

5.0-5 .3 

5.1 

4.7-5. 1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6.5 

6.0 

5. 6-6. 3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3 .7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4.3^V.5 

4.4 

4.1-4 .5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2.0I4.2 

2.9 

Gasoline  service  stations . 

4. 7-5. 4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALIMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3 .4 

2.7 

0.7-1. 7 

0.8 

Nondurable-goods  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1. 5-2.2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . 

3. 9-4 .4 

4.1 

3. 9-5.4 

3.9 

0.7-3. 1 

1.1 

Furniture,  hcroe  furnishings  stores . 

4. 7-5 .4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0. 6-2.4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . 

Tire,  battery,  accessory  dealers . 

3.7-4 .1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

Sampling  errors  shcvn  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Materlalf 
page  19.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  tho  ratio  of  the  final  estimates  for  the  tvo  months. 

Note:  The  ranges  of  sampling  error  shovn  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11 .  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percentage 
change1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-O.l 

0.1 

Durable-goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1 .3 

1.1 

0.2-0. 5 

0.3 

Nondurable-goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0 .3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2. 2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.9-1 .4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2. 6-2. 7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1 .3 

1.1 

0.3-0. 9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1 .3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(Zj-1.4 

(z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(z) 

Apparel  group . 

3.7-4 .4 

4.0 

3.7-3 .8 

3.8 

0.3-0 .7 

0.7 

Furniture  and  appliance  group . 

3. 1-3. 7 

3.2 

2.9-4  .3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0.3-0 .4 

0.3 

(Z)-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable -goods  stores,  total . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

( Z ) —0 . 2 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

Department  stores . 

0.2-0 .3 

0.2 

0. 2-0.3 

0.2 

(Z)-0.1 

(z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(Z)-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.8-1 .3 

1.0 

(X) 

(z) 

Z  Sampling  variability  is  less  than  0.1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by- 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sanqple  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors . 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959 .  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data . 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  nay  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 


credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service, Diners '  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts. 

Nature  of  the  Sample 

I.  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  Ihe  combined  sales 
of  all  their  retail  stores .  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  ccm- 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual- 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample. 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations.  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores .  For  those 
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Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of bisine ss . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  arOy  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  cf  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  cf  November  30,  1960 . 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components . 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of-month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc . 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 
Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit— e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses .  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of  ihe  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureauaf  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi- 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised".) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  cr  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services . 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 


graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places ;  the  general  merchandise 
group; -the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable -goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1 .3%  (or  .013) •  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sanpling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio" is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam- 
pling  variability •  Changes  in  the  sampling  error 
for  thesame  statistic  from  month  to  month,  therefore 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 
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include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors .  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 

I .  Sales 


As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month),  arri one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  finns 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sanpling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-af-business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .7  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census.  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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II .  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  for  the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  5 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  5  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample--i .e .,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores . 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4ormore 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors .  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation,"  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  21,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind -of -business  group  and  total  levels 
were  derived  by  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  22. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  fbr 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards . 


Table  12.  COMBINED  SEASONAL  AND  TRADING  DAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JULY  1962— MAY  1964 
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Table  13.  AVERAGE  MONTH -TO -MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Range 

Average  duration  of 

run 

Kind  of  business 

seasonal 

factor 

Cl 

I 

C 

I/C 

MCD 

Cl 

I 

C 

MCD 

United  States,  total. 


Durable-goods  stores,  total . . . . 
Nondurable-goods  stores,  total. 


Food  group . 

Grocery  stores . 

Eating  and  drinking  places. 


General  merchandise  group . 

Department  stores . . 

Variety  stores . ;  •  •  •  • 

Mail  order  houses  (department  store  merchandise) 

Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores . 

Shoe  stores . 


Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores . 

Lumber,  building,  hardware,  farm  equipment  group. 

Lumber  yards,  building  materials  dealers . 

Hardware  stores . 


Automotive  group* . 

Passenger  car,  other  automotive  dealers . 
Tire,  battery,  accessory  dealers . 

(kisoline  service  stations . 

Drug  and  proprietary  stores . 

Liquor  stores . 


United  States,  total . 


Grocery  stores . 

Eating  and  drinking  places. 

General  merchandise  group.. 

Department  stores . 

Variety  stores . 


Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores. 
Shoe  stores . 


Tire,  battery,  accessory  dealers, 
and  proprietary  stores . 


7.58 

5.80 

30.6 

.78 

.63 

.44 

1.43 

2 

2.53 

1.80 

9.54 

7.48 

6.12 

27.6 

1.79 

1.56 

.87 

1.79 

2 

2.25 

1.49 

9.54 

8.05 

5.98 

34.8 

.68 

.58 

.35 

1.66 

2 

1.82 

1.63 

31.00 

5.88 

2.39 

9.6 

.72 

.61 

.34 

1.79 

2 

1.72 

1.43 

31.00 

6.03 

2.22 

9.0 

.73 

.63 

.38 

1.66 

2 

1.72 

1.41 

62.00 

5.23 

3.69 

20.1 

.86 

.78 

.35 

2.23 

3 

2.14 

1.65 

10.33 

17.39 

15.30 

101.8 

1.34 

1.24 

.40 

3.10 

3 

1.82 

1.68 

13.78 

17.62 

15.98 

105.1 

1.63 

1.50 

.46 

3.26 

3 

1.72 

1.48 

12.40 

19.33 

18.92 

129.7 

1.65 

1.58 

.47 

3.36 

4 

1.77 

1.55 

15.50 

.  16.33 

14.40 

84.0 

2.15 

2.10 

.61 

3.44 

3 

1.72 

1.59 

31.00 

.  117.26 

17.22 

97.0 

1.81 

1.72 

.47 

3.66 

4 

1.63 

1.55 

13.78 

22 .06 

20.24 

120.5 

2.68 

2.43 

.81 

3.00 

4 

1.82 

1.59 

8 . 86 

.  18.56 

16.67 

91.5 

1.84 

1.75 

.56 

3.1 3 

4 

1.70 

1.53 

12 .40 

.  19.07 

17.62 

57.7 

2.66 

2.57 

.63 

4.08 

4 

1.75 

1.63 

8.27 

.  l8.30 

8.00 

44.4 

1.24 

1.14 

.50 

2.28 

3 

1.91 

1.43 

13.78 

8.89 

7.93 

41.3 

1.45 

1.27 

.57 

2.23 

3 

2.14 

1.48 

13.78 

9.86 

8.87 

51.9 

1.78 

1.60 

.71 

2.25 

3 

1.85 

1 .61 

9.54 

.  18.87 

8.78 

48.1 

1.81 

1.62 

.59 

2.75 

4 

2.00 

1.77 

8.27 

9.04 

8.58 

45.2 

1.89 

1.71 

.72 

2.38 

3 

1.77 

1.55 

8.86 

.  12.43 

10.92 

53.1 

1.68 

1.58 

.49 

3.22 

4 

1.97 

1.97 

6.53 

7.45 

*5.87 

*28.1 

3.09 

2.72 

1.26 

2.16 

3 

2.10 

1.46 

7.29 

7.54 

5.18 

29.0 

2.84 

2.48 

1.17 

2.12 

3 

2.03 

1.46 

9.54 

10.16 

47.3 

2.45 

2.18 

.94 

2.32 

3 

1.91 

1.61 

9.54 

2.68 

13.3 

.85 

.63 

.52 

1.21 

2 

2.10 

1.65 

62.00 

6.87 

5.99 

32.0 

1.00 

.85 

.48 

1.77 

2 

2.38 

1.72 

10.33 

9.15 

59.8 

1.27 

1.12 

.59 

1.90 

2 

2.10 

1.49 

13.78 

3.24 
3.42 

4.92 

4.56 
5.08 

2.84 
2.60 
5.04 

4.69 

4.17 

3.36 

4.65 

3.56 

4.88 

4.52 

4.52 

3.90 

4.07 

4.48 

3.70 
3.30 
3.94 

4.24 

3.84 
4.10 


Group  II  stores 


8.93 

52.9 

1.18 

1.12 

.61 

1.84 

3 

1.80 

1.53 

23.80 

2.26 

9.6 

1.06 

.94 

.54 

1.74 

2 

1.91 

1.43 

41.33 

2.86 

14.7 

1.49 

1.43 

.61 

2.34 

3 

2.32 

2.08 

13.67 

.  17.27 

16.00 

103.6 

2.00 

1.93 

.75 

2.57 

3 

1.63 

1.63 

14.88 

.  17.13 

15.26 

98.5 

2.45 

2.30 

.71 

3.24 

3 

1.66 

1 .46 

12.30 

20.07 

134.6 

1.64 

1.62 

.41 

3.95 

4 

1.84 

1.60 

12.30 

20.17 

99.5 

2.65 

2.49 

.72 

3.46 

4 

1.70 

1.53 

9.15 

.  26.73 

24.88 

132.5 

4.72 

4.75 

1.07 

4.44 

5 

2.28 

2.12 

9 .46 

. .  20.91 

19 .42 

109.3 

2.45 

2.30 

.62 

3.71 

4 

1.89 

1.81 

10.25 

20.59 

67.5 

3.59 

3.53 

.62 

5.69 

6 

1.62 

1.58 

11.18 

. .  14.32 

13.58 

61.5 

2.85 

2.71 

.83 

3.27 

4 

1.86 

1.76 

9.46 

9.39 

60.6 

1.64 

1.46 

.60 

2.43 

3 

2.16 

1.84 

20.50 

7.80 

4.24 

5.76 

3.77 
3.18 
5.45 

4.00 

7.93 

5.00 

7.87 

4.80 

12.10 


*  For  the  group  totals,  measures  shown  refer  to  data  after  adjustment  for  trading  days.  .  .v  Thp 

*  Measures^shown  for  passenger  car  dealers  include  an  adjustment  to  eliminate  the  effect  of  the  1959  steel  strike.  The 


itomotive  group  total  has  not  been 


adjusted  in  this  manner.  .  ..  . 

For  the  automotive  group,  measures  shown  refer  to  data  before  adjustment  for  trading  days. 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.  New  York,  1957. 

0  is  the  average  month -to -month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

s  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

'"tenge^S^^^actor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

'Y/c' is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MOD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a f^Xr 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-nonth  spam  (  .  -,  »  ° 

etc.)V  2-month  spans  (Jan. -Mar.,  Feb.-Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without to  “Sign)  in  the^ 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  po  series  with  an  MCd 

begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  a 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes j^nrecediw  chLg^Thf 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  ^he  same  direction  as  the  preceding  change, 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average, 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  ® 

random  series.  (Over  one  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.7  ft  indiCQtes 

greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.85  for  h°“^old  appliances^Thi^  i^ates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series  In  the  component  Finally, 

and  9  5^  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-ra  )  p  '  -pout 
4?52  for  MCD  indicates  that  a  3-onth  moving  average  of  the  seasorully  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction. in  ^  average  ab out 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  Indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Table  1.  ESTIMATED  NINTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  DECEMBER  1962  TO  DECEMBER  1963 
_ (Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 

1963 

1962 

Percentage  change 

Apr .-Dec . 

Dec.  1963 
from — 

Total 

1963 

Jan. 

[  Feb. 

_ 

Mar 

'  Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec .  1 

Dec . 

fron — 
Apr. -Dec. 
1962 

Dec . 
1962 

Nov. 

1963 

UNITED  STATES,  TOTAL . 

246,408 

L8,261 

17,087 

19,653 

20,518 

21,228 

20,737 

20, 540 

21,018 

19,267 

21,528 

21,494 

25,077 

24,127 

+4 

+4 

+17 

Durable-goods  stores,  total . . . . 

80,097- 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5, 999 

7,599 

6,985 

7,  207 

6,766 

+7 

+7 

+  3 

Nondurable-goods  stores,  total. 

166, 311 

12,566 

11,655 

13,270 

13,536 

13,989 

13,693 

13,564 

14,462 

13,268 

13,929 

14, 509 

17,870 

17,361 

+3 

+  3 

+  23 

Food  group . 

59,121 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,172 

5,237 

+2 

-1 

0 

Grocery  stores . 

53,529 

4,303 

4,048 

4,531 

4,223 

4, 578 

4,483 

4,502 

4,828 

4,238 

4,449 

4,689 

4,657 

4,732 

4-2 

-2 

-1 

Eating  and  drinking  places . 

18, 059 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,521 

1,479 

+4 

+  3 

+2 

OAF2,  total . 

54,925 

3,572 

3,234 

3,994 

4,421 

4,375 

4,347 

4,104 

4,624 

4,436 

4,727 

5,137 

7, 954 

7,462 

+5 

+7 

+55 

General  merchandise  group . 

28, 838 

1,756 

1,627 

2,075 

2,299 

2,278 

2,287 

2,129 

2,465 

2,295 

2,441 

2,752 

4,434 

4,119 

+6 

+8 

+61 

Department  stores . 

16,751 

1,005 

902 

1,199 

1,315 

1,317 

1,352 

1,224 

1,420 

1,351 

1,417 

1,603 

2,646 

2,422 

+6 

+9 

+65 

Apparel  group . . . 

14,468 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2, 180 

2,127 

0 

+  2 

+67 

Furniture  and  appliance  group.... 

11,619 

830 

781 

838 

854 

934 

933 

965 

992 

980 

1,095 

1,077 

1,340 

1,216 

+8 

+  10 

+24 

Lumber ,  bldg . , hdwe . , f arm  equip . grp . 

15,535 

921 

886 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,192 

1,190 

+  3 

0 

-11 

Automotive  group . 

45,951 

3,487 

3,309 

3,926 

4,262 

4,301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,682 

3,434 

+7 

+7 

-7 

Gasoline  service  stations . 

19,  356 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599- 

1,649 

1,625 

1,704 

1,629 

+3 

+5 

+5 

Drug  and  proprietary  stores . 

8, 170 

649 

641 

667 

652 

676 

664 

660 

680 

647 

667 

666 

901 

880 

+2 

+2 

+35 

THE  NORTHEASTERN  STATES,  TOTAL . 

62,951 

4,752 

4,366 

5,018 

5,274 

5,494 

5,287 

5,213 

5,262 

4,837 

5,390 

5,492 

6,566 

6,294 

+4 

+4 

+  20 

Durable-goods  stores,  total _ 

18,  2% 

1,327 

1,194 

1,454 

1,672 

1,760 

1,632 

1,598 

1,458 

1,257 

1,679 

1,595 

1,670 

1,574 

+  5 

+6 

+5 

Nondurable -goods  stores,  total. 

44,655 

3,425 

3,172 

3,564 

3,602 

3,734 

3,655 

3,615 

3,804 

3,580 

3,711 

3,897 

4,896 

4,720 

+  3 

+4 

+26 

Food  group. . . . 

16,574 

1,326 

1,263 

1,394 

1,310 

1,422 

1,381 

1,434 

1,482 

1,318 

,1,367 

1,426 

1,451 

1,453 

+  3 

0 

+2 

Grocery  stores . 

13,820 

1,114 

1,059 

1,173 

1,092 

1,189 

1,153 

1,167 

1,243 

1,094 

1,142 

1, 196 

1,187 

1,210 

+  2 

-T 

0 

gating  and  drinking  places . 

5,521 

407 

376 

425 

439 

477 

493 

507 

524 

472 

485 

454 

462 

451 

+  3 

+2 

+2 

GAP*,  total . 

15,074 

1,000 

879 

1,085 

1,222 

1,220 

1,218 

1,104 

1,222 

1,215 

1,286 

1,419 

2,204 

2, 080 

+  2 

+6 

+55 

General  merchandise  group . 

6,978 

421 

380 

485 

549 

554 

567 

508 

572 

564 

594 

680 

1,104 

1,028 

+5 

+7 

+62 

Department  stores . 

4,285 

258 

226 

302 

345 

344 

353 

298 

342 

350 

361 

412 

694 

648 

+6 

+7 

+68 

Apparel  group . 

4,760 

335 

273 

361 

425 

389 

390 

320 

362 

388 

388 

425 

704 

679 

-1 

+4 

+66 

+  1 

+6 

+  26 

I  i  i  i 

i  I  1  li 

I  I 

Gasoline  service  stations . 

3,600 

281 

259 

292 

296 

304 

305 

325 

322 

298 

303 

300 

315 

298 

+  2 

+6 

+5 

Drug  and  proprietary  stores . 

1,867 

149 

146 

150 

148 

151 

152 

154 

159 

152 

154 

154 

198 

193 

+  3 

+3 

+  29 

THE  NORTH  CENTRAL  STATES,  TOTAL. . . . 

73, 115 

5,242 

4,913 

5,674 

6,110 

6,294 

6,216 

6,110 

6,237 

5,819 

6,616 

6,510 

7,374 

7,082 

+5 

+4 

+13 

Durable-goods  stores,  .total .... 

24,128 

1,583 

1,534 

1,844 

2,102 

2,138 

2,150 

2,132 

1,996 

1,899 

2,437 

2, 172 

2,141 

2, 018 

+8 

+6 

-1 

Nondurable-goods  stores,  total . 

48,987 

3,659 

3,379 

3,830 

4,008 

4,156 

4,066 

3,978 

4,241 

3,920 

4,179 

4,338 

5,233 

5,064 

+  3 

+  3 

+21 

Food  group . 

16,446 

1,326 

1,251 

1,371 

1,303 

1,411 

1,401 

1,368 

1,456 

1,303 

1,379 

1,449 

1,428 

1,469 

+  2 

-3 

-1 

Grocery  stores . 

15,078 

1,219 

1,152 

1,268 

1,194 

1,289 

1,281 

1,256 

1,335 

1,193 

1,261 

1,329 

1,301 

1,339 

+  2 

-3 

-2 

Eating  and  drinking  plafce6 . 

5,403 

390 

369 

415 

435 

473 

480 

491 

507 

463 

475 

450 

455 

436 

+5 

+4 

+1 

GAF2,  total . 

16,072 

995 

906 

1,150 

1,287 

1,264 

1,269 

1,197 

1,363 

1,329 

1,408 

1,554 

2,  350 

2,139 

+  8 

+  10 

+51 

General  merchandise  group . 

9,111 

533 

497 

648 

731 

717 

723 

661 

783 

740 

777 

893 

1,480 

1,  285 

+6 

+  10 

+58 

Department  stores . 

5,311 

310 

279 

375 

419 

423 

410 

387 

458 

439 

453 

516 

84  2 

776 

+6 

+9 

+63 

Apparel  group . 

3,686 

248 

205 

277 

320 

298 

286 

257 

298 

289 

298 

351 

559 

535 

+  2 

+4 

+59 

Furniture  and  appliance  group _ 

3,275 

214 

204 

225 

236 

249 

260 

279 

282 

300 

333 

310 

383 

319 

+  19 

+  20 

+  24 

Lumber,  bldg., hdwe., farm  equip. grp. 

5,844 

304 

301 

385 

496 

519 

535 

535 

555 

584 

622 

536 

472 

448 

+6 

+5 

-12 

Automotive  group . 

13, 154 

940 

904 

1,103 

1,244 

1,217 

1,206 

1,177 

1,013 

846 

1,315 

1,157 

1,032 

1,001 

+6 

+  3 

-11 

Gasoline  service  stations . 

6,260 

523 

455 

489 

511 

526 

531 

541 

547 

505 

542 

529 

561 

540 

+3 

+4 

+6 

Drug  and  proprietary  stores . 

2,469 

196 

192 

202 

192 

199 

193 

198 

203 

199 

206 

209 

280 

273 

+  2 

+  3 

+  34 

THE  SOUTH,  TOTAL . 

65,826 

4,933 

4,685 

5,398 

5,544 

5,691 

5,523 

5,443 

5,663 

5,102 

5,668 

5,640 

6,536 

6,391 

+5 

+2 

+  16 

Durable-goods  stores,  total _ 

22,582 

1,685 

1,649 

1,878 

1,971 

2,038 

1,972 

1,911 

1,845 

1,692 

2,056 

1,907 

1,978 

1,915 

+7 

+  3 

+4 

Nondurable -goods  stores,  to  _al . 

43,244 

3,248 

3,036 

3,520 

3,573 

3,653 

3,551 

3,532 

3,818 

3,410 

3,612 

3,733 

4,558 

4,476 

+4 

+2 

+  22 

Food  group . 

15,601 

1,225 

1,147 

1,311 

1,235 

1,347 

1,316 

1,325 

1,428 

1,232 

1,307 

1,364 

1,  364 

1, 382 

+  3 

-1 

0 

Grocery  stores . 

14,870 

1,171 

1,093 

1,254 

1,173 

1,280 

1,251 

1,259 

1,360 

1,177 

1,247 

1,306 

1,299 

1,320 

+3 

-2 

-1 

Eating  and  drinking  places . 

3,773 

282 

269 

307 

316 

329 

329 

344 

351 

309 

316 

308 

313 

308 

+  3 

+  2 

+  2 

GAF2,  total . 

14,218 

938 

862 

1,073 

1,176 

1,139 

1,114 

1,070 

1,231 

1,127 

1,201 

1, 283 

2, 004 

1, 925 

+4 

+4 

+56 

General  merchandise  group . 

7,443 

467 

437 

568 

613 

593 

584 

553 

647 

571 

623 

682 

1,105 

1,026 

+  7 

+  8 

+62 

Department  stores . 

3,712 

234 

210 

288 

291 

288 

290 

273 

319 

288 

311 

349 

571 

523 

+4 

+9 

+64 

Apparel  group . ; . . 

3,893 

258 

225 

290 

347 

305 

284 

277 

333 

310 

327 

349 

588 

589 

0 

0 

+68 

Furniture  and  appliance  group.... 

2,882 

213 

200 

215 

216 

241 

246 

240 

251 

246 

251 

252 

311 

310 

+  2 

0 

+23 

Lumber,  bldg., hdwe., farm  equip. grp. 

4,042 

266 

265 

333 

387 

388 

358 

365 

361 

340 

371 

332 

276 

302 

-1 

-9 

—  c  » 

Automotive  group . 

13,899 

1,086 

1,067 

1,208 

1,244 

1,256 

1,224 

1,169 

1,085 

955 

1,295 

1, 169 

1,140 

1,064 

+10 

+7 

-2 

Gasoline  service  stations . 

5,623 

441 

412 

455 

459 

474 

480 

497 

514 

469 

473 

466 

483 

473 

+4 

+  2 

+4 

Drug  and  proprietary  stores . 

2,182 

175 

178 

184 

181 

187 

182 

175 

179 

167 

172 

173 

229 

218 

+2 

+5 

+  32 

THE  WEST,  TOTAL . 

44,516 

3,334 

3,123 

3,563 

3,590 

3,749 

3,711 

3,774 

3,856 

3,509 

3,854 

3,852 

4,601 

4,  360 

+4 

+6 

+  19 

Durable-goods  stores,  total .... 

15,091 

1,100 

1,055 

1,207 

1,237 

1,303 

1,290 

1,335 

1,257 

1,151 

1,427 

1,  311 

1,418 

1,259 

+6 

+13 

+  8 

Nondurable-goods  stores,  total . 

29,425 

2,234 

2,068 

2,356 

2,353 

2,446 

2,421 

2,439 

2,599 

2,358 

2,427 

2,541 

3, 183 

3, 101 

+3 

+3 

+  25 

Food  group . 

10, 500 

861 

806 

900 

829 

886 

859 

876 

952 

831 

857 

914 

929 

933 

+  1 

0 

+2 

Grocery  stores . 

9,761 

799 

744 

836 

764 

820 

798 

820 

890 

774 

799 

858 

859 

863 

+  2 

0 

0 

Eating  and  drinking  places . 

3,362 

255 

240 

274 

273 

283 

290 

304 

316 

282 

280 

274 

291 

284 

+6 

+2 

+6 

GAF2,  total . 

9,561 

639 

587 

686 

736 

752 

746 

733 

80  8 

765 

832 

881 

1,396 

1,318 

+5 

+6 

+  58 

General  merchandise  group . 

^  5,  306 

335 

313 

374 

406 

414 

413 

407 

463 

420 

447 

497 

817 

780 

+5 

+  5 

+64 

Apparel  group . 

2,129 

145 

123 

153 

176 

171 

C 

167 

156 

174 

174 

178 

183 

329 

324 

+  1 

+2 

+  80 

n 

i  i  i  i  i  i 

i 

i 

i  i  i  i  i  i  “  i  i  i  i  i 

i  : 

1 

+49 

- ! - 1 - J_ 1_ 1 ! : ! ! ! ! 1  l  I 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  regions  are  shown  on  last  page  of  report.  1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department  store  types  of  merchandise. 
(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-jear  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 
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Table  2.  ESTIMATED  MDNTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  DECEMBER  1962  TO  DECEMBER  1963 


Geographic  division  and 
kind  of  business 


New  England  Division,  total . . 

Durable-goods  stores . 

Nondurable -goods  stores.... 

Food  group . 

GAF2,  total . 

General  merchandise  group 


Middle  Atlantic  Division,  total... 

Durable-goods  stores . 

Nondurable-goods  stores . 


GAF2,  total . 

General  merchandise  group 


East  North  Central  Division,  total 

Durable-goods  stores . 

Nondurable -goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group 


West  North  Central  Division,  total 

Durable-goods  stores . 

Nondurable-goods  stores . 


Food  group . . 

GAF2,  total . 

General  merchandise  group 


South  Atlantic  Division,  total .... 

Durable -goods  stores . 

Nondurable -goods  stores . 


GAF2,  total . 

General  merchandise  group 


East  South  Central  Division,  total 
Nondurable -goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group 


West  South  Central  Division,  total 

Durable-goods  stores . 

Nondurable-goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group 


Mountain  Division,  total. 
Nondurable-goods  stores 


Food  group . . 

GAF2,  total . 

General  merchandise  group 


Pacific  Division,  total . 

Durable-goods  stores . 

Nondurable -goods  stores . 


Food  group. 
GAF2,  total 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Percentage  change 


1963 

1962 

Apr .-Dec . 
1963 

Dec. 

1963 

Total 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec.* 1 

Dec.  I 

Apr . -Dec . 

Dec . 

Nov. 

1 

.  1 

1962 

1962 

1963 

15,500 

1,207 

1,074 

1,196 

1,278 

1,348 

1,311 

1,311 

1,325 

1,170 

1,289 

1,336 

1,655 

1,569 

+5 

+5 

+24 

4,776 

348 

302 

355 

438 

472 

449 

423 

392 

318 

412 

401 

466 

409 

+11 

+14 

+16 

10,724 

859 

772 

841 

840 

876 

862 

888 

933 

852 

877 

935 

1,189 

1,160 

+3 

+3 

+27 

4,034 

330 

305 

337 

315 

345 

338 

368 

370 

317 

321 

342 

346 

358 

+2 

-3 

+1 

3,335 

228 

194 

231 

270 

272 

272 

242 

284 

258 

269 

316 

499 

470 

-1 

+6 

+58 

47,451 

3,545 

3,292 

3,822 

3,996 

4,146 

3,976 

3,902 

3,937 

3,667 

4,101 

4,156 

4,911 

4,725 

+3 

♦4 

+18 

13, 520 

979 

892 

1,099 

1,234 

1,288 

1,183 

1,175 

1,066 

939 

1,267 

1,194 

1,204 

1,165 

+4 

+3 

+1 

33,931 

2,566 

2,400 

2,723 

2,762 

2,858 

2,793 

2,727 

2,871 

2,728 

2,834 

2,962 

3,707 

3,560 

+3 

+4 

♦25 

11,739 

772 

685 

854 

952 

948 

946 

862 

938 

957 

1,017 

1,103 

1,705 

1,610 

+3 

+6 

+55 

5,431 

325 

296 

380 

426 

431 

439 

393 

435 

443 

468 

531 

864 

793 

+6 

+9 

+63 

51, 663 

3,724 

3,481 

4,013 

4,302 

4,427 

4,366 

4,289 

4,401 

4,095 

4,657 

4, 619 

5,289 

5,031 

+6 

+5 

+15 

16,  542 

1,088 

1,045 

1,255 

1,451 

1,470 

1,478 

1,474 

1,365 

1,283 

1,676 

1,473 

1,484 

1,363 

+10 

+9 

+1 

35, 121 

2,636 

2,436 

2,758 

2,851 

2,957 

2,888 

2,815 

3,036 

2,812 

2,981 

3,146 

3,805 

3,668 

+3 

+4 

+21 

12,211 

988 

932 

1,024 

968 

1,049 

1,035 

1,007 

1,080 

964 

1,017 

1,081 

1,066 

1,094 

+3 

-3 

-1 

11,757 

720 

658 

834 

932 

920 

922 

869 

1,001 

973 

1,030 

1,152 

1,746 

1,567 

+9 

+11 

+52 

6, 597 

378 

359 

463 

517 

515 

519 

472 

565 

538 

566 

664 

1,041 

928 

+7 

+12 

+57 

* 

21,452 

1,518 

1,432 

1,661 

1,808 

1,867 

1,850 

1,821 

1,836 

1,724 

1,959 

1,891 

2,085 

2,051 

+3 

+2 

+10 

7,586 

495 

489 

589 

651 

668 

672 

658 

631 

616 

761 

699 

657 

655 

+2 

0 

-6 

13,866 

1,023 

943 

1,072 

1,157 

1,199 

1,178 

1,163 

1,205 

1,108 

1,198 

1,192 

1,428 

1,396 

+3 

+2 

+20 

4,235 

338 

319 

347 

335 

362 

366 

361 

376 

339 

362 

368 

362 

375 

0 

-3 

-2 

4, 315 

275 

248 

316 

355 

344 

347 

328 

362 

356 

378 

402 

604 

572 

+4 

+6 

+50 

2,514 

155 

138 

185 

214 

202 

204 

189 

218 

202 

211 

229 

367 

357 

+3 

+3 

+60 

32,200 

2,460 

2,293 

2,646 

2,734 

2,776 

2,700 

2,637 

2,749 

2,438 

2,740 

2,775 

3,252 

3,206 

+5 

+1 

+17 

10, 696 

810 

769 

888 

950 

967 

936 

908 

860 

780 

975 

914 

939 

913 

+9 

+3 

+3 

21, 504 

1,650 

1,524 

1,758 

1,784 

1,809 

1,764 

1,729 

1,889 

1,658 

1,765 

1,861 

2,313 

2,293 

+3 

+1 

+24 

7, 229 

495 

449 

557 

597 

565 

565 

533 

617 

573 

598 

653 

1,027 

1,009 

+4 

+2 

♦57 

3,883 

254 

235 

307 

322 

306 

304 

283 

334 

293 

317 

353 

575 

543 

+7 

+6 

+63 

12, 299 

898 

853 

992 

1,039 

1,061 

1,019 

994 

1,055 

983 

1,093 

1,075 

1,237 

1,205 

+6 

+3 

+15 

8,075 

583 

551 

648 

670 

694 

648 

651 

707 

658 

698 

713 

854 

831 

+6 

+8 

+3 

+20 

2,761 

165 

158 

204 

228 

224 

210 

202 

234 

220 

238 

248 

380 

360 

+5 

+6 

+53 

1,456 

84 

81 

109 

121 

117 

113 

109 

124 

116 

128 

137 

217 

198 

+10 

+10 

♦58 

21, 327 

1,575 

1,539 

1,760 

1,771 

1,854 

1,804 

1,812 

1,859 

1,681 

1,835 

1,790 

2,047 

1,980 

+4 

+3 

+14 

13,665 

1,015 

961 

1,114 

1,119 

1,150 

1,139 

1,152 

1,222 

1,094 

1,149 

1,159 

1,391 

1,352 

+4 

+5 

+3 

♦20 

4,278 

278 

255 

312 

351 

350 

339 

335 

380 

334 

365 

382 

597 

556 

+3 

+7 

♦56 

2,104 

129 

121 

152 

170 

170 

167 

161 

189 

162 

178 

192 

313 

285 

+5 

♦10 

+63 

10,407 

730 

690 

833 

850 

877 

878 

944 

936 

839 

912 

902 

1,016 

946 

♦5 

♦7 

♦13 

6,842 

501 

468 

566 

568 

581 

578 

596 

625 

555 

550 

566 

688 

680 

+1 

♦1 

+22 

1, 881 

120 

113 

133 

147 

153 

147 

149 

164 

150 

163 

170 

272 

252 

+5 

+8 

+60 

1,038 

61 

60 

72 

84 

88 

83 

82 

95 

78 

85 

94 

156 

147 

+4 

♦6 

+66 

34, 109 

2,604 

2,433 

2,730 

2,740 

2,872 

2,833 

2,830 

2,920 

2,670 

2,942 

2,950 

3,585 

3,414 

♦4 

♦5 

♦22 

11,526 

871 

833 

940 

955 

1,007 

990 

987 

946 

867 

1,065 

975 

1,090 

993 

+4 

♦10 

♦12 

22, 583 

1,733 

1,600 

1,790 

1,785 

1,865 

1,843 

1,843 

1,974 

1,803 

1,877 

1,975 

2,495 

2,421 

+4 

♦3 

♦26 

8,068 

665 

623 

690 

636 

683 

658 

673 

733 

634 

655 

702 

716 

720 

♦2 

-1 

♦2 

7,680 

519 

474 

553 

589 

599 

599 

584 

644 

615 

669 

711 

1,124 

1,066 

+6 

+5 

♦  58 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 


1  Preliminary  estimates. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups  these  are  stores  specializing  In  department  store  types  of  merchandise. 
(C)  (c)  See  footnote  to  table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  NINE  LARGEST  STATES:  DECEMBER  1962  TO  DECEMBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1963 

1962 

Percentage  change 

Apr . -Dec . 
1963 
f  rom — 
Apr . -Dec . 
1962 

Dec . 
from 

1963 

Total 

1963 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

|  Nov. 

Dec . 1 

Dec .  | 

Dec . 
1962 

Nov. 

1963 

California . m. . 

26,127 

2,009 

1,898 

2,111 

2,113 

2,204 

2,156 

2,140 

2,192 

2,011 

2,248 

2,277 

2,768 

2,631 

+4 

+5 

+22 

Illinois . 

15,019 

1,100 

1,026 

1,203 

1,275 

1,290 

1,235 

1,193 

1,234 

1,172 

1,332 

1,386 

1,573 

1,528 

+4 

+3 

+13 

Massachusetts . 

7,420 

603 

535 

595 

624 

662 

636 

606 

607 

549 

607 

631 

765 

785 

+2 

-3 

+21 

Michigan . 

11,007 

805 

745 

846 

909 

947 

936 

945 

953 

859 

981 

973 

1,108 

1,073 

+4 

+3 

+14 

New  Jersey . 

8,986 

670 

635 

744 

770 

780 

752 

749 

735 

675 

780 

782 

914 

856 

+5 

+7 

+17 

New  York . 

23,999 

1,825 

1,690 

1,921 

1,996 

2,075 

1,992 

1,940 

1,997 

1,892 

2,081 

2,110 

2,480 

2,441 

+3 

+2 

+18 

Ohio . 

13,110 

920 

871 

1,006 

1,072 

1,100 

1,087 

1,088 

1,135 

1,074 

1,212 

1,182 

1,363 

1,268 

+6 

+7 

+15 

Pennsylvania . 

14,466 

1,050 

967 

1,157 

1,230 

1,291 

1,232 

1,213 

1,205 

1,100 

1,240 

1,264 

1,517 

1,428 

+3 

+6 

+20 

Texas . 

13,011 

959 

959 

1,084 

1,097 

1,149 

1,104 

1,088 

1,130 

1,013 

1,107 

1,074 

1,247 

1,199 

+2 

+4 

+16 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  DECEMBER  1962  TO  DECEMBER  1963 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Statistical  areas 

1963 

1962 

Percentage  change 

Apr . -Dec . 
1963 
from — 
Apr . -Dec . 
1962 

Dec . 
fro 

1963 

m — 

Total 

1963 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

j  Nov. 

Dec .  1 

Dec .  | 

Dec . 
1962 

Nov. 

1963 

Standard  Consolidated  Areas2 

Chicago,  Ill .-Northwestern  Ind . , 

total . 

10,624 

767 

731 

878 

915 

913 

884 

837 

869 

818 

928 

963 

1,121 

1,104 

+2 

+2  . 

+16 

GAF3 . 

r. 

+8 

+9 

+39 

New  York-Northeastern  N.  J., 

total . 

21,373 

1,661 

1,550 

1,768 

1,813 

1,864 

1,778 

1,693 

1,693 

1,635 

1,838 

1,869 

2,211 

2,147 

+4 

+3 

+18 

OAF3 . 

5,740 

396 

343 

424 

463 

457 

461 

413 

445 

484 

505 

537 

812 

767 

+3 

+6 

+51 

Standard  Metropolitan 

Statistical  Areas2 

9,778 

706 

669 

808 

843 

841 

810 

765 

797 

753 

847 

894 

1,045 

1,025 

+2 

+2 

+17 

GAF3 . 

C 

+8 

+10 

+39 

+4 

OAF3 .  . 

Los  Angeles,  Calif.,  total . 

11,887 

923 

847 

947 

945  1  978 

953  1  965 

989 

918 

1,039 

1,064 

1,319 

1,232 

+4 

+7 

+24 

New  York.  N.  Y.,  total . 

15,243 

1,195 

1,106 

1,240 

1,270 

1,312 

1,250 

1,204 

1,220 

1,191 

1,312 

1,345 

1,598 

1,568 

+3 

+2 

+19 

r 

i  r  r 

44 

+10 

GAF5 .... . . . . . 

i  r-  * 

44 

+13 

+54 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months 

change  from  the  same  month  a  year  ago1 


A  =  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  =  1.6  to  3.0  percent 
c  =  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  lor  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  CEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar  volume  estimates 

Percentage  change  from  same 
month  a  year  ago 

Month- to-month  percent  change 

2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group... 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . . 

A 

c 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 

5 


Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

7 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GAP,  total . 

B 

B 

A 

A 

B 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Percentage  change 

from  same  n 

onth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

b 

3 

b 

Nondurable-goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

a 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organisations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

a 

Table  S-4.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  ELI. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York-Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  ELI . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . . 

B 

C 

B 

B 

a 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

a 

a 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature-  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  aC 
selection.  The  sanple  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist¬ 
ence  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business.  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  is  measurable . 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates . ) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against a  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published (feta  from  their  respective  totals .  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
'building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind -of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAE  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 


CHICAGO,  ILL.— NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

GARY -HAMMOND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK -NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J .  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.J. 

PATERSON -CLIFTON-PASSAIC,  N.J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 


DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES-LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  ^alif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties,  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 
N.  J. 


Middlesex  and  Somerset  counties,  N.  J. 

Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  January  1964 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  January  1964  were  estimated  at  $19.1 
billion,  23  percent  below  sales  for  December  1963 
and  5  percent  above  January  1963.  After  adjustment 
for  seasonal  variations  and  trading  day  differences 
but  not  for  price  changes,  January  1964  sales  amounted 
to  $21.0  billion,  virtually  unchanged  from  December 
1963,  but  3  percent  higher  than  January  a  year  ago. 
January  1964  adjusted  sales  of  durable  goods  stores 
rose  1  percent  from  the  previous  month  while  nondur¬ 
able  goods  stores  remained  unchanged  from  December 
1963.  Both  durable  and  nondurable  goods  stores  re¬ 
ported  a  3  percent  increase  on  an  adjusted  basis 
over  January  1963. 


percent  from  the  previous  month  and  7  percent  higher 
than  January  1963. 

Based  on  total  1963  final  unadjusted  sales,  the  food 
group  was  24  percent  of  the  United  States  total,  the 
largest  group  in  comparison  with  the  other  major 
groups.  The  automotive  group  was  next  with  19  per¬ 
cent  followed  by  the  general  merchandise  group  with 
12  percent.  Gasoline  service  stations  represented  8 
percent  of  the  United  States  total  followed  by  eating 
and  drinking  places  with  7  percent.  The  apparel 
group  and  the  lumber,  building,  hardware,  farm  equip¬ 
ment  group  each  represented  6  percent  of  the  total 
sales  in  1963. 


ACCOUNTS  RECEIVABLE 


Based  on  adjusted  data  within  the  durable  goods 
category,  a  month  to  month  sales  increase  of  2  per¬ 
cent  was  reported  for  the  furniture  and  appliance 
group,  while  the  automotive  group  remained  unchanged 
and  the  lumber,  building,  hardware  and  farm  equipment 
group  declined  1  percent.  Within  the  nondurable 
goods ’ category,  eating  and  drinking  places  reported 
the  largest  month-to-month  increase  of  4  percent 
followed  by  the  food  and  apparel  groups,  each  with  a 
1  percent  increase.  The  general  merchandise  group 
was  unchanged  from  December  1963. 

Compared  with  January  1963,  adjusted  sales  of  all 
major  kind-of-business  groups  increased  with  the  ex¬ 
ception  of  the  lumber,  building,  hardware,  farm 
equipment  group  which  was  down  1  percent.  In  the 
durable  goods  category,  the  furniture  and  appliance 
group  increased  10  percent  and  the  automotive  group 
increased  2  percent.  In  the  nondurable  goods  cate¬ 
gory,  the  general  merchandise  and  eating  and  drinking 
places  groups  each  increased  7  percent,  the  apparel 
group  increased  3  percent  and  the  food  group  in¬ 
creased  2  percent. 

Total  unadjusted  sales  of  Group  II  stores  (i.e., 
stores  of  organizations  with  11  or  more  retail  stores 
in  1958)  during  January  1964  amounted  to  $4.5  bil¬ 
lion,  a  decrease  of  36  percent  from  the  $6.9  billion 
reported  for  December  1963  but  10  percent  above  Jan¬ 
uary  1963.  After  adjustment  for  seasonal  variations 
and  trading  day  differences,  January  1964  Group  II 
sales  amounted  to  $5.1  billion,  an  increase  of  1 


Retail  stores  in  the  United  States  reported  $14.8 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  January  31,  1964.  This  amount 
was  10  percent  higher  than  the  $13.5  billion  reported 
as  of  January  1963  and  5  percent  less  than  the  $15.5 
billion  outstanding  at  the  end  of  December  1963. 
Based  on  data  not  adjusted  for  seasonal  variations, 
installment  account  balances  decreased  5  percent 
from  the  December  1963  level  while  charge  account 
balances  decreased  4  percent.  The  increase  in  total 
credit  balances  from  the  year  ago  level  reflected  a 
10  percent  increase  in  installment  account  balances 
and  a  9  percent  increase  in  charge  account  balances. 

Total  receivable  balances  of  durable  goods  stores 
were  5  percent  lower  than  those  for  the  previous 
month  and  7  percent  above  those  at  the  end  of  Jan¬ 
uary  1963.  Nondurable  goods  stores  reported  total 
receivable  balances  5  percent  below  the  end-of- 
December  total  and  an  11  percent  increase  over  the 
total  outstanding  at  the  end  of  January  1963. 

Total  receivable  balances  of  Group  II  stores  (i.e., 
stores  of  organizations  with  11  or  more  retail  stores 
in  1958)  during  January  1964  amounted  to  $5.3  bil¬ 
lion.  Based  on  data  not  adjusted  for  seasonal  vari¬ 
ations,  this  was  5  percent  less  than  the  $5.6  billion 
reported  as  of  the  end  of  December  1963  and  13  percent 
more  than  the  $4.7  billion  outstanding  as  of  a  year 
ago  January  31,  1963. 
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MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES,  1955-1964 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JANUARY  1964 

(Millions  of  dollars) 
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Kind  of  business 

1964 

1963 

Jan.1 

Jan.  j 

Feb. 

Mar. 

Apr. 

toy 

June 

July 

Aug. 

Sept. 

Oct. 

Nov.  | 

L^J 

1963 

Data  NOT  ADJUSTED 

for  seasonal  variations  or  trading  day  differences 

United  States,  total . 

19,137 

18,261 

17,087 

19,653 

20, 518 

21,228 

20,737 

20, 540 

21,018 

19,267 

21,  528 

21,494 

24,981 

246,312 

Durable-goods  stores,  total . 

6,010 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,599 

6,985 

7,157 

80,047 

Nondurable-goods  stores,  total . 

13,127 

12, 566 

11,655 

13,270 

13, 536 

13, 989 

13,693 

13,564 

14,462 

13,268 

13,929 

34,509 

17,824 

166,265 

Food  group . 

5,004 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,168 

59,117 

Grocery  stores . 

4,537 

4,303 

4,048 

4,531 

4,223 

4,578 

4,483 

4,502 

4,828 

4,238 

4,449 

4,689 

4,655 

53,527 

Meat  markets . 

130 

124 

120 

126 

123 

132 

124 

131 

132 

118 

123 

124 

132 

1,509 

Bakery  products  stores . 

95 

90 

83 

93 

90 

90 

90 

86 

93 

91 

95 

97 

104 

1,102 

Eating  and  drinking  places . 

1,441 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,526 

18,064 

Eating  places . 

1,002 

920 

859 

982 

1,027 

1,098 

1,127 

1,159 

1,202 

1,070 

1,083 

1,028 

1,048 

12,603 

Restaurants,  cafeterias,  lunchrooms . 

840 

775 

726 

818 

839 

882 

896 

925 

972 

870 

892 

855 

877 

10,327 

Drinking  places . 

439 

414 

395 

439 

436 

464 

465 

487 

496 

456 

473 

458 

478 

5,461 

General  merchandise  group** . 

Department  stores  and  dry  goods,  general 

1,865 

1,744 

1,627 

2,075 

2,299 

2,278 

2,266 

2,108 

2,444 

2,275 

2,417 

2,728 

4,389 

28,650 

merchandise  stores1* . 

1,342 

1,261 

1,137 

1,498 

1,644 

1,646 

1,656 

1,512 

1,757 

1,646 

1,734 

1,956 

3,157 

20,604 

Department  stores1* . 

1,081 

1,006 

905 

1,205 

1,323 

1,325 

1,340 

1,212 

1,408 

1,340 

1,404 

1,590 

2,625 

16,683 

Variety  stores . 

Mail  order  houses  (department  store 

285 

259 

274 

320 

384 

361 

357 

341 

390 

354 

37  8 

414 

791 

4,623 

merchandise)1* . 

140 

126 

126 

153 

163 

160 

1A1 

1A8 

183 

172 

197 

248 

307 

2,124 

Apparel  group . 

1,031 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,160 

14,448 

Men's,  boys'  wear  stores2 . 

206 

204 

160 

186 

224 

218 

239 

200 

209 

203 

218 

254 

470 

2,785 

Men's,  boys'  clothing,  furnishings  stores.... 

200 

197 

155 

180 

216 

211 

233 

194 

203 

197 

210 

246 

461 

2,703 

Women's  apparel,  accessory  stores3 . 

410 

377 

326 

428 

482 

460 

421 

390 

446 

448 

472 

509 

829 

5,588 

Women's  ready-to-wear  stores . 

350 

329 

286 

382 

424 

402 

372 

342 

394 

399 

418 

446 

723 

4,917 

Family  clothing  stores . 

190 

190 

157 

212 

247 

229 

224 

196 

238 

231 

247 

282 

468 

2,921 

Shoe  stores . 

178 

165 

147 

205 

259 

210 

202 

179 

212 

214 

197 

202 

295 

2,487 

Furniture  and  appliance  group . •,.... 

914 

830 

781 

838 

854 

934 

933 

965 

992 

980 

1,095 

1,077 

1,320 

11,599 

Furniture,  home  furnishings  stores . 

581 

517 

502 

543 

574 

612 

599 

608 

651 

647 

719 

703 

783 

7,458 

Furniture  stores . 

423 

374 

356 

387 

404 

448 

443 

455 

496 

476 

517 

508 

585 

5,458 

Household  appliance,  TV,  radio  stores . 

333 

313 

279 

295 

280 

322 

334 

357 

341 

333 

376 

374 

537 

4,141 

Household  appliance  dealers . 

241 

228 

201 

211 

206 

240 

252 

271 

256 

247 

273 

270 

388 

3,043 

Lumber,  building,  hardware,  farm  equipment 

group . 

932 

921 

886 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,180 

15,523 

Lumber  yards,  building  materials  dealers4 . 

532 

520 

493 

604 

748 

828 

819 

876 

911 

842 

897 

771 

608 

8,917 

Lumber  yards . 

355 

347 

324 

398 

498 

551 

555 

600 

632 

582 

60S 

515 

395 

6,005 

Hardware  stores . 

173 

175 

156 

191 

229 

240 

231 

224 

227 

213 

222 

231 

306 

2,645 

Automotive  group . 

3,646 

3,487 

3,309 

3,926 

4,262 

4,301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,663 

45,932 

Passenger  car,  other  automotive  dealers . 

3,456 

3,309 

3,148 

3,732 

4,033 

4,060 

3,865 

3,746 

3,288 

2,779 

4,148 

3,712 

3,352 

43,172 

Passenger  car  dealers5 . 

3,376 

3,215 

3,043 

3,608 

3,871 

3,905 

3,715 

3,608 

3,151 

2,677 

4,042 

3,613 

3,266 

41,714 

Passenger  car  dealers  (franchised) . 

3,100 

2,921 

2,753 

3,290 

3,546 

3,570 

3,404 

3,313 

2,883 

2,402 

3,745 

3,330 

3,034 

38,191 

Tire,  battery,  accessory  dealers . 

190 

178 

161 

194 

229 

241 

261 

257 

241 

211 

239 

237 

311 

2,760 

Gasoline  service  stations . 

1,563 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,625 

1,709 

19,361 

Drug  and  proprietary  stores . 

683 

649 

641 

667 

652 

676 

664 

660 

680 

647 

667 

666 

900 

8,169 

Drug  stores . 

659 

630 

623 

647 

632 

655 

640 

636 

655 

622 

643 

643 

866 

7,892 

Liquor- stores . 

440 

409 

386 

427 

429 

458 

450 

474 

489 

437 

466 

510 

722 

5,647 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

20,980 

20,387 

20,374 

20,350 

20,276 

20, 200 

20,486 

20,719 

20,666 

20,426 

20,716 

20, 558 

20,908 

Durable-goods  stores,  total . 

6,832 

6,624 

6,624 

6,576 

6,646 

6,512 

6,630 

6,773 

6,562 

6,606 

6,941 

6,734 

6,781 

Nondurable-goods  stores,  total . 

14,148 

13,763 

13,750 

13,774 

13,630 

13, 688 

13,856 

13,946 

14,104 

13,820 

13,775 

13, 824 

14,127 

Food  group . 

5,016 

4,924 

4,894 

4,853 

4,864 

4,890 

4,923 

5,030 

4,996 

4,897 

4,943 

4,973 

4,966 

Grocery  stores . 

4,526 

4,463 

4,433 

4,399 

4,400 

4,414 

4,456 

4,540 

4,527 

4,441 

4,484 

4,512 

4,500 

Eating  and  drinking  places . 

1,586 

1,480 

1,496 

1,507 

1,518 

1,504 

1,511 

1,497 

1,519 

1,470 

1,530 

1,506 

1,521 

General  merchandise  groupR . 

2,470 

2,308 

2,332 

2,409 

2,301 

2,322 

2,409 

2,415 

2,475 

2,390 

2,303 

2,355 

2,468 

Department  stores1* . 

1,446 

1,343 

1,349 

1,417 

1,330 

1,353 

1,414 

1,403 

1,452 

1,386 

1,321 

1,355 

1,457 

Variety  stores . 

404 

373 

376 

378 

377 

380 

389 

385 

387 

386 

390 

381 

396 

Mail  order  houses  (department  store  mdse.)1*.... 

181 

158 

169 

173 

171 

163 

174 

185 

189 

181 

173 

183 

184 

Apparel  group . 

1,257 

1,222 

1,209 

1,207 

1,166 

1,156 

1,179 

1,214 

1,259 

1,204 

1,150 

1,186 

1,243 

Men's,  boys'  wear  stores2 . 

229 

231 

234 

233 

233 

221 

222 

239 

247 

238 

217 

224 

238 

Women's  apparel,  accessory  stores3 . 

5C1 

461 

460 

462 

443 

447 

471 

475 

480 

465 

451 

463 

479 

Shoe  stores . 

221 

211 

215 

219 

203 

203 

199 

202 

209 

198 

196 

205 

222 

Furniture  and  appliance  group . 

1,028 

938 

953 

940 

945 

938 

935 

979 

939 

985 

1,028 

986 

1,010 

Furniture,  home  furnishings  stores . 

667 

599 

616 

607 

617 

598 

611 

613 

611 

648 

666 

640 

631 

Household  appliance,  TV,  radio  stores . 

361 

339 

337 

333 

328 

340 

324 

366 

328 

337 

362 

346 

379 

Lumber,  building,  hardware,  farm  equipment  group. 

1,263 

1,278 

1,273 

1,289 

1,290 

1,238 

1,263 

1,262 

1,299 

1,318 

1,350 

1,381 

1,283 

Lumber  yards,  building  materials  dealers4 . 

725 

721 

718 

722 

736 

738 

750 

746 

771 

761 

764 

754 

713 

Hardware  stores . 

215 

225 

221 

220 

221 

202 

212 

212 

221 

214 

222 

240 

234 

Automotive  group . 

3,919 

3,854 

3,820 

3,764 

3,824 

3,740 

3,843 

3,940 

3,733 

3,717 

3,980 

3,791 

3,906 

Passenger  car,  other  automotive  dealers . 

3,677 

3,624 

3,598 

3,544 

3,602 

3,515 

3,607 

3,709 

3,512 

3,495 

3,748 

3,556 

3,657 

Tire,  battery,  accessory  dealers . 

242 

230 

222 

220 

222 

225 

236 

231 

221 

222 

232 

235 

249 

Gasoline  service  stations . 

1,635 

1,627 

1,611 

1,618 

1,594 

1,581 

1,584 

1,602 

1,612 

1,605 

1,618 

1,638 

1,677 

Drug  and  proprietary  stores . 

706 

670 

683 

678 

677 

678 

674 

674 

685 

688 

683 

677 

689 

Liquor  stores . 

479 

456 

457 

458 

471 

469 

475 

481 

476 

466 

478 

473 

481 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

4  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

5  Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  United  States  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 

**  Revised  for  January  1963  and  June  through  November  1963.  r  Revised  for  January  through  November  1963. 

1962  unadjusted  annual  totals  have  been  revised  as  follows:  Department  stores  and  dry  goods,  general  merchandise  stores  =  19,527;  department  stores  - 
15,842;  and  mail  order  houses  -  1,958.  Monthly  revisions  are  available  upon  request. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JANUARY  1964 


Percentage  changes  in  sales 
all  retail  stores 

Percentage  changes  in  sales 
all  retail  stores 

Kind  of  business 

January  1964 
from — 

Kind  of  business 

January  1964 
from — 

January 

1963 

December 

1963 

January 

1963 

December 

1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


+5 

-23 

+10 

-31 

Furniture  stores . 

+13 

-28 

Floor  coverings  stores* . 

+32 

-16 

Durable-goods  stores,  total . 

Nondurable -goods  stores,  total . 

+6 

+4 

-16 

-26 

Household  appliance,  TV,  radio  stores . 

Household  appliance  stores . 

TV,  radio  stores* . 

+6 

+6 

+8 

-38 

-38 

-39 

+6 

-3 

Lumber,  building,  hardware,  farm  equipment  group.. 
Lumber,  building  materials  dealers . 

+1 

-21 

Grocery  stores . 

+5 

-3 

+2 

-12 

Meat  markets . 

+5 

-2 

Lumber  yards . 

+2 

-10 

Fruit  stores,  vegetable  markets* . 

+37 

-7 

Paint,  glass,  wallpaper  stores* . 

+18 

-11 

Candy,  nut,  confectionery  stores* . 

-6 

-25 

Heating  and  plumbing  equipment  dealers* . 

+30 

-20 

Bakery  products  stores . 

+6 

-9 

Hardware  stores . 

-1 

-43 

Delicatessen  stores* . 

+4 

-7 

Farm  equipment  dealers* . 

0 

-14 

Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms . 

Drinking  places . 

+8 

+9 

+8 

+6 

+5 

0 

-6 

^4 

-4 

-8 

Passenger  car  dealers . 

Passenger  car  dealers  (franchised) . 

Tire,  battery,  accessory  dealers . 

+5 

+6 

+7 

+3 

+2 

-39 

Gasoline  service  stations . 

+1 

-9 

+7 

-58 

Department  stores  and  dry  goods,  general 

Fuel,  fuel  oil  dealers* . 

-11 

-4 

merchandise  stores . 

+6 

-57 

Fuel  dealers,  except  fuel  oil* . 

-10 

-3 

Department  stores . 

+7 

-59 

Fuel  oil  dealers* . 

-11 

^4 

Variety  stores . 

Mail  order  houses  (department  store  merchandise) 

+10 

+11 

-64 

-54 

Drug  and  proprietary  stores . 

+5 

+5 

-24 

-24 

Liquor  stores . 

+8 

-39 

Apparel  group . 

+5 

-52 

Jewelry  stores* . 

-5 

-74 

+2 

+1 

-57 

+14 

-34 

Men's,  boys'  clothing  stores* . 

Men's,  boys'  furnishings  stores* . 

-55 

Book  stores* . 

+38 

-11 

+3 

-60 

Stationery  stores* . . . 

0 

-16 

Women's  ready-to-wear  stores . 

+6 

-52 

Music  stores* . 

-4 

-43 

Family  clothing  stores . 

0 

-59 

Camera,  photographic  supply  stores* . 

+21 

-36 

Women's  apparel,  accessory,  specialty  stores*... 

+11 

-49 

Optical  goods  stores* . 

+12 

+12 

Shoe  stores . 

+8 

-40 

Typewriter  stores* . 

-24 

-13 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


+3 

0 

flO 

+2 

Furniture,  home  furnishings  stores . 

+11 

+6 

Durable-goods  stores,  total . 

+3 

+1 

Household  appliance,  TV,  radio  stores . 

+6 

-5 

Nondurable -goods  stores,  total . 

+3 

0 

Lumber,  building,  hardware,  farm  equipment  group.. 

-1 

-1 

Food  group . 

+2 

+1 

Lumber,  building  materials  dealers . 

+1 

+2 

Grocery  stores . 

+1 

+1 

Hardware  stores . 

-4 

-8 

Eating  and  drinking  places . 

+7 

+4 

Automotive  group . 

+2 

0 

+7 

0 

+1 

+1 

Department  stores . 

+8 

-1 

Tire,  battery,  accessory  dealers . 

+5 

-3 

Variety  stores . 

+8 

+2 

Mail  order  houses  (department  store  merchandise) 

+15 

-2 

Gasoline  service  stations . 

0 

-3 

Apparel  group . 

+3 

+1 

Men's,  boys'  wear  stores . 

-1 

-4 

Drug  and  proprietary  stores . 

+5 

+2 

Women's  apparel,  accessory  stores . 

+8 

+4 

Shoe  stores . 

+5 

0 

Liquor  stores . 

+  5 

0 

*  See  Explanatory  Materials,  page  15. 

Note:  Sampling  variabilities,  based  on  unad justed  data,  shown  in  table  8,  page  9  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with 
an  asterisk,  see  table  9,  page  9. 


Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JANUARY  1964 

(Millions  of  dollars) 
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““ 

1964 

1963 

|  Jan. 

Jan. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

|  Dec . 

1963 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 

United  States,  total . 

4,464 

4,075 

3,826 

4,571 

4,651 

4,849 

4,76? 

4,601 

5,107 

4,611 

4,915 

5,364 

6,943 

58,280 

Durable-goods  stores,  total . 

310 

283 

272 

324 

355 

384 

385 

388 

389 

365 

412 

411 

501 

4,469 

Nondurable-goods  stores,  total . 

4,154 

3,792 

3,554 

4,247 

4,296 

4,465 

4,382 

4,213 

4,718 

4,246 

4,503 

4,953 

6,442 

53,811 

Food  group . 

2, 139 

1,951 

1,842 

2,119 

1,920 

2,123 

2,006 

1,974 

2,193 

1,877 

2,018 

2,192 

2,142 

24,357 

Grocery  stores1 . 

2,086 

1,897 

1,790 

2,067 

1,862 

2,063 

1,950 

1,915 

2,137 

1,825 

1,965 

2, 140 

2,081 

23,692 

Eating  ard  drinking  places . 

102 

91 

89 

102 

102 

107 

108 

111 

115 

107 

109 

105 

107 

1,253 

General  merchandise  group** . 

Department  stores  and  dry  goods, 

1,248 

1,108 

1,035 

1,329 

1,504 

1,491 

1,516 

1,415 

1,641 

1,526 

1,615 

1,843 

2,995 

19,018 

general  merchandise  stores1* . 

895 

793 

711 

956 

1,066 

1,070 

1,106 

1,011 

1,176 

1,105 

1,149 

1,307 

2, 113 

13,563 

Department  stores1* . 

776 

690 

621 

835 

929 

935 

965 

879 

1,015 

961 

1,C00 

1,137 

1,850 

11,817 

Variety  stores . 

216 

191 

204 

241 

294 

276 

276 

263 

301 

272 

292 

321 

611 

3,542 

Apparel  group . 

Men's,  boys'  wear  stores2 . 

247 

228 

202 

283 

353 

315 

307 

263 

310 

309 

311 

348 

567 

3,796 

26 

24 

19 

25 

29 

29 

30 

25 

25 

25 

30 

34 

60 

355 

Women's  apparel,  accessory  stores3 . 

97 

93 

82 

116 

141 

135 

130 

115 

138 

128 

131 

152 

246 

1,607 

Women's  ready-to-wear  stores . 

89 

86 

76 

107 

129 

124 

120 

106 

128 

118 

120 

141 

226 

1,481 

Shoe  stores . 

73 

66 

64 

87 

113 

90, 

87 

71 

84 

93 

83 

83 

133 

1,054 

Furniture  and  appliance  group . 

78 

72 

71 

85 

83 

91 

92 

91 

98 

94 

102 

108 

128 

1,115 

Tire,  battery,  accessory  dealers . 

75 

69 

62 

77 

92 

97 

103 

102 

94 

83 

93 

94 

132 

1,098 

Drug  and  proprietary  stores . 

140 

129 

128 

135 

134 

138 

141 

138 

143 

135 

138 

143 

226 

1,728 

Liquor  stores . 

91 

85 

84 

96 

93 

100 

95 

99 

105 

92 

102 

111 

171 

1,  233 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

5,071 

4,751 

4,737 

4,778 

4,705 

4,730 

4,848 

4,914 

4,983 

4,871 

4,809 

4,922 

*5,043 

Grocery  stores . 

2,041 

1,965 

1,952 

1,940 

1,946 

1,955 

1,964 

1,992 

2,007 

1,970 

1,993 

2,015 

2,017 

Eating  and  drinking  places . 

111 

99 

102 

104 

103 

104 

104 

105 

107 

105 

107 

105 

106 

General  merchandise  group** . 

1,680 

1,498 

1,513 

1,569 

1,503 

1,512 

1,593 

1,604 

1,646 

1,605 

1,  523 

1,600 

1,674 

Department  stores1* . 

1, 039 

927 

927 

972 

922 

939 

990 

995 

1,035 

1,000 

932 

993 

1,050 

Variety  stores . 

318 

288 

288 

294 

287 

285 

297 

295 

294 

297 

298 

296 

305 

Apparel  group . 

336 

313 

311 

311 

309 

309 

311 

324 

341 

316 

298 

310 

326 

Men's,  boys'  wear  stores2 . 

31 

29 

29 

29 

29 

29 

28 

33 

33 

31 

29 

27 

29 

Women's  apparel,  accessory  stores3 . 

139 

133 

126 

131 

126 

131 

136 

141 

147 

132 

125 

135 

137 

Shoe  stores . 

94 

88 

94 

92 

89 

85 

83 

82 

90 

87 

84 

83 

92 

Tire,  battery,  accessory  stores . 

99 

92 

88 

89 

90 

88 

93 

92 

88 

89 

91 

92 

99 

Drug  and  proprietary  stores . 

152 

140 

143 

140 

139 

143 

144 

145 

150 

147 

146 

144 

147 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  January  1964  weekly  sales  (in  millions  of  dollars)  were  as  follcws: 
January  4  =  465;  January  11  -  454;  January  18  -  464;  January  25  =  456;  February  1  =  470. 

2  Includes  men's  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Revised  for  January  1963  and  June  through  December  1963. 

r  Revised  for  January  through  December  1963. 

1962  unadjusted  annual  totals  have  been  revised  as  follows: 

Monthly  revisions  are  available  upon  request. 


For  week  ending 


*  Adjusted  data  for  all  kinds  of  business  revised,  see 
Note,  Table  12. 


Department  stores  and  dry  goods,  general  merchandise  stores  = 12, 405; department  stores  =  10,812. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JAN.  1963  TO  JAN.  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1964 

1963 

Total 

Fan.1 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

^e^ 

1963 1 

United  States,  total . 

5,374 

4,901 

4,592 

5,469 

5,574 

5,776 

5,685 

5,518 

6,094 

5,546 

5,947 

6,411 

8, 239 

69,752 

Food  group . 

2,419 

2,211 

2,087 

2,383 

2,166 

2,385 

2,261 

2,262 

2,49^ 

2,150 

2,294 

2,4''7 

2,431 

27,604 

Grocery  stores . 

2,341 

2,i3e 

2,016 

2,309 

2,086 

2,302 

2,184 

2,179 

2,417 

2,074 

2,217 

2,401 

2,343 

26,666 

Eating  and  drinking  places . 

154 

135 

129 

147 

148 

156 

162 

164 

170 

159 

166 

165 

163 

1,864 

General  merchandise  group** . 

1,365 

1, 223 

1,148 

1,476 

1,660 

1,643 

1,669 

1,550 

1,799 

1,672 

1,773 

2,019 

3,  275 

20,907 

Department  store  and  dry  goods,  general 
merchandise  stores1* . 

996 

881 

795 

1,070 

1,189 

1,196 

1,237 

1,126 

1,312 

1,231 

1,285 

1,455 

2,349 

15,126 

Department  stores1* . 

848 

754 

682 

919 

1,018 

1,024 

1,058 

957 

1,105 

1,051 

1,095 

1,244 

2,029 

12,936 

Drug  and  proprietary  stores . 

167 

156 

154 

162 

160 

167 

169 

167 

176 

165 

168 

172 

266 

2,082 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 

R  Revised  for  January  1963  and  June  through  November  1963.  r  Revised  for  January  1963  through  November  1963. 

1962  unadjusted  annual  totals  have  been  revised  as  follows:  Department  stores  and  dry  goods,  general  merchandise  stores  =  13,773;  department  stores  s  11,793. 
Monthly  revisions  are  available  upon  request. 


Geographic  Area  Data 

Monthly  retail  sales-  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  JANUARY  1964 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Area 

Percentage  change  in  sales 

Area 

Percentage  change  in  sales 

January  1964  from — 

January  1964  from — 

January 

1963 

December 

1963 

January 

1963 

December 

1963 

STANDARD  METROPOLITAN  AREA 

New  York- Northeastern  New  Jersey1 . 

+7 

-56 

New  York  City . 

+6 

-51 

Newark,  N.  J .  .... 

+3 

-57 

Akron,  Ohio . 

+9 

-63 

Norfolk-Portsmouth,  Va . 

+8 

-60 

Albany-Schenectady-Troy,  N.  Y . 

NA 

NA 

Oklahoma  City,  Okla . 

+7 

-54 

Asheville,  N.  C . 

+2 

-64 

Atlanta,  Ga . 

+8 

-58 

Omaha,  Nebr .  . 

+7 

-60 

Augusta,  Ga . 

-56 

Peoria,  Ill . 

+9 

-60 

Philadelphia,  Pa . 

+11 

-62 

Phoenix,  Ariz . 

NA 

NA 

Baltimore,  Md . 

+17 

-60 

Pittsburgh,  Pa . 

+6 

-57 

Baton  Rouge,  La . 

+7 

-58 

Binghamton,  N.  Y . 

-8 

-62 

Portland,  Oreg . 

+8 

-58 

Birmingham,  Ala . 

+3 

-58 

Reading,  Pa . 

+8 

-62 

Boston,  Mass . 

0 

-59 

Richmond,  Va . 

+5 

-61 

Rochester,  N.  Y . 

+7 

-57 

Sacramento,  Calif . 

+15 

-60 

Buffalo,  N.  Y., . 

+7 

-57 

+5 

-54 

+2 

-69 

Chicago,  Ili . 

+13 

-56 

San  Antonio,  Tex . 

+5 

-52 

Cincinnati,  Ohio . 

+8 

-60 

San  Bernardino,  Calif . 

NA 

NA 

San  Diego,  Calif . 

+8 

-52 

+5 

-57 

Columbus,  Ga . 

NA 

NA 

Seattle,  Wash . 

-4 

-66 

+10 

0 

-53 

Corpus  Christ! ,  Tex . 

-2 

-60 

South  Bend,  Ind . 

+6 

-59 

Dallas,  Tex . 

+10 

-55 

Spokane,  Wash . 

-3 

-64 

Denver,  Colo . 

+17 

-53 

Springfield,  Mo . 

+9 

-63 

Des  Moines,  Iowa . 

+9 

-50 

Springfield,  Ohio . 

+11 

-63 

Detroit,  Mich . 

+16 

-55 

Syracuse,  N.  Y . 

+4 

-60 

El  Paso,  Tex . 

+5 

-58 

Tacoma,  Wash . 

-2 

-62 

Erie,  Pa . 

+10 

-66 

Tampa-St.  Petersburg,  Fla . 

+8 

-52 

+11 

-62 

Flint,  Mich . 

+11 

-60 

+8 

+5 

-57 

Fort  Worth,  Tex . 

NA 

NA 

Utica-Rome,  N.  Y . 

+29 

-64 

+16 

-60 

+11 

-56 

Washington,  D.  C . 

+6 

-58 

+5 

-69 

+8 

-57 

+4 

-62 

+12 

-58 

+9 

-62 

Knoxville,  Tenn . 

CITIES 

Lancaster,  Pa . 

+7 

-60 

-2 

-62 

+7 

+1 

-68 

+7 

-60 

+4 

-60 

+7 

-57 

Oakland-Berkeley,  Calif . 

-8 

-57 

+15 

-69 

+7 

-60 

44 

+12 

-59 

-A 

-58 

+11 

-50 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area . 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to 
revision. 
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Table  6.  ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMHIT  ACCOUNTS— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JANUARY  1964 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1964 

1963 

Perce 

cha 

Jan. 

Dbi 

5tage 

ige, 

1964 

— 

Kind  of  business 

Jan.1 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. 

1963 

Dec. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

14,765 

13,474 

12,700 

12.912 

13,352 

13,634 

13.799 

13,731 

14,016 

r13,990 

54.269 

ri4,361 

15,484 

+10 

-5 

Durable-goods  stores,  total . 

6,  319 

5,892 

5,685 

5,799 

5,965 

6,160 

6,339 

6,457 

6,559 

r6, 532 

r6, 559 

r6,456 

6, 626 

+7 

-5 

Nondurable -goods  stores,  total . 

8,446 

7,582 

7,015 

7,113 

7,387 

7,474 

7,460 

7,324 

7,457 

7,458 

7,681 

7,905 

8,858 

+11 

-5 

337 

328 

320 

332 

326 

342 

341 

349 

364 

355 

353 

348 

354 

+3 

-5 

Grocery  stores . 

282 

270 

270 

276 

272 

291 

292 

298 

305 

300 

293 

289 

293 

+4 

-4 

Eating  and  drinking  places . 

85 

87 

81 

80 

76 

74 

78 

71 

74 

60 

70 

84 

89 

-2 

-5 

General  merchandise  group . 

5,026 

4,510 

3,994 

4,031 

4, 144 

4, 228 

4, 325 

4,287 

4,371 

4,452 

4,  592 

4,762 

5,423 

+11 

-7 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,872 

3,489 

3,043 

3,065 

3,166 

3,227 

3,288 

3,274 

3,336 

3,381 

3,521 

3,641 

4,164 

+11 

-7 

Department  stores . 

3,463 

3,104 

2,685 

2,695 

2,788 

2,853 

2,914 

2,904 

2,971 

3,000 

3,124 

3,  240 

3,730 

+12 

-7 

Mail  order  houses  (department  store  mdse.)... 

970 

850 

791 

805 

812 

836 

868 

846 

868 

899 

918 

952 

1,062 

+14 

-9 

1,065 

998 

913 

932 

950 

892 

879 

837 

855 

898 

941 

953 

1,186 

+7 

-10 

Women's  ready-to-wear  stores . 

459 

453 

414 

438 

448 

418 

400 

371 

379 

406 

422 

421 

512 

+1 

-10 

Furniture  and  appliance  group . 

2,168 

2,073 

2,009 

1,984 

1,985 

2,067 

2,031 

2,005 

2,026 

2,035 

2,042 

2,061 

2,278 

+5 

-5 

Furniture,  home  furnishings  stores . 

1,661 

1,601 

1,529 

1,512 

1,503 

1,575 

1,543 

1,528 

1,555 

1,573 

1,565 

1,551 

1,716 

+4 

-3 

Furniture  stores . 

1,500 

1,454 

1,392 

1,387 

1,366 

1,446 

1,426 

1,401 

1,433 

1,426 

1,419 

1,394 

1,532 

+3 

-2 

Household  appliance,  TV,  radio  stores . 

507 

472 

479 

472 

482 

492 

488 

477 

471 

462 

477 

510 

562 

+7 

-10 

Household  appliance  dealers . 

443 

408 

419 

416 

413 

428 

434 

429 

413 

„  403 

r  413 

446 

490 

+9 

-10 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,682 

1,619 

1,587 

1,634 

1,769 

1,854 

1,925 

2,050 

2,117 

~2, 076 

2,097 

rl,932 

1,778 

+4 

-5 

Lumber  yards,  building  materials  dealers2.... 

1,235 

1,177 

1,136 

1,125 

1,231 

1,283 

1,345 

1,445 

1,510 

1,498 

|il.520 

rl,441 

1,300 

+5 

-5 

Lumber  yards . 

906 

878 

852 

836 

917 

962 

1,014 

1,098 

1,134 

rl, 104 

1,114 

rl,046 

948 

+3 

-4 

Automotive  group . 

1,520 

1,329 

1,276 

1,349 

1,401 

1,408 

1,456 

1,510 

1,462 

1,457 

1,514 

1,538 

1,560 

+14 

-3 

Passenger  car  dealers3 . 

1,012 

877 

834 

897 

947 

936 

943 

1,011 

944 

974 

1,020 

1,028 

1,048 

+15 

-3 

Passenger  car  dealers  (franchised) . 

940 

821 

775 

830 

867 

861 

869 

910 

878 

880 

952 

957 

980 

+14 

-4 

Tire,  battery,  accessory  dealers . 

482 

422 

412 

422 

429 

447 

479 

500 

485 

483 

461 

482 

479 

+14 

+1 

Gasoline  service  stations . 

454 

431 

419 

436 

460 

472 

471 

448 

456 

452 

467 

469 

442 

+5 

+3 

Other  retail  stores . 

2,428 

2,099 

2,101 

2,134 

2,241 

2,297 

2,293 

2,224 

2,291 

2,205 

2,193 

2,214 

2,  374 

+16 

+2 

CHARGE  ACCOUNTS 

United  States,  total . 

7,491 

6,  842 

6,586 

6,658 

7,032 

7,202 

7, 147 

7,157 

7,264 

r7, 178 

r7, 381 

r7,  381 

7,826 

+9 

-4 

Durable -goods  stores,  total . 

3,421 

3,076 

2,960 

3,038 

3,246 

3,390 

3,478 

3,  594 

3,669 

r3,  654 

r3,774 

r3, 658 

3,622 

+11 

-6 

Nondurable -goods  stores,  total . 

4,070 

3,766 

3,626 

3,620 

3,786 

3,812 

3,669 

3,563 

3,595 

3,524 

3,607 

3,723 

4,204 

+8 

-3 

Food  group . . . 

325 

321 

312 

325 

319 

331 

329 

339 

349 

337 

340 

336 

342 

+1 

-5 

General  merchandise  group . 

1,034 

1,034 

928 

873 

890 

918 

885 

846 

839 

855 

857 

910 

1,160 

0 

-11 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

948 

942 

838 

782 

793 

821 

781 

745 

740 

750 

768 

819 

1,065 

+1 

-11 

Department  stores . 

836 

820 

715 

662 

673 

705 

684 

652 

647 

656 

661 

710 

950 

+2 

-12 

Apparel  group . 

762 

727 

651 

664 

682 

632 

617 

598 

609 

648 

681 

697 

873 

+5 

-13 

Furniture  and  appliance  group . 

712 

630 

608 

591 

610 

629 

631 

612 

630 

626 

652 

677 

760 

+13 

-6 

Furniture,  home  furnishing  stores . 

534 

477 

454 

440 

461 

483 

475 

464 

480 

484 

490 

498 

562 

+12 

-5 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,509 

1,430 

1,402 

1,439 

1,580 

1,655 

1,730 

1,845 

1,912 

876 

^1,914 

rl,761 

1,606 

+6 

-6 

Lumber  yards,  building  materials  dealers2.... 

1,183 

1,109 

1,068 

1,062 

1,173 

1,221 

1,286 

1,385 

1,448 

£.*37 

11.460 

£l,386 

1,246 

♦7 

-5 

Lumber  yards . 

869 

823 

798 

787 

873 

915 

968 

1,051 

1,089 

1,061 

1,073 

”l,  009 

911 

+6 

-5 

Automotive  group . 

897 

745 

713 

754 

795 

817 

813 

844 

809 

818 

885 

884 

902 

+20 

-1 

Passenger  car  dealers  (franchised) . 

653 

540 

516 

548 

581 

579 

572 

594 

572 

577 

632 

638 

662 

+21 

-1 

Gasoline  service  stations  . 

443 

419 

410 

427 

451 

463 

461 

438 

447 

441 

455 

455 

429 

+6 

♦3 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

7,274 

6, 632 

6,114 

6,254 

6,320 

6,432 

6,  652 

6,  624 

6,752 

6,812 

6,888 

6,980 

7,658 

+10 

-5 

Durable -goods  stores,  total . 

2,898 

2, 816 

2,725 

2,761 

2,719 

2,770 

2,861 

2,863 

2,890 

2, 878 

2,814 

2,798 

3,004 

♦3 

-4 

Nondurable -goods  stores,  total . 

4,376 

3,816 

3, 389 

3,493 

3,601 

3,662 

3,791 

3,761 

3,862 

3,934 

4,074 

4,182 

4,654 

♦15 

-6 

General  merchandise  group . 

3,992 

3,476 

3,066 

3,158 

3,254 

3,310 

3,440 

3,441 

3,532 

3,597 

3,735 

3, 852 

4,263 

♦15 

-6 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

2,924 

2,547 

2,205 

2,283 

2,373 

2,406 

2,507 

2,  529 

2,596 

2,631 

2,753 

2,822 

3,099 

♦15 

-6 

Department  stores . . 

2,627 

2,284 

1,970 

2,033 

2,115 

2,148 

2,230 

2,252 

2,324 

2,344 

2,463 

2,530 

2,780 

♦15 

-6 

Apparel  group . 

303 

271 

262 

268 

268 

260 

262 

239 

246 

250 

260 

256 

313 

♦12 

-3 

Furniture  and  appliance  group . 

1,456 

1,443 

1,401 

1,393 

1,375 

1,438 

1,400 

1,393 

1,  396 

1,409 

1,390 

1,384 

1,518 

♦1 

-4 

Furniture,  home  furnishings  stores . 

1,127 

1,124 

1,075 

1,072 

1,042 

1,092 

1,068 

1,064 

1,075 

1,089 

1,075 

1,053 

1,154 

0 

-2 

331 

364 

+3 

-10 

Lumber,  building,  hardware,  farm  equip,  group. 

173 

189 

185 

195 

189 

199 

195 

205 

205 

200 

183 

171 

172 

-8 

♦1 

584 

639 

629 

654 

658 

♦7 

-5 

Tire,  battery,  accessory  dealers . 

276 

254 

254 

257 

258 

249 

289 

299 

296 

290 

255 

276 

282 

♦9 

-2 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14.  Revised. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

3  Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to- month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 
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Table  7.  ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  JANUARY  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1964 

1963 

Percentage 

change, 

Jan.  1964 
from — 

Jan.1 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. 

1963 

Dec. 

1963 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,291 

4,688 

4, 198 

4, 267 

4,377 

4,468 

4,606 

4,  605 

4,789 

4,  846 

4,923 

5,072 

5,591 

+13 

-5 

Durable-goods  stores,  total . 

1,179 

1,126 

1,088 

1,100 

1,103 

1,112 

1,150 

1,161 

1,218 

1,211 

1,172 

1,186 

1,222 

+5 

-4 

Nondurable-goods  stores,  total . 

4, 112 

3,562 

3,110 

3,167 

3,274 

3,356 

3,456 

3,444 

3,571 

3,635 

3,751 

3,886 

4,369 

+15 

-6 

General  merchandise  group . 

3,667 

3,162 

2, 733 

2,778 

2,873 

2,953 

3,058 

3,065 

3,187 

3,255 

3,  365 

3,488 

3,904 

+16 

-6 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,  897 

2,507 

2,140 

2,177 

2,266 

2,321 

2,401 

2,405 

2,508 

2,552 

2,  654 

2,744 

3,095 

+16 

-6 

Department  stores . 

2,  600 

2, 249 

1,915 

1,949 

2,028 

2,077 

2,149 

2,153 

2,256 

2,280 

2,375 

2,455 

2,779 

+16 

-6 

Apparel  group . 

271 

234 

216 

224 

230 

224 

227 

215 

215 

223 

229 

235 

294 

+16 

-8 

Furniture  and  appliance  group . 

360 

339 

334 

336 

335 

332 

332 

332 

329 

334 

339 

349 

375 

+6 

-4 

Tire,  battery,  accessory  dealerr. . 

274 

264 

259 

257 

264 

268 

299 

307 

306 

301 

266 

282 

288 

+4 

-5 

CHARGE  ACCOUNTS 

United  States,  total . 

1,060 

972 

887 

870 

888 

923 

928 

906 

955 

957 

954 

975 

1,116 

+9 

-5 

Durable-goods  stores,  total . 

310 

277 

267 

271 

280 

296 

315 

321 

369 

363 

357 

350 

331 

+12 

-6 

Nondurable-goods  stores,  total . 

750 

695 

620 

599 

608 

627 

613 

585 

586 

594 

597 

625 

785 

■18 

-4 

General  merchandise  group . 

452 

429 

371 

341 

341 

359 

352 

330 

338 

350 

346 

368 

489 

+5 

-8 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

409 

392 

336 

306 

306 

323 

310 

289 

295 

306 

306 

329 

449 

+4 

-9 

Department  stores . 

376 

358 

306 

278 

278 

296 

284 

266 

274 

283 

284 

302 

418 

+5 

-10 

Apparel  group . 

137 

113 

99 

103 

108 

105 

106 

107 

99 

105 

108 

107 

138 

+21 

-1 

Furniture  and  appliance  group . 

40 

39 

41 

41 

40 

37 

39 

37 

37 

37 

39 

40 

43 

+3 

-7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,231 

3,716 

3,311 

3,397 

3,489 

3,545 

3,678 

3,699 

3,834 

3,889 

3,969 

4,097 

4,475 

+14 

-5 

Durable-goods  stores,  total . 

869 

849 

821 

829 

823 

816 

835 

840 

849 

848 

815 

836 

891 

+2 

-2 

Nondurable-goods  stores,  total . 

3,362 

2,867 

2,490 

2,  568 

2,666 

2,729 

2,843 

2,859 

2,985 

3,041 

3,154 

3,261 

3,584 

+17 

-6 

General  merchandise  group . 

3,  215 

2,733 

2,  362 

2,437 

2,532 

2,594 

2,706 

2,735 

2,849 

2,905 

3,019 

3,120 

3,415 

+18 

-6 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,488 

2,115 

1,804 

1,871 

1,960 

1,998 

2,091 

2,116 

2,213 

2,246 

2,348 

2,415 

2,646 

+18 

-6 

Department  stores . 

2, 224 

1,891 

1,609 

1,671 

1,750 

1,781 

1,865 

1,887 

1,982 

1,997 

2,091 

2,153 

2,361 

+18 

-6 

Apparel  group . 

134 

121 

117 

121 

122 

119 

121 

108 

116 

118 

121 

128 

156 

+11 

-14 

Furniture  and  appliance  group . 

320 

300 

293 

295 

295 

295 

293 

295 

292 

297 

300 

309 

332 

+7 

-4 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-  JANUARY  1964,  AND  JANUARY  1963 


0.5 


1.0 


(Billions  of  dollars) 
1.5  2.0 


2.5 


3.0 


3.5 


4.0 


4.5 


5.0 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


NOTE:  Jonuory  1964  data  are  based  on  preliminary  estimates  while  January  1963  data  are  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month-to-month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0. 2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6^0. 7 

0.7 

Nondurable -goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0.5-1. 3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

CZ) 

Cz) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0. 6-1.9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5.9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3.3-4 .2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

3. 4-3. 8 

3.7 

3.3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2.0-2.  5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3.4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1.3-2. 1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5.2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2.8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0. 5-0.9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3.2 

2.8 

2.4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  15.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCR  TWO  CONSECUTIVE  MONTHS1 --UNITED  STATES,  FCF  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

2.8 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5.9 

4.1 

Stationery  stores . . . 

2. 3-8. 5 

4.2 

4.4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2. 2-4. 2 

Paint,  glass,  wallpaper  stores . 

2. 0-4.8 

4.4 

5.0-9. 5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  pore  20. 

Note:  Hie  ranges  of  sampling  error  shewn  above  are  based  on  the  month-to-month  percentage  change  in  sales  of  tne  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BT  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change?  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores,  dry  goods,  general  merchandise  stores. 

Department  stores . 

Mail  order  houses  (department  store  merchandise) . 

Apparel  group . 

Women's  ready-to-wear  stores . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equipment  group . 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers . 

Passenger  car  dealers  (franchised) . 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Other  retail  stores . 


1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

1.9-2. 1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

4.0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2 .3 

1.5 

3 .7-4.6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

2.0-3. 0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

1. 9-3.0 

2.1 

1. 7-3.0 

2.1 

0.2-1. 1 

0.5 

(z) 

(Z) 

(z) 

(z) 

(z) 

(z) 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

6. 8-7. 2 

7.2 

4.8-7. 3 

6.8 

1. 2-5.4 

1.6 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

4.0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0. 6-1.3 

1.1 

4 .2-4.6 

4.4 

4.1-;. 6 

4.3 

0. 6-1.4 

1.1 

4.4-5. 3 

5.0 

4. 1-5. 4 

4.8 

0.6-1. 6 

1.0 

4.7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

4. 2-4 .4 

4.3 

4. 0-4.4 

4.1 

0.8-1. 5 

0.9 

5. 1-5. 6 

5.3 

4. 7-5. 3 

5.1 

0. 9-2.0 

1.1 

3. 8-5.0 

4.3 

3.7-5. 0 

4.2 

1.1-1. 7 

1.3 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1. 5-2.3 

1.7 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

4. 4-5. 4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

3. 9-5. 6 

4.1 

3. 7-5.1 

4.0 

1. 1-5.0 

1.5 

CHARGE  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total... 
Nondurable -goods  stores,  total 


Food  group . 

General  merchandise  group . 

Department  stores,  dry  goods,  general  merchandise  stores 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Lumber,  building,  hardware,  farm  equipment  group . 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers  (franchised) . 

Gasoline  service  stations . 


INSTALLMENT  ACCOUNTS 


United  States,  total . 

Durable-goods  stores,  total... 
Nondurable -goods  stores,  total 


General  merchandise  group . 

Department  stores,  dry  goods,  general  merchandise  stores 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores . . 

Lumber,  building,  hardware,  farm  equipment  group . 

Automotive  group . 

Tire,  battery,  accessory  dealers . . . 


1. 9-2.3  2.0 


2. 3-2. 6 

2.4 

2. 3-3 .3 

2.6 

4. 0-4. 6 

4.5 

3. 1-4 .4 

4.1 

3.0-;. 7 

4.3 

5.3-6. 5 

6.0 

5.0-5. 3 

5.1 

5. 8-6. 5 

6.0 

3. 5-3.7 

3.6 

4. 3-4. 5 

4.4 

5. 1-5. 5 

5.3 

4. 4-6.1 

4.9 

4. 9-6.0 

5.3 

4. 7-5. 4 

4.9 

1. 8-2.1  2.0 


2. 2-2 .4 

2.4 

2. 1-2. 7 

2.4 

4. 0-4. 4 

4.1 

3. 0-4. 4 

4.1 

3. 1-4. 6 

4.3 

3. 1-4. 8 

4.5 

4. 5-6.1 

5.7 

4.7-5. 1 

5.0 

5. 6-6.3 

5.8 

3. 5-3. 6 

3.5 

4. 1-4. 5 

4.2 

5. 1-5. 2 

5.2 

3.9-5 .4 

5.1 

4. 1-6. 3 

4.8 

4.3-5. 5 

4.6 

0.6-0. 8_ 0.7 


0.7-1. 1  0.9 

0.7-1. 3  1.0 


1.0-2. 5  1.6 
0.6-1. 2  0.8 
0.6-1. 2  0.9 
0.5-1. 2  1.0 

1. 1- 5.3  2.2 
1.8-2. 6  2.3 

2. 1- 3. 6  2.7 
0. 7-1.4  0.9 
0.7-1. 6  1.0 
0.9-2. 1  1.3 
1. 5-3.1  2.2 
2. 0-4. 2  2.9 
1.3-1. 9  1.7 


1.8-1. 9  1.9 


2. 8-3.1 

2.8 

1. 6-2.1 

1.6 

1.6-2. 2 

1.7 

1.9-2. 9 

2.0 

1.7-2. 8 

1.8 

6.4-7. 8 

7.2 

3. 9-4 .4 

4.1 

4. 7-5 .4 

5.0 

4. 4-6.0 

5.8 

7. 6-9. 3 

8.9 

5. 5-7.0 

6.1 

3.7-4. 1 

3.9 

1.8-1. 8  1.8 


2.7-3 .4 

2.7 

1. 4-2.1 

1.6 

1.5-2. 2 

1.6 

1.8-2. 8 

1.9 

1.5-2. 8 

1.7 

5. 6-7. 3 

7.2 

3.9-5 .4 

3.9 

4. 8-5.4 

4.9 

4.3-6. 1 

5.5 

8. 0-8. 9 

8.7 

5.7-6. 5 

6.0 

3. 7-3. 9 

3.8 

0.3-0. 6  0.5 


0.7-1. 7  0.8 

0.3-0. 9  0.3 


0.1-0. 8  0.4 
0. 2-1.0  0.5 
0. 1-1.0  0.5 
1.3-3. 0  2.0 
0.7-3. 1  1.1 
0. 3-2.3  1.4 
0. 6-2.4  1.3 
1.6-2. 3  1.9 
1.0-2. 3  1.6 
0.9-1. 5  1.1 


Z  Sampling  variability  is  less  than  0.1  percent. 

Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  19.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES — 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percentage 
change^ 

Ran»? 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-0.1 

Durable-goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1 .3 

1.1 

0.2-0. 5 

0.3 

Nondurable-goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2. 2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.9-1 .4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1 .3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1 .3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2.6-2. 7 

2.7 

0.5-0. 8 

0.6 

Nondurable -goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1 .3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1 .3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

( Z ) -1 .4 

(Z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-O.l 

(z) 

Apparel  group . 

3  .7-4 .4 

4.0 

3. 7-3. 8 

3.8 

0.3-0. 7 

0.7 

Furniture  and  appliance  group . 

3. 1-3. 7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . . 

0.3-0. 4 

0.3 

0.3-0 .4 

0.3 

(Z)-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Zj-0.2 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0. 2-0.3 

0.2 

(Z)-0.1 

(z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2 .2 

1.8 

( Z ) -0 . 5 

0.2 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.8-1. 3 

1.0 

(X) 

(z) 

Z  Sailing  variability  is  less  than  0.1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  "the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  fran  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  nay  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
conqpanies,  Central  Charge  Service,  Diners '  Club,  etc . 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts . 

Nature  of  the  Sample 

I.  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  -the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are '  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample. 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
isations.  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of  business . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  cf  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  can- 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960 . 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  toa  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of  -the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi- 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  Apri  l 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  o’  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers .  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing .  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable- Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  group .  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  In  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009 .  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio" is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  thesame  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors .  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable. 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample, "  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ( "current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds -of-business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .7  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census.  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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II .  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  for  the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  5 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  5  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores--Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above). 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  seme  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors.  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation, "  pp . 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  21,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of -business  group  and  total  levels 
were  derived  by  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  22. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  fbr 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind -of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards . 


Table  12.  COMBINED  SEASONAL  AND  TRADING  DAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JULY  1962— MAY  1964 
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Table  13.  AVERAGE  MONTH -TO -MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

TT 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

I/C 

Average  duration  of 

run 

MCD 

Cl 

I 

c 

MCD 

All  stores 

United  States,  total . 

7.58 

5.80 

30.6 

.78 

.63 

.44 

1.43 

2 

2.53 

1.80 

9.54 

3.62 

Durable-goods  stores,  total . 

7.48 

6.12 

27.6 

1.79 

1.56 

.87 

1.79 

2 

2.25 

1.49 

9.54 

3.24 

Nondurable-goods  stores,  total . 

8.05 

5.98 

34.8 

.68 

.58 

.35 

1.66 

2 

1.82 

1.63 

31.00 

3.42 

5.88 

2.39 

9.6 

.72 

.61 

.34 

1.79 

2 

1.72 

1.43 

31.00 

4.92 

Grocery  stores . 

6.03 

2.22 

9.0 

.73 

.63 

.38 

1.66 

2 

1.72 

1.41 

62.00 

4.56 

Eating  and  drinking  places . 

5.23 

3.69 

20.1 

.86 

.78 

.35 

2.23 

3 

2.14 

1.65 

10.33 

5.08 

General  merchandise  group . 

17.39 

15.30 

101.8 

1.34 

1.24 

.40 

3.10 

3 

1.82 

1.68 

13.78 

2.84 

Department  stores . 

17.62 

15.98 

105.1 

1.63 

1.50 

.46 

3.26 

3 

1.72 

1.48 

12.40 

2.60 

Variety  stores . 

19.33 

18.92 

129.7 

1.65 

1.58 

.47 

3.36 

4 

1.77 

1.55 

15.50 

5.04 

Mail  order  houses  (department  store  merchandise).. 

16.33 

14 .40 

84.0 

2.15 

2.10 

.61 

3.44 

3 

1.72 

1.59 

31.00 

4 .69 

Apparel  group . 

117.26 

17.22 

97.0 

1.81 

1.72 

.47 

3.66 

4 

1.63 

1.55 

13.78 

4.17 

ten's,  boys'  wear  stores . 

22.06 

20.24 

120.5 

2.68 

2.43 

.81 

3.00 

4 

1.82 

1.59 

8 .86 

3.36 

Women's  apparel,  accessory  stores . 

18.56 

16.67 

91.5 

1.84 

1.75 

.56 

3.13 

4 

1.70 

1.53 

12.40 

4 .65 

Shoe  stores . 

19.07 

17.62 

57.7 

2.66 

2.57 

.63 

4.08 

4 

1.75 

1.63 

8.27 

3.56 

Furniture  and  appliance  group . 

l8.30 

8.00 

44.4 

1.24 

1.14 

.50 

2.28 

3 

1.91 

1.43 

13.78 

4.88 

Furniture,  hone  furnishings  stores . 

8.89 

7.93 

41.3 

1.45 

1.27 

.57 

2.23 

3 

2.14 

1.48 

13.78 

4.52 

Household  appliance,  TV,  radio  stores . 

9.86 

8.87 

51.9 

1.78 

1.60 

.71 

2.25 

3 

1.85 

1.61 

9.54 

4.52 

Lumber,  building,  hardware,  farm  equipment  group.... 

l8.S7 

8.78 

48.1 

1.81 

1.62 

.59 

2.75 

4 

2.00 

1.77 

8.27 

3.90 

Lumber  yards,  building  materials  dealers . 

9.04 

8.58 

45.2 

1.89 

1.71 

.72 

2.38 

3 

1.77 

1.55 

8.86 

4.07 

Hardware  stores . 

12.43 

10.92 

53.1 

1.68 

1.58 

.49 

3.22 

4 

1.97 

1.97 

6.53 

4.48 

Automotive  group2 . 

7.45 

35 .87 

328.1 

3.09 

2.72 

1.26 

2.16 

3 

2.10 

1.46 

7.29 

3.70 

Passenger  car,  other  automotive  dealers . 

7.54 

5.18 

29.0 

2.84 

2.48 

1.17 

2.12 

3 

2.03 

1.46 

9.54 

3.30 

Tire,  battery,  accessory  dealers . 

12.41 

10.16 

47.3 

2.45 

2.18 

.94 

2.32 

3 

1.91 

1.61 

9.54 

3.94 

Gasoline  service  stations . 

4.32 

2.68 

13.3 

.85 

.63 

.52 

1.21 

2 

2.10 

1.65 

62.00 

4.24 

Drug  and  proprietary  stores . 

6.87 

5.99 

32.0 

1.00 

.85 

.48 

1.77 

2 

2.38 

1.72 

10.33 

3.84 

Liquor  stores . 

11.76 

9.15 

59.8 

1.27 

1.12 

.59 

1.90 

2 

j  2.10 

1.49 

13.78 

4.10 

Group  II  stores 

United  States,  total . 

11.02 

8.93 

52.9 

1.18 

1.12 

.61 

1.84 

3 

1.80 

1.53 

23.80 

7.80 

Grocery  stores . 

7.95 

2.26 

9.6 

1.06 

.94 

.54 

1.74 

2 

1.91 

1.43 

41.33 

4.24 

Eating  and  drinking  places . 

4.44 

2.86 

14 .7 

1.49 

1.43 

.61 

2.34 

3 

2.32 

2.08 

13.67 

5.76 

General  merchandise  group . 

17.27 

16.00 

103.6 

2.00 

1.93 

.75 

2.57 

3 

1.63 

1.63 

14.88 

3.77 

Department  stores . 

17.13 

15.26 

98.5 

2.45 

2.30 

.71 

3.24 

3 

1.66 

1.46 

12.30 

3.18 

Variety  stores . 

20.32 

20.07 

134.6 

1.64 

1.62 

.41 

3.95 

4 

1.84 

1.60 

12.30 

5.45 

Apparel  group . 

21.88 

20.17 

99.5 

2.65 

2.49 

.72 

3.46 

4 

1.70 

1.53 

9.15 

4.00 

ten's,  boys'  wear  stores . 

26.73 

24.88 

132.5 

4.72 

4.75 

1.07 

4.44 

5 

2.28 

2.12 

9.46 

7.93 

Women's  apparel,  accessory  stores . 

20.91 

19.42 

109.3 

2.45 

2.30 

.62 

3.71 

4 

1.89 

1.81 

10.25 

5.00 

Shoe  stores . 

22.54 

20.59 

67.5 

3.59 

3.53 

.62 

5.69 

6 

1.62 

1.58 

11.18 

7.87 

Tire,  battery,  accessory  dealers . 

14.32 

13.58 

61.5 

2.85 

2.71 

.83 

3.27 

4 

1.86 

1.76 

9.46 

4.80 

Dru£  and  proprietary  stores . 

10.52 

9.39 

60.6 

1.64 

1.46 

.60 

2.43 

3 

2.16 

1.84 

20.50 

12.10 

1  For  the  group  totals,  measures  shown  refer  to  data  after  adjustment  for  trading  days. 

2  Measures  shown  for  passenger  car  dealers  include  an  adjustment  to  eliminate  the  effect  of  the  1959  steel  strike. 


The  automotive  group  total  has  not  been 


adjusted  in  this  manner. 

-*  For  the  automotive  group,  measures  shown  refer  to  data  before  adjustment  for  trading  days. 


EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.  New  York,  1957. 


0  is  the  average  month- to -month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

I?  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average . 

I/C  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 


MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  aeries.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  'Jan. -Feb.,  Feb. -Mar., 
etc.),  2-month  spans  (Jan. -ter.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 


Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  obout  95%  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.85  for  household  appliance:  .  TVi  indicates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  columns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  oanponent.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  Indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  -easonally  adjusted  series. 
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Retail  Sales:  January  1964 


®  °  series  on  sales  of  retail  stores  for  geographic  regions,  divisions,  and  selected 

^  s^e^erd  metropolitan  statistical  areas,  supplementing  the  regular  Monthly  Retail  Trade  Re- 

^  statistics  geographic  areas,  which  are  available  effective  with  data  for  April  1962,  are 

orl  Svav-^  varlations  ^  trading  day  differences.  The  estimtes  shown  in  this  report 

are  based  on  a  probability  sample  and  therefore  the  sampling  variability  of  these  estimates  is  reasur- 
^ti^te6  are  less  reliable  for  the  smaller  geographic  areas,  such  as  States  and  standard 
tistieal  areas,  mid  for  durable  kinds-of -business  categories  (automotive,  furniture  and 
w+  +n  d  lum?!r  g-ups)  Statistics  shown  in  this  report  are  limited  to  those  estimated  to  be 
subject  to  a  sampling  variability  of  7  percent  or  less,  for  dollar  volume  estimates  and  year-to-year 
percentage  change,  and  to  3  percent  for  the  percentage  change  over  two  consecutive  months.  These 
statistics  should  be  used  with  due  regard  to  their  sailing  error,  as  specified  on  pages  4  and  5  and 
^  °n  PSge  6  ^llS  report-  subject  to  possible  sampling  error  in  excess  of  these 

PU1TOSes;  they  can  therefore  be  obtained  on  request  for  internal  use  but  not 
Tabulations "^on ' page^  )  t0  Table  1  BBd  tbe  disc^sion  of  "Unpublished  Data"  and  of  "Special 
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(Bosad  on  data  NOT  ADJUSTED  for  seasonal  variation,  and  trading  day  differences.) 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  CEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  JANUARY  1963  TO  JANUARY  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1964 

1963 

Percentage 

change 

Total 

1963 

Jan.  1964 
frcm — 

Jan  -1 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan. 

1963 

Dec. 
1963  ' 

UNITED  STATES,  TOTAL . 

19,156 

18,261 

17,087 

19,653 

20,518 

21,228 

20,737 

20,540 

21,018 

19,267 

21,528 

21,494 

25,104 

246,435 

+5 

-24 

Durable -goods  stores,  total .... 

6,004 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,599 

6,985 

7,208 

80,098 

+5 

-17 

Nondurable -goods  stores,  total. 

13,152 

12,566 

11,655 

13,270 

13,536 

13,989 

13,693 

13,564 

14,462 

13,268 

13,929 

14,509 

17,896 

166,337 

+5 

-27 

Food  group . 

5,035 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

59,143 

+6 

-3 

Grocery  stores . 

4,562 

4,303 

4, 048 

4,531 

4,223 

4,578 

4,483 

4,502 

4,828 

4,238 

4,449 

4,689 

4,679 

53,551 

+6 

-3 

Eating  and  drinking  places . 

1,443 

1,334 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

18,071 

+8 

—6 

OAF2,  total3 . 

3,788 

3,560 

3,234 

3,994 

4,421 

4,375 

4,326 

4,083 

4,603 

4,416 

4,703 

5,113 

7,904 

54,732 

+6 

-52 

General  merchandise  group3 . 

1,856 

1,744 

1,627 

2,075 

2,299 

2,278 

2,266 

2,708 

2,444 

2,275 

2,417 

2,728 

4,399 

28,660 

+ 6 

-58 

Department  stores  . 

1,081 

1,006 

905 

1,205 

1,323 

1,325 

1,340 

1,212 

1,408 

1,340 

1,408 

1,590 

2,625 

16, 683 

+7 

-59 

Apparel  group . 

1,025 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

14,460 

+4 

-53 

Furniture  and  appliance  group.... 

907 

830 

781 

838 

854 

934 

933 

965 

992 

980 

1,095 

1,077 

1,333 

11,612 

+9 

-32 

Lumber,  bldg.,hdwe., farm  equip. grp. 

932 

921 

886 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

15,528 

+1 

-21 

Automotive  group . 

3,644 

3,487 

3,309 

3,926 

4,262 

4,301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

45,959 

+5 

-1 

Gasoline  service  stations . 

1,568 

1,540 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

19,365 

+2 

-8 

Drug  and  proprietary  stores . 

681 

649 

641 

667 

652 

676 

664 

660 

680 

647 

667 

666 

906 

8,175 

+5 

-25 

THE  NORTHEASTERN  STATES,  TOTAL . 

4,959 

4,752 

4,366 

5,018 

5,274 

5,494 

5,287 

5,213 

5,262 

4,837 

5,390 

5,492 

6,595 

62,980 

44 

-25 

Durable-goods  stores,  total .... 

1,360 

1,327 

1,194 

1,454 

1,672 

1,760 

1,632 

1,598 

1,458 

1,257 

1,679 

1,595 

1,685 

18,311 

4-2 

-19 

Nondurable -good s  stores,  total. 

3,599 

3,425 

3,172 

3,564 

3,602 

3,734 

3,655 

3,615 

3,804 

3,580 

3,711 

3,897 

4,910 

44,669 

4-5 

-27 

Food  group . 

1,442 

1,326 

1,263 

1,394 

1,310 

1,422 

1,381 

1,434 

1,482 

1,318 

1,367 

1,426 

1,459 

16,582 

4-9 

-1 

Grocery  stores . 

1,207 

1,114 

1,059 

1,173 

1,092 

1,189 

1,153 

1,167 

1,243 

1,094 

1, 142 

1,196 

1,205 

13,827 

+8 

0 

Eating  and  drinking  places . 

432 

407 

376 

425 

439 

477 

493 

507 

524 

472 

485 

454 

467 

, 5, 526 

+6 

-7 

GAF2,  total3 . 

1,035 

997 

879 

1,085 

1,222 

1,220 

1,213 

1,099 

1,217 

1,210 

1,280 

1,413 

2,208 

15,043 

44 

-53 

General  merchandise  group3 . 

445 

418 

380 

485 

549 

554 

562 

503 

567 

559 

588 

674 

1,106 

6,945 

46 

-60 

Department  stores4 . 

279 

258 

227 

304 

347 

346 

350 

295 

'  339 

347 

358 

409 

697 

4,277 

+8 

-60 

Apparel  group . 

341 

335 

273 

361 

425 

389 

390 

320 

362 

388 

338 

425 

700 

4,756 

42 

-51 

C 

4-2 

-38 

-27 

Gasoline  service  stations . 

279 

281 

259 

292 

296 

304 

305 

325 

322 

298 

303 

300 

308 

3,593 

-1 

-9 

Drug  and  proprietary  stores . 

155 

149 

146 

150 

348 

151 

152 

154 

159 

152 

154 

154 

203 

1,872 

44 

-24 

THE  NORTH  CENTRAL  STATES,  TOTAL.... 

5,519 

5,242 

4,913 

5,674 

6,110 

6,294 

6,216 

6,110 

6,237 

5,819 

6,616 

6,510 

7,347 

73,088 

4-5 

-25 

Durable-goods  stores,  total .... 

1,724 

1,583 

1,534 

1,844 

2,102 

2,138 

2,150 

2,132 

1,996 

1,899 

2,437 

2,172 

2,121 

24,108 

+9 

-19 

Nondurable -good s  stores,  total. 

3,795 

3,659 

3,379 

3,830 

4,008 

4,156 

4,066 

3,978 

4,241 

3,920 

4,179 

4,338 

5,226 

48,980 

44 

-27 

Food  group . 

1,396 

1,326 

1,251 

1,371 

1,303 

1,411 

1,401 

1,368 

1,456 

1,303 

1,379 

1,449 

1,446 

16,464 

4-5 

-3 

Grocery  stores . 

1,275 

1,219 

1,152 

1,268 

1,194 

1,289 

1,281 

1,256 

1,335 

1,193 

1,261 

1,329 

1,319 

15,096 

4-5 

-3 

Eating  and  drinking  places . 

430 

390 

369 

415 

435 

473 

480 

491 

507 

463 

475 

450 

452 

5,400 

■49 

-5 

GAF2,  total3 . 

1,084 

992 

906 

1,150 

1,287 

1,264 

1,263 

1,191 

1,357 

1,324 

1,402 

1,548 

2,309 

15,993 

4-9 

-53 

576 

530 

497 

648 

731 

717 

717 

655 

777 

735 

771 

887 

1,386 

9,051 

49 

-58 

Department  stores4 . 

339 

311 

280 

377 

421 

425 

407 

384 

455 

436 

449 

512 

832 

5,289 

+9 

-59 

Apparel  group . 

258 

248 

205 

277 

320 

298 

286 

257 

298 

289 

298 

351 

553 

3,680 

44 

-53 

Furniture  and  appliance  group.... 

250 

214 

204 

225 

236 

249 

260 

279 

282 

300 

333 

310 

370 

3,262 

4-17 

-32 

Lumber,  bldg ., hdve ., farm  equip. grp. 

354 

304 

301 

385 

496 

519 

535 

535 

555 

584 

622 

536 

467 

5,839 

4-16 

-24 

Automotive  group . 

982 

940 

904 

1,103 

1,244 

1,217 

1,206 

1,177 

1,013 

846 

1,315 

1,157 

1,030 

13,152 

44 

-5 

Gasoline  service  stations . 

502 

523 

455 

489 

511 

526 

531 

541 

547 

505 

542 

529 

570 

6,269 

-12 

Drug  and  proprietary  stores . 

209 

196 

192 

202 

192 

199 

193 

198 

203 

199 

206 

209 

278 

2,467 

■47 

-25 

THE  SOUTH,  TOTAL . 

5,131 

4,933 

4,685 

5,398 

5,544 

5,691 

5,523 

5,443 

5,663 

5,102 

5,668 

5,640 

6,575 

65,865 

44 

-22 

Durable-goods  stores,  total.... 

1,712 

1,685 

1,649 

1,878 

1,971 

2,038 

1,972 

1,911 

1,845 

1,692 

2,056 

1,907 

1,999 

22,603 

4-2 

-14 

Nondurable -goods  stores,  total. 

3,419 

3,248 

3,036 

3,520 

3,573 

3,653 

3,551 

3,532 

3,818 

3,410 

3,612 

3,733 

4,576 

43,262 

4-5 

-25 

Food  group . 

1,312 

1,225 

1,147 

1,311 

1,235 

1,347 

1,316 

1,325 

1,428 

1,232 

1,307 

1,364 

1,357 

15,594 

4-7 

-3 

Grocery  stores . 

1,252 

1,171 

1,093 

1,254 

1,173 

1,280 

1,251 

1,259 

1,360 

1,177 

1,247 

1,306 

1,290 

14, 861 

4-7 

-3 

Eating  and  drinking  places . 

308 

282 

269 

307 

316 

329 

329 

344 

351 

309 

316 

308 

319 

3,779 

4-9 

-3 

GAF2,  total3 . 

975 

935 

862 

1,073 

1,176 

1,139 

1,109 

1,065 

1,226 

1,122 

1, 195 

1,277 

2,007 

14,186 

44 

-51 

General  merchandise  group3 . 

488 

464 

437 

568 

613 

593 

579 

548 

642 

556 

617 

676 

1,104 

7,407 

4-5 

-56 

Department  stores4  . 

235 

234 

211 

289 

293 

290 

287 

270 

316 

285 

308 

346 

564 

3,693 

0 

-58 

Apparel  group . 

270 

258 

225 

290 

347 

305 

294 

277 

333 

310 

327 

349 

586 

3,891 

4-5 

-54 

Furniture  and  appliance  group . . . . 

217 

213 

200 

215 

216 

241 

246 

240 

251 

246 

251 

252 

317 

2,888 

4-2 

-32 

Lumber,  bid g.,hdve., farm  equip. grp. 

237 

266 

265 

333 

387 

388 

358 

365 

361 

340 

371 

•332 

283 

4,049 

-11 

*— c  — ► 

Automotive  group . 

1,123 

1,086 

1,067 

1,208 

1,244 

1,256 

1,224 

1,169 

1,085 

955 

1,295 

1,169 

1,140 

13,898 

4-3 

-1 

Gasoline  service  stations . 

465 

441 

412 

455 

459 

474 

480 

497 

514 

469 

473 

466 

490 

5,630 

4-5 

-5 

Drug  and  proprietary  stores . 

181 

175 

178 

184 

181 

187 

182 

175 

179 

167 

172 

173 

229 

2,182 

4-3 

-21 

THE  WEST,  TOTAL . 

3,547 

3,334 

3,123 

3,563 

3,590 

3,749 

3,711 

3,774 

3,856 

3,509 

3,854 

3,852 

4,587 

44,502 

+6 

-23 

Durable -goods  stores,  total. . . . 

1,208 

1,100 

1,055 

1,207 

1,237 

1,303 

1,290 

1,335 

1,257 

1,151 

1,427 

1,311 

1,403 

15,076 

4-10 

-14 

Nondurable -goods  stores,  total . 

2,339 

2,234 

2,068 

2,356 

2,353 

2,446 

2,421 

2,439 

2,599 

2,358 

2,427 

2,541 

3,184 

29,426 

4-5 

-27 

Food  group . 

885 

861 

806 

900 

829 

886 

859 

876 

952 

831 

857 

914 

932 

10, 503 

4-3 

-5 

Grocery  stores . 

828 

799 

744 

836 

764 

820 

798 

820 

890 

774 

799 

858 

865 

9,767 

44 

-4 

Eating  and  drinking  places . 

273 

255 

240 

274 

273 

283 

290 

304 

316 

282 

280 

274 

295 

3,366 

47 

-7 

GAF2,  totaJ  3 . 

694 

636 

587 

686 

736 

752 

741 

728 

803 

760 

826 

875 

1,380 

9,510 

4-9 

-50 

General  merchandise  group3 . 

347 

332 

313 

374 

406 

414 

408 

402 

458 

415 

441 

491 

803 

5,257 

4-5 

-57 

4-12 

-57 

Apparel  group . 

156 

|  145 

123 

1  153 

1  176 

1  171  1  167 

1  156 

I  174 

1  174 

1  178 

1  183 

1  333 

1  2,133 

4-8 

-53 

* 

* 

+20 

^-c  ♦ 

T  r [  - , 

49 

-7 

Drug  and  proprietary  stores . 

* . .  C . '  .  . - - 

+5 

-31 

1  Preliminary  estimates.  2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department 

store  types  of  merchandise.  3  Revised  -  January  1963  and  June  through  November  1963.  4  Revised  -  January  through  November  1963. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3 *1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 

Notes:  Estimates  are  based  on  a  sartpHe .  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  regions  are  shown  on  last  page  of  report. 

January  1%4,  December  1963,  and  annual  total  1963  have  been  revised  from  data  shown  in  January  1964  Monthly  Retail  Trade  Report. 
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Table  2.  ESTIMATED  MDNTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  JANUARY  1963  TO  JANUARY  1964 


(Mill ions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1964 

1963 

Percentage 

change 

Total 

1963 

Jan.  1964 
from — 

kind  of  business 

Jan.1 

Jan. 

Feb. 

Mar. 

Apr-. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jaii. 

1963 

Dec. 

1963 

New  England  Division,  total . 

1,265 

1,207 

1,074 

1,196 

1,278 

1,348 

1,311 

1,311 

1,325 

1,170 

1,289 

1,336 

1,662 

15,507 

+5 

-24 

Durable -good 6  stores . 

382 

348 

302 

355 

438 

472 

449 

.  423 

392 

318 

412 

401 

469 

4,779 

*10 

-19 

Nondurable-goods  stores . 

883 

859 

772 

841 

840 

876 

862 

888 

933 

852 

877 

935 

1,193 

10,728 

*3 

-26 

345 

330 

305 

337 

315 

345 

338 

368 

370 

317 

321 

342 

347 

4,035 

+5 

-1 

GAF2,  total3 . 

233 

227 

194 

231 

270 

272 

270 

240 

282 

256 

266 

313 

505 

3,326 

♦3 

-54 

C 

-4 

-63 

Middle  Atlantic  Division,  total .... 

3,694 

3,545 

3,292 

3,822 

3,996 

4,146] 

3,976 

3,902 

3,937 

3,667 

4,101 

4,156 

4,933 

47,473 

+4 

-25 

Durable-goods  stores . 

978 

979 

892 

1,099 

1,234 

1,288 

1,183 

1,175 

1,066 

939 

1,267 

1,194 

1,216 

13,532 

0 

-20 

Nondurable -goods  stores . 

2,716 

2,566 

2,400 

2,723 

2,762 

2,858 

2,793 

2,727 

2,871 

2,728 

2,834 

2,962 

3,717 

33,941 

+6 

-27 

GAF2,  total3 . 

802 

770 

685 

854 

952 

948 

943 

859 

935 

954 

1,014 

1,100 

1,703 

11,717 

44 

-53 

General  merchandise  group3 . 

354 

323 

296 

380 

426 

431 

436 

390 

432 

440 

465 

528 

861 

5,408 

*10 

-59 

East  North  Central  Division,  total. 

3,943 

3,724 

3,481 

4,013 

4,302 

4,427 

4,366 

4,289 

4,401 

4,095 

4,657 

4,619 

5,283 

51,657 

+6 

-25 

Durable-goods  stores . 

1,191 

1,088 

1,045 

1,255 

1,451 

1,470 

1,478 

1,474 

1,365 

1,283 

1,676 

1,473 

1,472 

16, 530 

*9 

-19 

Nondurable-goods  stores . 

2,752 

2,636 

2,436 

2,758 

2,851 

2,957 

2,888 

2,815 

3,036 

2,812 

2,981 

3,146 

3,811 

35,127 

44 

-28 

Food  group . 

1,051 

988 

932 

1,024 

968 

1,049 

1,035 

1,007 

1,080 

964 

1,017 

1,081 

1,085 

12,230 

-3 

GAF2,  total5" . 

798 

718 

658 

834 

932 

920 

919 

866 

998 

970 

1,027 

1,149 

1,717 

11,708 

*11 

-54 

General  merchandise  group3 . 

420 

376 

359 

463 

517 

515 

516 

469 

562 

535 

563 

661 

1,024 

6,560 

+12 

-59 

Vest  North  Central  Division,  total. 

1,576 

1,518 

1,432 

1,661 

1,808 

1,867 

1,850 

1,821 

1,836 

1,724 

1,959 

1, 891 

2,064 

21,431 

*4 

-24 

Durable-goods  stores . 

533 

495 

489 

589 

651 

668 

672 

658 

631 

616 

761 

699 

649 

7,578 

+8 

-18 

Nondurable -goods  stores . 

1,043 

1,023 

943 

1,072 

1,157 

1,199 

1,178 

1,163 

1,205 

1,108 

1,198 

1,192 

1,415 

13,853 

*2 

-26 

Food  group . 

345 

338 

319 

347 

335 

362 

366 

361 

376 

339 

362 

368 

361 

4,234 

*2 

GAF2,  total5 . 

286 

274 

248 

316 

355 

344 

344 

325 

359 

354 

375 

399 

592 

4,285 

44 

-52 

General  merchandise  group  3 . 

156 

154 

138 

185 

214 

202 

201 

186 

215 

200 

208 

226 

362 

2,491 

*1 

-57 

South  Atlantic  Division,  total ..... 

2,523 

2,460 

2,293 

2,646 

2,734 

2,776 

2,700 

2,637 

2,749 

2,438 

2,740 

2,775 

3,273 

32,221 

♦3 

-23 

Durable-goods  stores . 

810 

810 

769 

888 

950 

967 

936 

908 

860 

780 

975 

914 

942 

10,699 

0 

-14 

Nondurable-goods  stores . 

1,713 

1,650 

1,524 

1,758 

1,784 

1,809 

1,764 

1,729 

1,889 

1,658 

1,765 

1,861 

2,331 

21,522 

44 

-27 

GAF2,  total3 . 

481 

494 

449 

557 

597 

565 

563 

531 

615 

571 

596 

651 

1,037 

7,226 

-3 

-54 

General  merchandise  group3 . 

249 

253 

235 

307 

322 

306 

302 

281 

332 

291 

315 

351 

579 

3,874 

-2 

-57 

East  South  Central  Division,  total. 

945 

898 

853 

992 

1,039 

1,061 

1,019 

994 

1,055 

983 

1,093 

1,075 

1,248 

12,310 

+5 

-24 

Nondurable-goods  stores . 

627 

583 

551 

648 

670 

694 

648 

651 

707 

658 

698 

713 

856 

8,077 

+8 

-27 

GAF2,  total3 . 

183 

164 

158 

204 

228 

224 

209 

201 

234 

219 

236 

246 

378 

2,700 

*12 

-52 

General  merchandise  group3 . 

97 

83 

81 

109 

121 

117 

112 

108 

123 

115 

126 

135 

216 

1^446 

*17 

-55 

Vest  South  Central  Division,  total. 

1,663 

1,575 

1,539 

1,760 

1,771 

1,854 

1,804 

1,812 

1,859 

1,681 

1,835 

1,790 

2,054 

21,334 

*6 

-19 

r 

-12 

Nondurable -goods  stores . 

1,079 

1,015 

961 

1,114 

1,119 

1,150 

1,139 

1,152 

1,222 

1,094 

1,249 

1,159 

1,389 

13,663 

*6 

-22 

GAF2,  total3 . 

311 

277 

255 

312 

351 

350 

337 

333 

378 

332 

363 

380 

592 

4,253 

+12 

-47 

General  merchandise  group3 . 

142 

128 

121 

152 

.  170 

170 

165 

159 

187 

160 

176 

190 

309 

2,080 

*11 

-54 

Mountain  Division,  total . 

787 

730 

690 

833 

850 

877 

878 

944 

936 

839 

912 

902 

1,010 

10,401 

*8 

-22 

Nondurable-goods  stores . 

524 

501 

468 

566 

568 

581 

578 

596 

625 

555 

550 

566 

692 

6,846 

♦5 

-24 

GAF2,  total3 . 

135 

119 

113 

133 

147 

153 

145* 

147 

162 

148 

160 

167 

270 

1,864 

♦13 

-50 

General  merchandise  group3 . 

66 

60 

60 

72 

84 

88 

81 

80 

93 

76 

82 

91 

155 

1,022 

*10 

-57 

Pacific  Division,  total . 

2,760 

2,604 

2,433 

2,730 

2,740 

2,872 

2,833 

2,830 

2,920 

2,670 

2,942 

2,950 

3,577 

34,101 

♦6 

-23 

Durable -good a  stores . 

945 

871 

833 

940 

955 

1,007 

990 

987 

946 

867 

1,065 

975 

1,085 

11,521 

♦8 

-13 

Nondurable-goods  stores . 

1,815 

1,733 

1,600 

1,790 

1,785 

1,865 

1,843 

1,843 

1,974 

1,803 

1,877 

1,975 

2,492 

22,580 

♦5 

-27 

Food  group . 

679 

665 

623 

690 

636 

683 

658 

673 

733 

634 

655 

702 

719 

8,071 

*2 

-6 

GAF2,  total3 . 

559 

517 

474 

553 

589 

599 

5% 

581 

641 

612 

666 

708 

1,110 

7,646 

♦8 

-50 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 


1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department  store  types  of  merchandise. 
(C)  (c)  See  footnote  to  table  1. 

3  Revised  January  1963  and  June  through  November  1963. 
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Table  3.  ESTIMATED  MONTHIi  SALES  OF  RETAIL  STORES  FOR  THE  NINE  LARGEST  STATES:  JANUAOT  1963  TO  JANUART  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1964 

1963 

Total 

1963 

Percentage 

change 

January  1964 
from — 

Jan.1 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. 

1963 

Dec. 

1963 

California . 

2,166 

2,009 

1,898 

2,111 

2,113 

2,204 

2,156 

2,140 

2,192 

2,011 

2,248 

2,277 

2,783 

26,142 

+8 

-22 

Illinois . 

1,171 

1,100 

1,026 

1,203 

1,275 

1,290 

1,235 

1,193 

1,234 

1,172 

1,332 

1,386 

1,602 

15,048 

+6 

-27 

Massachusetts . 

602 

603 

535 

595 

624 

662 

636 

606 

607 

549 

607 

631 

778 

7,433 

0 

-23 

Michigan . 

856 

805 

745 

846 

909 

947 

936 

945 

953 

859 

981 

973 

1,109 

11,008 

+6 

-23 

New  Jersey . 

685 

670 

635 

744 

770 

780 

752 

749 

735 

675 

780 

782 

920 

8,992 

+  2 

-26 

New  York . 

1,923 

1,825 

1,690 

1,921 

1,996 

2,075 

1,992 

1,940 

1,997 

1,892 

2,081 

2,110 

2,493 

24,012 

+5 

-23 

Ohio . 

985 

920 

871 

1,006 

1,072 

1,100 

1,087 

1,088 

1,135 

1,074 

1,212 

1,182 

1,340 

13,087 

+7 

-26 

Pennsylvania . 

1,086 

1,050 

967 

1,157 

1,230 

1,291 

1,232 

1,213 

1,205 

1,100 

1,240 

1,264 

1,520 

14,469 

+3 

-29 

Texas . 

963 

959 

959 

1,084 

1,097 

1,149 

1,104 

1,088 

■1, 130 

1,013 

1,107 

1,074 

1,228 

12,992 

0 

-22 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  JANUARY  1963  TO  JANUARY  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Statistical  areas 

1964 

1963 

Percentage 

change 

Total 

1963 

January  1964 
from — 

Jan.1 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. 

1963 

Dec. 

1963 

Standard  Consolidated  Areas2 

Chicago,  Ill. -Northwestern  Ind. , 

total . 

817 

767 

731 

878 

915 

913 

884 

837 

869 

818 

928 

963 

1, 145 

10,648 

+7 

-29 

GftF3 . 

+4 

-56 

New  York- Northeastern  N.  J., 

total . 

1,704 

1,661 

1,550 

1,768 

1,813 

1,864 

1,778 

1,693 

1,693 

1,635 

1,838 

1,869 

2, 216 

21, 378 

+3 

-23 

GAF3 . 

415 

396 

343 

424 

463 

457 

461 

413 

445 

484 

505 

537 

813 

5,741 

+5 

-49 

Standard  Metropolitan 

Statistical  Areas2 

760 

706 

669 

808 

843 

841 

810 

765 

797 

753 

847 

894 

1,071 

9,804 

+8 

-29 

GAF3 . 

45 

-55 

r.  t 

+8 

-23 

GAF3 . . . 

^ _ _ _ _ _ r.  _ ^ 

+26 

-54 

Los  Angeles,  Calif.,  total . 

1,038 

923 

847 

947 

945 

978 

953 

965 

989 

918 

1,039 

1,064 

1,337 

111,  905 

+  12 

-22 

GAF3. . . 

New  York.  N.  Y.,  total . 

1,232 

1,195 

1,106 

1,240 

1,270 

| 1,312 

1,250 

1,204 

1,220 

1,191 

1,312 

1,345 

1,603 

1 15,  248 

+3 

-23 

GAF5 . 

C 

+4 

-47 

r.  r 

+8 

-28 

GAF5 . 

r  r  -» 

+11 

-54 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  In  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  -  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  =  1.6  to  3.0  percent 
c  =3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  CEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar  volume  estimates 

Percentage  change 
month  a  year 

from  same 
ago 

Month-to-month  percent  change 
2  consecutive  months 

===== 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

Vest 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

Vest 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable -goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

b 

Nondurable -goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furnit’Te  and  appliance  group... 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

•  C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

0 

c 

Automotive  group . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

Gasoline  service  stations . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

*  b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  CEOCRAPHIC  DIVISIONS 


Kind  of  business 

Nev 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

OAF,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Percentage  change 

frcm  same  n 

lonth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change  over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

b 

3 

b 

Nondurable-goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

X 

a 

a 

l 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations .")  2  More  than  10.5  percent.  3  More  t.h«.n  4.5  percent. 


Table  S-3.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
frcm  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

B 

a 

Table  S-4 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  frcm 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill  .-Nortlvestem  Indiana . 

B 

C 

B 

B 

a 

b 

Nev  York -Northeastern  Nev  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  HI . . . . . 

B 

C 

B 

B 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

a 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  saaple  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist¬ 
ence  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores .  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business.  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  Is  measurable. 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month- to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


Deration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value "  approximately  19  out  of  20  times .  ( The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates.) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against a  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by- 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  fran  this  report  by  subtracting 
published  (feta  fran  their  respective  totals .  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  vise  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAT  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  vised  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 

CHICAGO,  ILL.— NCRTHEASTIRN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

GARY -HAMM CND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind . 

NEW  YORK-NORTHEASTERN  NEW  JIRSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JIRSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERSON -CLIFTON -PASSAIC ,  N.  J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  lake,  McHenry,  and 
Will  counties,  Ill. 

DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES -LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties.  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 

N.  J. 


Middlesex  and  Somerset  counties,  N.  J. 

Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  February  1964 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  February  1964  were  estimated  at  $18.7 
billion,  2  percent  below  sales  for  January  1964,  but 
9  percent  higher  than  February  1963.  After  adjust¬ 
ment  for  seasonal  variations  and  trading  day  differ¬ 
ences,  but  not  for  price  changes,  February  1964  sales 
amounted  to  $21.4  billion,  5  percent  higher  than 
February  a  year  ago  and  2  percent  higher  than  Jan¬ 
uary  1964.  Adjusted  sales  of  durable-goods  stores 
in  February  1964  increased  5  percent  from  January 
1964,  and  were  8percent  above  February  1963.  Adjust¬ 
ed  sales  of  nondurable-goods  stores  were  1  percent 
higher  than  January  1964  and  4  percent  above  the 
February  1963  level. 

Based  on  adjusted  data,  sales  in  the  durable -goods 
stores  category  reflected  month-to-month  increases 
in  the  automotive  group  (+5$),  lumber,  building, 
hardware,  farm  equipment  group  (+5 $),  and  the  furni¬ 
ture  and  appliance  group  (+4$) .  In  the  nondurable- 
goods  stores  category,  month-to-month  increases  were 
reported  by  the  general  merchandise  group  (+4$), 
eating  and  drinking  places  (+2$),  and  the  apparel 
group  (+1$) .  Sales  for  the  food  group  remained  vir¬ 
tually  unchanged. 

A  comparison  of  adjusted  sales  of  durable-goods 
stores  for  February  1964  with  those  for  the  same 
month  a  year  ago  showed  an  increase  in  the  furniture 
and  appliance  group  of  11  percent;  increases  were 
also  shown  in  the  automotive  group  (+8%) ,  and  the 
lumber,  building,  hardware,  farm  equipment  group 
(+5$) .  In  the  nondurable -goods  category,  year-to- 
year  sales  increases  were  shown  for  the  general  mer¬ 
chandise  group  (+10$),  eating  and  drinking  places 
(+8$),  the  apparel  group  (+5$),  and  the  food  group 
(+2$) . 

Unadjusted  cumulative  sales  of  all  retail  stores 
for  the  first  two  months  of  1964  amounted  to  $37.8 
billion  cr  7  percent  above  the  $35.3  billion  reported 
for  the  same  period  in  1963.  On  an  adjusted  basis 
all  major  kinds-of -business  groups  showed  sales  in¬ 
creases,  with  the  furniture  and  appliance  group  re¬ 
porting  a  cumulative  sales  increase  of  10  percent, 
followed  by  the  general  merchandise  group  with  an 
increase  of  9  percent. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $14.3 
billion  in  total  accounts  receivable  balances  owed 


SALES  OF  ALL  RETAIL  STORES- 
FIRST  TWO  MONTHS  1961  THROUGH  1964 

[Not  adjusted  for  seasonal  variations  or  trading  day  differences] 


Percentage  figures  represent  percent  of  totol  sales.  bureau  of  the  census 


by  customers  as  of  February  29,  1964.  This  amount 
was  12  percent  more  than  the  $12.7  billion  reported 
as  of  February  28,  1963,  and  about  3  percent  less 
than  the  $14.6  billion  outstanding  at  the  end  of 
January  1964.  The  increase  in  total  credit  balances 
from  the  February  1963  level,  based  on  data  not  ad¬ 
justed  for  seasonal  variations,  reflected  a  15  per¬ 
cent  increase  in  installment  account  balances  and  a 
10  percent  increase  in  charge  account  balances .  Com¬ 
pared  with  January  1964,  installment  account  balances 
decreased  2  percent,  while  charge  account  balances 
decreased  3  percent. 

Total  receivable  balances  of  durable-goods  stores 
as  of  February  29,  1964  were  1  percent  lower  than 
balances  for  the  previous  month,  but  9  percent  above 
February  1963 .  Nondurable-goods  stores  reported  a  3 
percent  decrease  in  total  credit  outstanding  from 
the  January  31,  1964  toi^l,.  hLrt  a  15  percent  increase 
over  the  total  for  the  Hf  LiRlAIHI  {f  |||1ear  ago. 
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BILLIONS  OF  DOLLARS 


Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  Of  BUSINESS:  FEBRUARY  1964 
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CMllllons  of  dollars) 


Kind  of  business 

[Jan. 

Feb.1 

Feb.  | 

|  Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec.1* 

1964 

1963 

Data 

NOT  ADJUSTED  for 

seasonal  variations  or  trading  day  differences 

United  States,  total . 

19, 154 

18, 693 

17,087 

19,653 

20, 518 

21,228 

20,737 

20,540 

21,018 

19,267 

21,528 

21,494 

25,104 

37, 847 

35, 344 

Durable-goods  stores,  total . 

6,031 

6,058 

5,432 

6, 383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,  599 

6,985 

7,208 

12,089 

11,127 

Nondurable-goods  stores,  total . 

13,123 

12, 635 

11,655 

13,  270 

13, 536 

13,989 

13,693 

13,564 

14, 462 

13,268 

13,929 

14, 509 

17,896 

25,758 

24, 217 

Food  group . 

5,018 

4, 865 

4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

9,883 

9,205 

Grocery  stores  . 

4,558 

4, 415 

4,048 

4,  531 

4,223 

4,578 

4, 483 

4,502 

4,828 

4,238 

4,449 

4,689 

4,679 

8,973 

8,  351 

Meat  markets . 

133 

124 

120 

126 

123 

132 

124 

131 

132 

118 

123 

124 

133 

257 

244 

Bakery  products  stores . 

93 

92 

83 

93 

90 

90 

90 

86 

93 

91 

95 

97 

104 

185 

173 

Eating  and  drinking  places . 

1,436 

1,402 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

2,838 

2, 588 

Eating  places . 

990 

972 

859 

982 

1,027 

1,098 

1,127 

1,159 

1,202 

1,070 

1,083 

1,028 

1,054 

1,962 

1,779 

Restaurants,  cafeterias,  lunchrooms . 

831 

817 

726 

818 

839 

882 

896 

925 

972 

870 

892 

855 

883 

1,648 

1,501 

Drinking  places . 

446 

430 

395 

439 

436 

464 

465 

487 

496 

456 

473 

458 

479 

876 

809 

General  merchandise  group... . . . . 

Department  stores  and  dry  goods,  general 

1,872 

1,858 

1,627 

2,075 

2,299 

2,278 

2,  266 

2,108 

2,444 

2,275 

2,417 

2,728 

4,  399 

3,730 

3,383 

merchandise  stores . 

1,344 

1,298 

1,137 

1,498 

1,644 

1,646 

1,656 

1,512 

1,757 

1,646 

1,734 

1,956 

3,165 

2,  642 

2,397 

Department  stores . 

1,094 

1,059 

905 

1,205 

1,323 

1,325 

1,340 

1,212 

1,408 

1,340 

1,404 

1,590 

2,625 

2,153 

1,910 

Variety  stores . 

Mail  order  houses  (department  store 

289 

317 

274 

320 

384 

361 

357 

341 

390 

354 

378 

414 

793 

606 

533 

merchandise) . . . 

140 

147 

126 

153 

163 

160 

141 

148 

183 

172 

197 

248 

307 

287 

265 

Apparel  group . 

1,026 

911 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

1,937 

1,808 

Men's,  boys'  wear  stores2 . 

208 

173 

160 

186 

224 

218 

239 

200 

209 

203 

218 

254 

471 

381 

364 

Men's,  boys'  clothing,  furnishings  stores. 

202 

168 

155 

180 

216 

211 

233 

194 

203 

197 

210 

246 

462 

370 

352 

Women's  apparel,  accessory  stores3 . 

407 

371 

326 

428 

482 

460 

421 

390 

446 

448 

472 

509 

834 

778 

703 

Women's  ready-to-wear  stores . 

347 

323 

286 

382 

424 

402 

372 

342 

394 

399 

418 

446 

727 

670 

615 

Family  clothing  stores . 

187 

169 

157 

212 

247 

229 

224 

196 

238 

231 

247 

282 

472 

356 

347 

Shoe  stores . 

177 

156 

147 

205 

259 

210 

202 

179 

212 

214 

197 

202 

295 

333 

312 

Furniture  and  appliance  group . 

905 

910 

781 

838 

854 

934 

933 

965 

992 

980 

1,095 

1,077 

1,333 

1,815 

1,611 

Furniture,  home  furnishings  stores . 

584 

591 

502 

543 

574 

612 

599 

608 

651 

647 

719 

703 

790 

1,175 

1,019 

Furniture  stores . 

421 

424 

356 

387 

404 

448 

443 

455 

496 

476 

517 

50  9 

591 

845 

730 

Household  appliance,  TV,  radio  stores . 

321 

319 

279 

295 

280 

322 

334 

357 

341 

333 

376 

374 

543 

640 

592 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equipment 

228 

228 

201 

211 

206 

240 

252 

271 

256 

247 

273 

270 

393 

456 

429 

group . 

936 

947 

886 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

1,883 

1,807 

Lumber  yards,  building  materials  dealers4... 

536 

534 

493 

604 

748 

828 

819 

876 

911 

842 

897 

771 

608 

1,070 

1,013 

Lumber  yards . 

355 

359 

324 

398 

498 

551 

555 

600 

632 

582 

608 

515 

396 

71/, 

671 

Hardware  stores . 

176 

169 

156 

191 

229 

240 

231 

224 

227 

213 

222 

231 

308 

345 

331 

Automotive  group . 

3,677 

3,659 

3,309 

3,926 

4,  262 

4,  301 

4,126 

4,003 

3,529 

2,990 

4,  387 

3,949 

3,690 

7,  336 

6,796 

Passenger  car,  other  automotive  dealers . 

3,488 

3,481 

3, 148 

3,732 

4,033 

4,060 

3,865 

3,746 

3, 288 

2,779 

4,148 

3, 712 

3,377 

6,969 

6,457 

Passenger  car  dealers5 . 

3,404 

3,393 

3,043 

3,608 

3,871 

3,905 

3,715 

3,608 

3,151 

2,677 

4,042 

3,  612 

3,291 

6, 797 

6,258 

Passenger  car  dealers  (franchised) . 

3, 116 

3,105 

2,753 

3,290 

3,  546 

3,  570 

3,404 

3,313 

2,  883 

2,402 

3,745 

3, 33C 

3,054 

6,221 

5,674 

Tire,  battery,  accessory  dealers . 

189 

178 

161 

194 

229 

241 

261 

257 

241 

211 

239 

237 

313 

367 

339 

Gasoline  service  stations . 

1,566 

1,473 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

3,039 

2,935 

Drug  and  proprietary  stores . 

671 

659 

641 

667 

652 

676 

664 

660 

680 

647 

667 

666 

906 

1,330 

1,290 

Drug  stores . 

652 

639 

623 

647 

632 

655 

640 

636 

655 

622 

643 

643 

871 

1,291 

1,253 

Liquor  stores . 

433 

426 

386 

427 

429 

458 

450 

474 

489 

437 

466 

510 

724 

859 

795 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . * . 

21,030 

21,440 

20, 374 

20, 350 

20,  276 

20, 200 

20,486 

20,719 

20,  666 

20,426 

20,716 

20,558 

21,019 

42,440 

40,761 

Durable-goods  stores,  total . 

6, 855 

7,183 

6,  624 

6,  576 

6,646 

6,512 

6,630 

6,773 

6,562 

6,606 

6,941 

6,734 

6,  831 

14,038 

13, 248 

Nondurable-goods  stores,  total . 

14, 145 

14,257 

13,750 

13,774 

13, 630 

13,688 

13,856 

13,946 

14, 104 

13,820 

13,775 

13, 824 

14,188 

28,402 

27, 513 

Food  group . 

5,031 

5,007 

4,  894 

4,  853 

4,864 

4,  890 

4,923 

5,030 

4,996 

4,897 

4,943 

4,973 

4,991 

10,038 

9,818 

Grocery  stores  . 

4, 548 

4, 533 

4,433 

4,399 

4,400 

4,414 

4,456 

4,540 

4,527 

4,441 

4,484 

4,512 

4,523 

9,081 

8,896 

Eating  and  drinking  places ........... _ 

1,580 

1,611 

1,496 

1,507 

1,  518 

1,504 

1,511 

1,497 

1,519 

1,470 

1,  53C 

1,506 

1,528 

3, 191 

2,976 

General  merchandise  group . 

2,481 

2,568 

2,  332 

2,409 

2,301 

2, 322 

2,409 

2,415 

2,475 

2,  39 C 

2, 30- 

2, 355 

2,474 

5,049 

4, 656 

Department  stores . 

1,464 

1,523 

1,349 

1,417 

1,330 

1,353 

1,414 

1,403 

1,452 

1,386 

1,321 

1,355 

1,457 

2,987 

2,687 

Variety  stores . 

410 

413 

376 

378 

377 

380 

389 

385 

387 

386 

39C 

381 

397 

823 

749 

Mail  order  houses  (department  store  mdse.).. 

181 

198 

169 

173 

171 

163 

174 

185 

189 

181 

17: 

18: 

184 

379 

348 

Apparel  group . 

1,250 

1,268 

1,209 

1,207 

1,166 

1,156 

1,179 

1,214 

1,259 

1,204 

1,1 5( 

1,186 

1,250 

2,518 

2,431 

Men's,  boys'  wear  stores  . 

231 

242 

234 

233 

233 

221 

222 

239 

247 

236 

21' 

224 

239 

473 

465 

Women's  apparel,  accessory  stores . 

497 

499 

460 

462 

443 

447 

471 

475 

480 

46! 

451 

46: 

482 

996 

921 

Shoe  stores . 

220 

214 

215 

219 

203 

203 

199 

202 

209 

196 

196 

205 

222 

434 

426 

Furniture  and  appliance  group . 

1,019 

1,061 

953 

940 

945 

938 

935 

979 

939 

985 

1,026 

986 

1,021 

2,080 

1,891 

Furniture,  home  furnishings  stores . 

671 

696 

616 

607 

617 

598 

611 

613 

611 

646 

666 

64C 

637 

1,367 

1,215 

Household  appliance,  TV,  radio  stores . 

348 

365 

337 

333 

328 

340 

324 

366 

328 

337 

362 

346 

384 

713 

676 

Lumber,  building,  hardware,  farm  equipment 
group . 

1,26? 

1,335 

1,273 

1,289 

1,290 

1,238 

1,263 

1,262 

1,299 

1,316 

1,  356 

1,381 

1,289 

2,604 

2,551 

Lumber  yards,  building  materials  dealers"... 

730 

767 

718 

722 

736 

738 

75C 

746 

771 

761 

764 

754 

716 

1,497 

1,439 

Hardware  stores . 

219 

231 

221 

220 

221 

202 

212 

212 

221 

214 

222 

24C 

236 

450 

446 

Automotive  group . 

3,951 

4,133 

3,820 

3,764 

3,824 

3,740 

3,843 

3,94C 

3,733 

3,717 

3,98C 

3,791 

3,935 

8,084 

7,674 

Passenger  car,  other  automotive  dealers . 

3,711 

3,898 

3,598 

3,544 

3,  6C2 

3,515 

3,607 

3,709 

3,512 

3, 49 4 

3,746 

3,556 

3,685 

7,609 

7,222 

Tire,  battery,  accessory  dealers . 

240 

235 

222 

220 

222 

225 

236 

231 

221 

222 

232 

23! 

250 

475 

452 

Gasoline  service  stations . 

1,638 

1,634 

1,611 

1,618 

1,594 

1,581 

1,584 

1,602 

1,612 

1,60! 

1,616 

1,636 

1,681 

3,272 

3,238 

Drug  and  proprietary  stores . 

694 

669 

683 

678 

677 

678 

674 

67  A 

681 

686 

68: 

677 

694 

1,363 

1,353 

Liquor  stores . 

471 

481 

457 

458 

471 

469 

47! 

4S1 

476 

46< 

476 

47: 

483 

952 

913 

Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  United  States  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 
r  Revised  -  As  a  result  of  the  revisions  for  December  1963,  the  1963  annual  total  for  all  kinds  of  business  combined  is  revised  from  246,312  to  246,435. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  FEBRUARY  1964 


Percentage  changes  in  sales — 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

Feb.  1964 
from — 

2  mos . 
1964 

Kind  of  business 

Feb.  1964 
from — 

2  mos. 
1964 

Feb. 

1963 

Jan. 

1964 

from 

2  mos. 
1963 

Feb. 

1963 

Jan. 

1964 

from 

2  mos. 
1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+9 

-2 

+7 

Durable-goods  stores,  total . 

+12 

0 

+9 

Nondurable -goods  stores,  total . 

+9 

-4 

+6 

+9 

Grocery  stores . 

+9 

-3 

+7 

Meat  markets . 

+3 

-7 

+5 

Fruit  stores,  vegetable  markets* . 

+25 

-3 

+22 

Candy,  nut,  confectionery  stores* . 

-2 

+12 

-1 

Bakery  products  stores . 

+11 

-1 

+7 

Delicatessen  stores* . , . 

0 

-4 

0 

Eating  and  drinking  places . 

+12 

-2 

+10 

Eating  places . 

+13 

-2 

+10 

Restaurants,  cafeterias,  lunchrooms . 

+13 

-2 

+10 

Drinking  places . 

+9 

-4 

+8 

General  merchandise  group . 

+14 

-1 

+10 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

+14 

-3 

+10 

Department  stores . 

+17 

-3 

+13 

Variety  stores . 

+16 

+10 

+14 

Mail  order  houses  (department  store 

merchandise) . 

+17 

,  +5 

+8 

Apparel  group . 

+10 

-11 

+7 

Men’s,  boys'  clothing,  furnishings  stores . 

+8 

-17 

+5 

Men's,  boys'  clothing  stores* . 

+9 

+17 

+6 

Men's,  boys'  furnishings  stores* . 

+7 

-18 

+5 

Women's  ready-to-wear  stores . 

+13 

-7 

+9 

Family  clothing  stores . 

+8 

-10 

+3 

Women's  apparel,  accessory,  specialty  stores*.. 

NA 

-20 

NA 

Shoe  stores . 

+6 

-12 

+7 

Furniture  and  appliance  group . 

+17 

+1 

+13 

Furniture  stores . 

+19 

+1 

+16 

Floor  coverings  stores* . 

+32 

0 

+34 

Household  appliance,  TV,  radio  stores . 

+14 

-1 

+8 

Household  appliance  stores . 

+13 

0 

+6 

TV,  radio  stores* . 

+15 

-2 

+12 

Lumber,  building,  hardware,  farm  equipment 

+7 

+1 

+4 

Lumber,  building  materials  dealers . 

+8 

0 

+6 

Lumber  yards . 

+11 

+1 

+6 

Paint,  glass,  wallpaper  stores* . 

+11 

+11 

+14 

Heating  and  plumbing  equipment  dealers* . 

+10 

-16 

+19 

Hardware  stores . 

+8 

-4 

+4 

Farm  equipment  dealers* . 

+3 

+10 

+1 

Automotive  group . 

+11 

0 

+8 

Passenger  car  dealers . 

+12 

0 

+9 

Passenger  car  dealers  (franchised) . 

+13 

0 

+10 

Tire,  battery,  accessory  dealers . 

+11 

-6 

+8 

Gasoline  service  stations . 

+6 

-6 

+4 

Fuel  fuel  oil  dealers* . 

-5 

-9 

-8 

Fuel  dealers,  except  fuel  oil* . 

-7 

-9 

-9 

Fuel  oil  dealers* . 

-3 

-9 

-7 

Drug  and  proprietary  stores . 

-•3 

-2 

+3 

Drug  stores . 

+3 

-2 

+3 

Liquor  stores . 

+10 

-2 

+8 

Jewelry  stores* . 

-3 

-3 

-2 

+7 

+31 

+10 

+32 

Book  stores* . 

+24 

Stationery  stores* . 

-7 

-7 

-5 

Music  stores* . 

+30 

+18 

+12 

Camera,  photographic  supply  stores* . 

+20 

-9 

+17 

Optical  goods  stores* . 

+29 

0 

+20 

Typewriter  stores* . 

-19 

-19 

-12 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+5 

+2 

+4 

Durable-goods  stores,  total . 

+8 

+5 

+6 

Nondurable -goods  stores,  total . 

+4 

+1 

+3 

Food  group . 

+2 

0 

+2 

Grocery  stores . 

+2 

0 

+2 

Eating  and  drinking  places . 

+8 

+2 

+7 

General  merchandise  group . 

+10 

+4 

+9 

Department  stores . . . 

+13 

+4 

+11 

Variety  stores . 

+10 

+1 

+10 

Mail  order  houses  (department  store 

merchandise) . 

+17 

+9 

+9 

Apparel  group . 

+5 

+1 

+4 

Men's,  boys'  wear  stores . 

+3 

+5 

+2 

Women '8  apparel,  accessory  stores . 

+8 

0 

+8 

Shoe  stores . 

0 

-3 

+2 

Furniture  and  appliance  group . 

+11 

+4 

+10 

Furniture,  home  furnishings  stores . 

+13 

44 

+13 

Household  appliance,  TV,  radio  stores . 

+8 

+5 

+5 

Lumber,  building,  hardware,  farm  equipment 

+5 

+5 

+2 

Lumber,  building  materials  dealers . 

+7 

+5 

44 

Hardware  stores . 

+5 

+5 

+1 

Automotive  group . 

+8 

+5 

+5 

Passenger  car  and  other  automotive  dealers.... 

+8 

+5 

+5 

Tire,  battery,  accessory  dealers . 

+6 

-2 

+5 

Gasoline  service  stations . 

+1 

0 

+1 

Drug  and  proprietary  stores . 

-2 

-4 

+1 

Liquor  stores . 

+5 

+2 

44 

*  See  Explanatory  Materials,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 


NA  Not  available . 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRM!  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  FEBRUARY  1964 


(Millions  of  dollars) 


1964 

1963 

Total 

2  months 

|  Jan. 

Feb. 

Feb.  | 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

r4,478 

4,330 

3,826 

4,571 

4,651 

4,849 

4,767 

4,601 

5,107 

4,611 

4,915 

5,364 

6,943 

3,808 

7,901 

310 

315 

272 

324 

355 

384 

385 

388 

389 

365 

412 

411 

501 

625 

555 

Nondurable-goods  stores,  total . 

4,168 

4,015 

3,554 

4,247 

4,  296 

4,465 

4,382 

4, 213 

4,718 

4,246 

4,503 

4,953 

6,442 

8,183 

’,346 

2,139 

2,035 

1,842 

2,119 

1, 920 

2, 123 

2,006 

1,974 

2, 193 

1,877 

2,018 

2, 192 

2, 142 

4,174 

3,793 

Grocery  stores.1 . 

2,086 

1,982 

1,790 

2,067 

1,862 

2,063 

1,950 

1,915 

2, 137 

1,825 

1, 965 

2, 140 

2,081 

4,068 

3,687 

Eating  and  drinking  places . 

102 

100 

89 

102 

102 

107 

108 

111 

115 

107 

109 

105 

107 

202 

180 

General  merchandise  group . 

rl,262 

1,246 

1,035 

1,329 

1,504 

1,491 

1,516 

1,415 

1,641 

1,526 

1,615 

1,843 

2,995 

2,509 

2,155 

Department  stores  and  dry  goods,  general 

r  909 

871 

711 

956 

1,066 

1,070 

1,106 

1,011 

1, 176 

1,105 

1,149 

1,307 

2,113 

1,780 

1,500 

Department  stores . 

r  790 

763 

621 

835 

929 

935 

965 

879 

1,015 

961 

1,000 

1, 137 

1,850 

1,553 

1,307 

Variety  stores . 

216 

238 

204 

241 

294 

276 

276 

263 

301 

272 

292 

321 

611 

454 

395 

Auparel  group . 

247 

228 

202 

283 

353 

315 

307 

263 

310 

309 

311 

348 

567 

475 

434 

Men's,  boys'  wear  stores? . 

26 

22 

19 

25 

29 

29 

30 

25 

25 

25 

30 

34 

60 

48 

43 

Women's  apparel,  accessory  stores? . 

97 

95 

82 

116 

141 

135 

130 

115 

138 

128 

131 

152 

246 

192 

175 

Women's  ready-to-wear  stores . 

89 

88 

76 

107 

129 

124 

120 

106 

128 

118 

120 

141 

226 

177 

162 

Shoe  stores . 

73 

66 

64 

87 

113 

90 

87 

71 

84 

93 

83 

83 

133 

139 

134 

Furniture  and  appliance  group . 

78 

83 

71 

85 

83 

91 

92 

91 

98 

94 

102 

108 

128 

161 

143 

Tire,  battery,  accessory  dealers . 

75 

72 

62 

77 

92 

97 

103 

102 

94 

83 

93 

94 

132 

147 

131 

Drug  and  proprietary  stores . 

140 

138 

123 

135 

134 

138 

141 

138 

143 

135 

138 

143 

226 

278 

257 

Liquor  stores . 

91 

93 

84 

96 

93 

100 

95 

99 

105 

92 

102 

111 

171  . 

184 

169 

Data 

ADJUSTED 

for  seasonal  variations 

and  trading  day  differences 

United  States,  total . 

r  5,089 

5,111 

4,737 

4,778 

4,705 

4,730 

4, 848 

4,914 

4,983 

4,871 

4,809 

4,922 

5,043 

10,200 

9,488 

Grocery  stores . 

2,041 

2,018 

1,952 

1,940 

1,946 

1,955 

1,964 

1,992 

2,007 

1,970 

1,993 

2,015 

2,017 

4,059 

3,917 

Eating  and  drinking  places . 

111 

110 

102 

104 

103 

104 

104 

105 

107 

105 

107 

105 

106 

221 

201 

r 1,698 

1,743 

1,513 

1,569 

1,503 

1,512 

1,593 

1,604 

1,646 

1,605 

1,523 

1,600 

1,674 

3,441 

3,024 

r 1,057 

1,090 

927 

972 

922 

939 

990 

995 

1,035 

1,000 

932 

993 

1,050 

2,147 

1,848 

Variety  stores . 

318 

318 

288 

294 

287 

285 

297 

295 

294 

297 

298 

296 

305 

636 

576 

Apparel  group . 

336 

337 

311 

311 

309 

309 

311 

324 

341 

316 

298 

310 

326 

673 

628 

Men's,  boys'  wear  stores.2 . 

31 

33 

29 

29 

29 

29 

28 

33 

33 

31 

29 

27 

29 

64 

58 

Women's  apparel,  accessory  stores? . 

139 

14C 

126 

131 

126 

131 

136 

141 

147 

132 

125 

135 

137 

279 

259 

Shoe  stores . 

94 

90 

94 

92 

89 

85 

83 

82 

90 

87 

84 

83 

92 

184 

186 

Tire,  battery,  accessory  dealers . 

99 

98 

88 

89 

90 

88 

93 

92 

88 

89 

91 

92 

99 

197 

180 

Drug  and  proprietary  stores . . 

152 

148 

143 

140 

139 

143 

144 

145 

150 

147 

146 

144 

147 

300 

283 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  February  1964  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending 
February  8  =  468;  February  15  =  463;  February  22  =  464;  February  29  =  470. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers, 
r  Revised. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  FEBRUARY  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1964 

1963 

Total 

2  months 

|  Jan. 

Feb.  1 

Feb.  ] 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1964 

1963 

United  States,  total . 

5,328 

5,160 

4,592 

5,469 

5,574 

5,776 

5,685 

5,518 

6,094 

5,546 

5,947 

6,411 

8,239 

10,488 

9,493 

Food  group . 

2,413 

2,298 

2,087 

2, 383 

2,166 

2,  385 

2,261 

2, 262 

2,497 

2, 150 

2,294 

2,477 

2,431 

4,711 

4,298 

Grocery  stores . 

2,334 

2,220 

2,016 

2, 309 

2,086 

2,302 

2, 184 

2,179 

2,417 

2,074 

2,217 

2,401 

2,343 

4,554 

4,154 

Eating  and  drinking  places . 

148 

144 

129 

147 

148 

156 

162 

164 

170 

159 

166 

165 

163 

292 

264 

General  merchandise  group . 

1,372 

1,357 

1, 148 

1,476 

1,660 

1,643 

1,669 

1,550 

1,799 

1,672 

1,773 

2,C19 

3,275 

2,729 

2,383 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

1,006 

966 

795 

1,070 

1,189 

1, 1% 

1,237 

1, 126 

1,312 

1,231 

1,285 

1,455 

2,349 

1,972 

1,672 

Department  stores . 

861 

833 

682 

919 

1,018 

1,024 

1,058 

957 

1, 105 

1,051 

1,095 

1,244 

2,029 

1,694 

1,432 

Drug  and  proprietary  stores . 

165 

163 

154 

162 

160 

167 

169 

167 

176 

165 

168 

172 

266 

328 

310 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  FEBRUARY  1964 
(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Percentage  change  in  sales 


Area 

February  1964  from — 

2  mos.  1964 
from 

2  mos.  1963 

Area 

February  1964  from-- 

February 

1963 

January 

1964 

February 

1963 

January 

1964 

STANDARD  METROPOLITAN  AREA 

New  York-Northeastern  New  Jersey* 1 . . . 

+  18 

-5 

New  York  City . 

+  18 

-8 

Newark,  N.  J . 

+  13 

+4 

+  16 

+5 

+  12 

+  24 

-4 

-2 

NA 

-5 

+12 

-4 

Asheville,  N.  C . 

+10 

-2 

+6 

+  26 

-2 

+  16 

+9 

0 

+  26 

-5 

+14 

+8 

0 

Philadelphia,  Pa . 

+2 

+  3 

Phoenix,  Ariz . 

NA 

NA 

+  21 

-1 

+19 

+  22 

Baton  Rouge,  La . 

0 

+3 

+4 

-2 

+5 

-5 

+3 

-5 

+14 

+3 

+8 

+  10 

-9 

+12 

-12 

+5 

+  18 

-4 

Rochester,  N.  Y . 

+  11 

-8 

Sacramento,  Calif . 

+  20 

0 

Buffalo,  N.  Y . 

+  17 

-3 

+12 

+6 

-10 

+10 

-5 

+12 

-9 

+10 

+13 

+  16 

NA 

San  Diego,  Calif . 

+11 

-8 

+  19 

0 

+1 

-16 

+12 

-10 

+8 

-13 

+  20 

+  15 

+2 

Springfield,  Mo . 

+  15 

+4 

+  5 

-8 

-5 

+10 

-1 

Erie,  Pa . 

+15 

-8 

+12 

Toledo,  Ohio . 

+  16 

-4 

+  11 

-2 

Flint,  Mich . 

+10 

-5 

+13 

Utica- Rome,  N.  Y . 

+  38 

-2 

+  17 

0 

Grand  Rapids,  Mich . 

+6 

-12 

+11 

Washington,  D.  C . 

+21 

+2 

Wheeling,  W.  Va . 

+9 

+6 

+  10 

-3 

+9 

-5 

+17 

+  9 

Kansas  City,  Mo . 

+14 

-4 

+13 

Knoxville,  Tenn . 

+  19 

-9 

+  12 

CITIES 

+17 

-4 

+13 

-12 

+  20 

+5 

+18 

+  13 

-10 

+11 

+  22 

+2 

+  20 

+20 

-6 

+  11 

-12 

+  11 

-6 

+  11 

+  13 

+8 

+  19 

+  1 

+  16 

+  19 

-8 

+15 

-4 

+9 

+  29 

+  12 

Mobile,  Ala . 

+  8 

-5 

+5 

+10 

-15 

New  Orleans,  La . 

+  15 

-10 

+13 

Springfield,  Mass . 

NA 

NA 

Percentage  change  in  sales 


2  mos .  1964 
from 

2  mos.  1963 


+  12 
+  12 
+8 
+  13 
+10 

+8 
+8 
+8 
NA 
+  14 

+5 

+11 

+11 

+9 

+17 

+4 

+6 

+8 

+14 

+7 

+11 

-2 

+5 

+8 

+2 

+  12 
+8 
+  8 
+1 
+10 

+13 

+13 

+8 

+33 

+14 

+13 
+7 
+9 
+  10 
+  13 


+4 
+  10 
+6 
+  15 
-4 


+14 
+  12 
+  21 
+3 
NA 


NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Mote:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication. 

revision. 


Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to 
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Table  6.  ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— UNITED  STATES,  BY  KIND  OF  BUSINESS:  FEBRUARY  1964 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1964 

1963 

Percentage 

change, 

Feb.  1964 
from — 

Kind  of  business 

Jan. 

Feb.' 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Feb. 

1963 

Jan. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

14, 628 

14,260 

12,700 

12,912 

13, 352 

13, 634 

13,799 

13,781 

14,016 

13,990 

14, 269 

14,  361 

15,484 

♦12 

-3 

Durable-goods  stores,  total . 

6,259 

6, 177 

5,685 

5,799 

5,965 

6,160 

6, 339 

6, 457 

6,559 

6,532 

6,559 

6,456 

6, 626 

+9 

-1 

Nondurable -goods  stores,  total . 

8,369 

8,083 

7,015 

7,113 

7,387 

7,474 

7,460 

7,324 

7,457 

7,458 

7,681 

7,905 

8,858 

♦15 

-3 

Food  group . 

352 

349 

320 

332 

326 

342 

341 

349 

364 

355 

353 

348 

354 

+9 

-1 

Grocery  stores . 

288 

284 

270 

276 

272 

291 

292 

298 

305 

300 

293 

289 

293 

♦5 

-1 

Eating  and  drinking  places . 

84 

90 

81 

80 

76 

74 

78 

71 

74 

60 

70 

84 

89 

♦11 

♦7 

General  merchandise  group . 

4,943 

4,726 

3,994 

4,031 

4,144 

4, 228 

4,325 

4, 287 

4,  371 

4,452 

4, 592 

4,762 

5,423 

♦18 

-4 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

3,788 

3,593 

3,043 

3,065 

3,166 

3,227 

3, 288 

3,274 

3,  336 

3,381 

3, 521 

3,641 

4,164 

+18 

-5 

Department  stores . 

3,385 

3, 177 

2,  685 

2,695 

2,788 

2,  853 

2,914 

2,904 

2,971 

3,000 

3,124 

3,240 

3,730 

+18 

-6 

Mail  order  houses  (department  store  mdse.)... 

972 

959 

791 

805 

812 

836 

868 

846 

868 

899 

918 

952 

1,062 

+21 

-1 

Apparel  group . 

1,062 

968 

913 

932 

950 

892 

879 

837 

855 

898 

941 

953 

1,186 

+6 

-9 

Women's  ready-to-wear  stores . 

454 

420 

414 

438 

448 

418 

400 

371 

379 

406 

422 

421 

512 

+1 

-7 

Furniture  and  appliance  group . 

2,199 

2,174 

2,009 

1,984 

1,985 

2,067 

2,031 

2,005 

2,026 

2,035 

2,042 

2,061 

2,278 

+8 

-1 

Furniture,  home  furnishings  stores . 

1,675 

1,662 

1,529 

1,512 

1,503 

1,575 

1,543 

1,528 

1,555 

1,573 

1,565 

1,551 

1,716 

+9 

-1 

Furniture  stores . 

1,511 

1,499 

1,392 

1,387 

1,366 

1,446 

1,426 

1,401 

1,433 

1,426 

1,419 

1,394 

1,532 

+8 

-1 

Household  appliance,  TV,  radio  stores . 

523 

512 

479 

472 

482 

492 

488 

477 

471 

462 

477 

510 

562 

+7 

-2 

Household  appliance  dealers . 

461 

451 

419 

416 

413 

428 

434 

429 

413 

403 

413 

446 

490 

+8 

-2 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,662 

1,633 

1,587 

1,634 

1,769 

1,854 

1,925 

2,050 

2,117 

2,076 

2,097 

1,932 

1,778 

+3 

-2 

Lumber  yards,  building  materials  dealers2.... 

1,216 

1,188 

1,136 

1,125 

1,231 

1,283 

1,345 

1,445 

1,510 

1,498 

1,520 

1,441 

1,300 

+5 

-2 

Lumber  yards . 

883 

866 

852 

836 

917 

962 

1,014 

1,098 

1,134 

1,104 

1,114 

1,046 

948 

+2 

-2 

Automotive  group . . 

1,481 

1,484 

1,276 

1,349 

1,401 

1,408 

1,456 

1,510 

1,462 

1,457 

1,514 

1,538 

1,560 

+16 

0 

Passenger  car  dealers3 . 

992 

1,005 

834 

897 

947 

936 

943 

1,011 

944 

974 

1,020 

1,028 

1,048 

+21 

+1 

Passenger  car  dealers  (franchised) . 

914 

933 

775 

830 

867 

861 

869 

910 

878 

880 

952 

957 

980 

+20 

+2 

Tire,  battery,  accessory  dealers . 

462 

452 

412 

422 

429 

442 

479 

500 

485 

483 

461 

482 

479 

+10 

-2 

Gasoline  service  stations . 

451 

439 

419 

436 

460 

472 

471 

448 

456 

452 

467 

469 

442 

+5 

-3 

Other  retail  stores . 

2,394 

2,397 

2, 101 

2,134 

2,241 

2,297 

2,293 

2,224 

2,291 

2, 205 

2, 193 

2,214 

2,  374 

+14 

0 

CHARGE  ACCOUNTS 

United  States,  total . 

7,409 

7,215 

6,586 

6,  658 

7,032 

7, 202 

7,147 

7,157 

7, 264 

7,178 

7,381 

7,  381 

7,826 

+10 

-3 

Durable -goods  stores,  total . 

3,337 

3,  267 

2,960 

3,038 

3,  246 

3,390 

3,478 

3,594 

3,669 

3,654 

3,774 

3,  658 

3,622 

+10 

-2 

Nondurable -goods  stores,  total . 

4,072 

3,948 

3,626 

3, 620 

3,786 

3, 812 

3,669 

3,  563 

3,595 

3,  524 

3,607 

3,723 

4,204 

+9 

-3 

Food  group . . . 

341 

338 

312 

325 

319 

331 

329 

339 

349 

337 

340 

336 

342 

+8 

-1 

General  merchandise  group . 

1,039 

958 

928 

873 

890 

918 

885 

846 

839 

855 

857 

910 

1,160 

+3 

-8 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

950 

874 

838 

782 

793 

821 

781 

745 

740 

750 

768 

819 

1,065 

♦4 

-8 

Department  stores . 

844 

775 

715 

662 

673 

705 

684 

652 

647 

656 

661 

710 

950 

+8 

-8 

Apparel  group . 

748 

674 

651 

664 

682 

632 

617 

596 

609 

648 

681 

697 

873 

+4 

-10 

Furniture  and  appliance  group . 

667 

653 

608 

591 

610 

629 

631 

612 

630 

626 

652 

677 

760 

+7 

-2 

Furniture,  home  furnishing  stores . 

486 

471 

454 

440 

461 

483 

475 

464 

480 

484 

490 

498 

562 

+4 

-3 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,496 

1,451 

1,402 

1,439 

1,580 

1,655 

1.73C 

1,84! 

1,912 

1,876 

1,914 

1,761 

1,606 

+3 

-3 

Lumber  yards,  building  materials  dealers2.... 

1,166 

1,137 

1,068 

1,062 

1,173 

1,221 

1,286 

1,38! 

1,448 

1,437 

1,460 

1,386 

1,246 

♦6 

-2 

Lumber  yards . 

843 

831 

798 

787 

873 

915 

96f 

1,051 

1,089 

1,061 

1,073 

1,009 

911 

♦4 

-2 

Automotive  group . 

882 

889 

713 

754 

795 

817 

81 1 

844 

809 

818 

885 

884 

902 

+25 

+1 

Passenger  car  dealers  (franchised) . 

641 

658 

516 

548 

581 

579 

572 

594 

572 

577 

632 

638 

662 

♦28 

+3 

Gasoline  service  stations . 

439 

429 

410 

427 

451 

463 

461 

436 

44^ 

441 

455 

455 

429 

♦5 

-2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

7,  219 

7,045 

6,114 

6,254 

6,  320 

6,432 

6,652 

6,624 

6,752 

6,812 

6, 888 

6,980 

7,658 

+15 

-2 

Durable -goods  stores,  total . 

2,922 

2,910 

2,725 

2,761 

2,719 

2,770 

2,861 

2,86: 

2,890 

2,878 

2, 814 

2,798 

3,004 

♦7 

0 

Nondurable-goods  stores,  total . 

4,  297 

4,135 

3,389 

3,493 

3,601 

3,662 

3,791 

3,761 

3,862 

3,934 

4,074 

4, 182 

4,654 

+22 

-4 

General  merchandise  group . 

3,904 

3,768 

3,066 

3,158 

3,254 

3,310 

3, 44C 

3,441 

3,532 

3,  597 

3,735 

3,852 

4,263 

+23 

-3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2, 838 

2,719 

2,205 

2,283 

2,  373 

2,406 

2,507 

2,  527 

2,596 

2,631 

2,753 

2,822 

3,099 

♦23 

-4 

Department  stores . 

2,  541 

2,402 

1,970 

2,033 

2,115 

2,148 

2,2X 

2,  252 

2,324 

2,344 

2,463 

2,530 

2,780 

♦22 

-5 

Apparel  group . 

314 

294 

262 

268 

268 

260 

262 

237 

246 

250 

260 

256 

313 

+12 

-6 

Furniture  and  appliance  group . 

1,532 

1,521 

1,401 

1,393 

1,375 

1,438 

1,40C 

1,  39: 

1,396 

1,409 

1,390 

1,  384 

1,518 

♦9 

-1 

Furniture,  home  furnishings  stores . 

1,189 

1,191 

1,075 

1,072 

1,042 

1,092 

1,06* 

1,064 

1,075 

1,089 

1,075 

1,053 

1,154 

+11 

0 

Household  appliance,  TV,  radio  stores . 

343 

330 

326 

321 

333 

346 

332 

327 

321 

320 

315 

331 

364 

+1 

-4 

Lumber,  building,  hardware,  farm  equip,  group.. 

166 

182 

185 

195 

189 

199 

19! 

20! 

205 

200 

183 

171 

172 

-2 

♦14 

Automotive  group . 

599 

595 

563 

595 

606 

591 

64! 

666 

653 

639 

629 

654 

658 

-1 

Tire,  battery,  accessory  dealers . 

267 

266 

254 

257 

2  58 

249 

28* 

297 

296 

290 

255 

276 

282 

♦5 

0 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  comnercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to- month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  Include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 


Table  7.  ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  FEBRUARY  3964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 

change, 

Feb.  1964 
from — 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Feb. 

1963 

Jan. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,207 

5,006 

4,198 

4,267 

4,  377 

4,468 

4,606 

4,605 

4,789 

4,846 

4,923 

5,072 

5,591 

+  19 

-4 

Durable-goods  stores,  total . 

1,180 

1,149 

1,088 

1,100 

1,103 

1,112 

1,150 

1,161 

1,218 

1,211 

1,172 

1,186 

1,222 

+6 

-3 

Nondurable-goods  stores,  total . 

4,027 

3,857 

3, 11C 

3,167 

3,274 

3,356 

3,456 

3,444 

3,571 

3,635 

3,751 

3,886 

4,369 

+  24 

-4 

General  merchandise  group . 

3,587 

3,431 

2,733 

2,778 

2,873 

2,953 

3,058 

3,065 

3,187 

3,255 

3,365 

3,488 

3,904 

+  26 

-4 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,318 

2,678 

2,140 

2,177 

2,266 

2,321 

2,401 

2,405 

2,  508 

2,552 

2, 654 

2,744 

3,095 

+25 

-5 

Department  stores . 

2,524 

2,364 

1,915 

1, 949 

2,028 

2,077 

2,149 

2,153 

2,256 

2,280 

2,375 

2,455 

2,779 

+  23 

-6 

Apparel  group . 

264 

245 

216 

224 

230 

224 

227 

215 

215 

223 

229 

235 

294 

+  13 

-7 

Furniture  and  appliance  group . 

365 

363 

334 

336 

335 

332 

332 

332 

329 

334 

339 

349 

375 

+  9 

-1 

Tire,  battery,  accessory  dealers . 

270 

268 

259 

257 

264 

268 

299 

307 

306 

301 

266 

282 

288 

+  3 

-1 

CHARGE  ACCOUNTS 

United  States,  total . 

1,055 

984 

887 

870 

888 

923 

928 

906 

955 

957 

954 

975 

1,116 

+  11 

-7 

Durable-goods  stores,  total . 

309 

289 

267 

271 

280 

296 

315 

321 

369 

363 

357 

350 

331 

+8 

-6 

Nondurable-goods  stores,  total . 

746 

695 

62C 

599 

608 

627 

613 

585 

586 

594 

597 

625 

785 

+  12 

-7 

General  merchandise  group . 

457 

413 

371 

341 

341 

359 

352 

330 

338 

350 

346 

368 

489 

+  11 

-10 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

413 

373 

336 

306 

306 

323 

310 

289 

295 

306 

306 

329 

449 

+  11 

-10 

Department  stores . 

383 

345 

306 

278 

278 

296 

284 

266 

274 

283 

284 

302 

418 

+  13 

-10 

Apparel  group . 

125 

114 

99 

103 

1C8 

105 

106 

107 

99 

105 

108 

107 

138 

+  15 

-9 

Furniture  and  appliance  group . 

41 

42 

41 

41 

40 

37 

39 

37 

37 

37 

39 

40 

43 

+  2 

+2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,152 

4,022 

3,311 

3,397 

3,489 

3,545 

3,678 

3,699 

3,834 

3,889 

3,969 

4,097 

4,475 

+  21 

-3 

Durable-goods  stores,  total . 

871 

860 

821 

82 9 

823 

816 

835 

840 

849 

848 

815 

836 

891 

+  5 

-1 

Nondurable -goods  stores ,  total . . 

3,  281 

3,162 

2,490 

2,568 

2,666 

2,729 

2,843 

2,859 

2,985 

3,041 

3,154 

3,261 

3,  584 

+  27 

-4 

General  merchandise  group . 

3, 130 

3,018 

2,362 

2,437 

2,532 

2, 594 

2,706 

2,735 

2,8  49 

2,905 

3,019 

3,120 

3,415 

+  28 

-4 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,405 

2, 305 

1,804 

1,871 

1,960 

1,998 

2,091 

2,116 

2,213 

2,246 

2,  348 

2,415 

2,646 

+  28 

-4 

Department  stores . 

2,141 

2,019 

1,609 

1,671 

1,750 

1,781 

1,865 

1,887 

1,982 

1,997 

2, 091 

2,153 

2,361 

+  25 

-6 

Apparel  group . 

139 

131 

117 

121 

122 

119 

121 

108 

116 

118 

121 

128 

156 

+  12 

-6 

Furniture  and  appliance  group . 

324 

321 

293 

295 

295 

295 

293 

295 

292 

297 

300 

309 

332 

+  10 

-1 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  Etta  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  Indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to -month  and  year-to-year 
percentage  chances.  Sampling  variabilities  are  shewn  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-FEBRU ARY  1964  AND  FEBRUARY  1963 

(Billions  of  dollars) 

2.4  3.0  3.6 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


(38 


Charge  Accounts.  .  .  . 
Installment  Accounts. 
Totol . 


5.4 


6.0 


TOTAL  ALL  STORES 

1964 

1963 

Percentage 
change  1 

7.2 

6.6 

+  10 

7.0 

6.1 

+  15 

14.3 

12.7 

+  12 

*  Bosed  o 

doto  shown 

in  table  6. 

0.6 


1.2 


1.8 


2.4 


3.0 


3.6 


4.2 


4.8 


5.4 


6.0 


NOTE:  1964  doto  ore  based  on  preliminary  estimates  while  1963  doto  ore  based  on  finol  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES 

ESTIMATES  OF  ALL  RETAIL  ST0RES- 

( Percent) 

-UNITED  STATES, 

BY  KIND  OF  BUSINESS 

9 

Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month -to-month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1.0-1. 1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1. 7-1.9 

1.9 

0.6-0. 7 

0.7 

Nondurable -goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1. 3-1.4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6.7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5.  3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0. 5-0.9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1. 7-2.3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(ZJ-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1. 6-1.8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2.8- 3.5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3.3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9.9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3.4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yard6,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4.4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0. 8-1.2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0. 8-1.2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2.5 -2.8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0. 8-1.2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6.  6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3.2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2. 9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCF  TWO  CONSECUTIVE  MONTHS1  — UNITED  STATES,  FCR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

■  — ~ — 3 

Median 

1.4-6. 6 

3.7 

1.7-3. 4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5.9 

4.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

Floor  coverings  stores . 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2. 2-4. 2 

Paint,  glass ,  wallpaper  stores . 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shcvn  in  table  2.  See  Explanatory  Material  for  table  2,  page  15. 

Note:  'Die  ranges  of  sampling  error  shown  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  *ne  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  REEAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change-  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1.9-2. 1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2.0-3. 0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6.8-7 .2 

7.2 

4. 8-7. 3 

6.8 

1.2-5. 4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4.0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0. 6-1.3 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5.4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4.2-4 .4 

4.3 

4. 0-4. 4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4. 4-5. 4 

4.7 

4.1-5 .4 

4.3 

1.4-1. 9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1.8-2. 1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2. 6 

2.4 

2.2-2 .4 

2.4 

0.7-1. 1 

0.9 

Nondurable -goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2 .7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4.7-5. 1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6. 3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4. 7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

0.8 

Nondurable-goods  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0. 1-0.8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . 

3.9-;.4 

4.1 

3. 9-5.4 

3.9 

0.7-3. 1 

1.1 

Furniture,  home  furnishings  stores . 

4. 7-5. 4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4.4-6. 0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3.7-;.! 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  14.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminaiy  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MDRE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  est  mates 

Month- to-month 
percentage 
change^ 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-0.1 

0.1 

Durable -goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1 .3 

1.1 

0.2-0. 5 

0.3 

Nondurable-goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Zl-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0 .3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2. 2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.9-1 .4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1 .3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1 .3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2. 6-2 .7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1 .3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(Z)-1.4 

(Z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(z) 

Apparel  group . 

3.7-4 .4 

4.0 

3. 7-3. 8 

3.8 

0.3-0. 7 

0.7 

Furniture  and  appliance  group . 

3. 1-3. 7 

3.2 

2.9^  .3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0.3-0 .4 

0.3 

(Z)-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . . . . . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

Department  stores . 

0.2-0 .3 

0.2 

0. 2-0.3 

0.2 

(Z)-0.1 

(z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2 .2 

1.8 

(Z)-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.8-1 .3 

1.0 

(X) 

(z) 

Z  Sanpling  variability  is  less  than  0.1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by- 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  thatlhe  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  nay  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded .  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service,  Diners '  Club,  etc . 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts . 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows : 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  -the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  can- 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
isations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores .  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  .the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of  business . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail . 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores ) 

The  remaining  retail  establishments  not  qualifying 
for  one  cf  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  films  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  -upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of-month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of -ftie  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  heme  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureauaf  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi - 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business .  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  or  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manuf acturing .  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  groiip .  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group ; Ihe  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dc.llar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month -to -month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio" is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the  same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ( "current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous "  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of-business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .9  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census.  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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II •  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  for  the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  5 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  5  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample--!. e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above). 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores --Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  sane  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores . 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors .  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation,"  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of-business  group  and  total  levels 
were  derived  by  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures . 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  fbr 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of-business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards . 


Table  12.  COMBINED  SEASONAL,  TRADING  DAY  AND  HOLIDAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JANUARY  1963— DECEMBER  1964 
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Table  13.  AVERAGE  MONTH- TO -MONTH  PERCENT  CHANCES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  \ND  GROUP  II  STORES 


Kind  of  business 

0 

s 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

I/C 

MCD 

Average  duration  of 

run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.58 

5.80 

30.6 

.78 

.63 

.44 

1.43 

2 

2.53 

1.80 

9.54 

3.62 

Durable-goods  stores,  total . 

7.51 

7.33 

28.5 

1.80 

1.54 

.88 

1.75 

2 

2.18 

1.58 

9.75 

3.02 

Nondurable-goods  stores,  total . 

3.00 

7.86 

41 .4 

.67 

.51 

.37 

1.38 

2 

1.96 

1.63 

58.50 

3.42 

Food  group . 

5.85 

5.83 

15.6 

.71 

.55 

.35 

1.57 

2 

1.93 

1.50 

58.50 

4.06 

Grocery  stores . 

6.08 

6.08 

15.7 

.71 

.55 

.39 

1.41 

2 

2.05 

1.38 

39.00 

4.06 

Eating  and  drinking  places . 

5.15 

3.61 

20.2 

.84 

.75 

.33 

2.27 

3 

2.05 

1.60 

10.92 

4.96 

General  merchandise  group . 

16.92 

16.65 

104.0 

1.37 

1.20 

.42 

2.86 

3 

1.90 

1.72 

14.63 

3.15 

Department  stores . 

17.91 

16.01 

107.7 

1.71 

1.58 

.46 

3.43 

4 

1.70 

1.51 

11.91 

3.37 

Variety  stores . 

20.41 

18.77 

132.2 

1.55 

1.48 

.48 

3.08 

3 

1.70 

1.58 

16.38 

3.91 

Mail  order  houses  (department  store  merchandise). 

16.86 

14.65 

89.9 

2.20 

2.10 

.66 

3.18 

4 

1.82 

1.70 

11.91 

6.40 

Apparel  group . 

20.06 

19.67 

105.4 

1.73 

1.56 

.43 

3.63 

4 

1.82 

1.46 

10.64 

3.12 

Men's,  boys'  wear  stores . 

22.62 

20.42 

125.4 

2.58 

2.35 

.78 

3-01 

4 

1.93 

1.52 

7.71 

3.28 

Women's  apparel,  accessory  stores . 

19.55 

16.55 

96.9 

1.81 

1.72 

.52 

3.31 

4 

1.90 

1.54 

11.91 

4.13 

Shoe  stores . 

20.50 

17.31 

58.5 

2.36 

2.29 

.63 

3.63 

4 

1.82 

1.72 

10.08 

3.28 

Furniture  and  appliance  group . 

8.73 

8.55 

48.5 

1.39 

1.12 

.51 

2.20 

3 

1.70 

1.43 

19.50 

4.16 

Furniture,  home  furnishings  stores . 

8.66 

7.71 

39.5 

1.42 

1.23 

.58 

2.12 

3 

2.15 

1.47 

14.56 

4.61 

Household  appliance,  TV,  radio  stores . 

9.98 

8.67 

53.8 

2.28 

2.07 

.71 

2.92 

4 

1.90 

1.70 

9.36 

3.20 

Lumber,  building,  hardware,  farm  equipment  group _ 

8.84 

8.91 

44.7 

1.92 

1.79 

.55 

3.25 

4 

2.02 

1.65 

6.50 

3.66 

Lumber  yards,  building  materials  dealers . 

9.54 

8.43 

46.0 

1.89 

1.66 

.71 

2.34 

3 

1.8V 

1.56 

8.73 

4.78 

Hardware  stores . 

12.07 

10.53 

53.8 

1.73 

1.64 

.53 

3.09 

4 

2.05 

1.87 

9.36 

4.92 

Automotive  group . 

7.80 

7.13 

34.8 

3.06 

2.70 

1.31 

2.06 

3 

2.11 

1.54 

8.36 

3.31 

Passenger  car,  other  automotive  dealers . 

7.94 

7.11 

36.1 

3.22 

2.86 

1.37 

2.09 

3 

2.11 

1.54 

9.75 

3.31 

Tire,  battery,  accessory  dealers . 

12.34 

10.26 

49.7 

2.39 

2, 14 

.92 

2.33 

3 

1.98 

1.60 

9.36 

4.30 

Gasoline  service  stations . 

4.24 

2.62 

12.3 

.81 

.60 

.51 

1.18 

2 

2.22 

1.66 

43.67 

4.48 

Drug  and  proprietary  stores . 

6.88 

6.06 

34.5 

.98 

.84 

.46 

1.83 

2 

2.38 

1.66 

16.38 

4.19 

Liquor  stores . 

11.66 

9.11 

61.5 

1.21 

1.04 

.57 

1.82 

2 

2.02 

1.47 

14.56 

4.19 

GROUP  II  STORES 

United  States,  total . 

11.02 

8.93 

52.9 

1.18 

1.12 

.61 

1.84 

3 

1.80 

1.53 

23.80 

7.80 

Grocery  stores . 

7.94 

2.29 

10.5 

1.02 

.89 

.53 

1.68 

2 

1.82 

1.42 

65.50 

3.94 

Eating  and  drinking  places . 

4.37 

2.73 

14.6 

1.39 

1.27 

.62 

2.05 

3 

2.73 

2.34 

14.56 

6.14 

General  merchandise  group . 

17.57 

17.43 

111.4 

2.36 

2.29 

.77 

2.97 

3 

1.76 

1.53 

11.30 

3.41 

Department  stores . 

17.11 

15.38 

103.7 

3.42 

3.35 

1.12 

2.99 

3 

3.42 

1.44 

8.19 

3.31 

Variety  stores . 

21.23 

19.78 

135.3 

1.57 

1.53 

.42 

3.64 

4 

1.98 

1.68 

13.10 

5.33 

Apparel  group . 

23.31 

22.62 

108.7 

2.48 

2.36 

.72 

3.28 

4 

1.79 

1.57 

14.13 

4.20 

Men's,  boys'  wear  stores . 

27.69 

24.05 

134.1 

5.01 

5.10 

1.33 

3.83 

4 

2.22 

1.96 

8.73 

5.57 

Women's  apparel,  accessory  stores . 

22.25 

18.91 

111.5 

2.74 

2.57 

.81 

3.17 

4 

1.93 

1.72 

10.08 

5.57 

Shoe  stores . 

24.17 

20.69 

70.6 

3.36 

3.32 

.56 

5.93 

6 

1.70 

1.51 

10.92 

4.85 

Tire,  battery,  accessory  dealers . 

14.10 

12.29 

60.6 

2.86 

2.68 

.78 

3.44 

4 

1.93 

1.64 

9.36 

4.57 

Drug  and  proprietary  stores . 

10.50 

9.36 

61.5 

1.65 

1.55 

.59 

2.63 

3 

2.18 

1.87 

21.83 

11.73 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  'Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

VC  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb. -Mar., 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5 11  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  3ame  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  ror  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95*  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  indicates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  aG  a  random  series.  In  the  next  two  columns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
CceS  *  °r  5  months*  >The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  serieo  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FDR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  FEBRUARY  1963  TO  FEBRUARY  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 

19 

64 

1963 

Percentage  change 

Jan. -Feb. 
1964 
from — 
Jan. -Feb. 
1963 

Feb.  1964 
from — 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Feb. 

1963 

Jan. 

1964 

UNITED  STATES,  TOTAL . 

19,154 

18,693 

17,087 

19, 653 

20,518 

21,228 

20, 737 

20,540 

21,018 

19,267 

21, 528 

21,494 

25, 104 

+7 

+9 

-2 

IXirable-goods  stores,  total.... 

6, 031 

6, 058 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,599 

6,985 

7,208 

+9 

+12 

0 

Nondurable-goods  stores,  total. 

13,123 

12,635 

11,655 

13,270 

13, 536 

13,989 

13,693 

13,564 

14,462 

13, 268 

13,929 

14,509 

17,896 

+6 

+8 

-4 

Food  group . 

5,018 

4,865 

4,467 

4,976 

4,677 

5,066 

A, 957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

+7 

+9 

-3 

Grocery  stores . 

4,558 

4,415 

4,048 

4,531 

4, 223 

4,  578 

4,483 

4, 502 

4,828 

4,238 

4,449 

4,689 

4,679 

+7 

+9 

-3 

Eating  and  drinking  places . 

1,436 

1,402 

1,254 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

+10 

+12 

-2 

OAF2,  total . 

3,803 

3,679 

3,234 

3,994 

4,421 

4,375 

4,  326 

4,083 

4,603 

4,416 

4, 703 

5,113 

7,904 

+10 

+14 

-3 

General  merchandise  group . 

1,872 

1,858 

1,627 

2,075 

2,299 

2, 278 

2,266 

2,708 

2,444 

2,275 

2,417 

2,728 

4,399 

+11 

+14 

-1 

Department  stores . 

1,094 

1,059 

905 

1,205 

1,323 

1,325 

1,340 

1,212 

1,408 

1,340 

1,408 

1,590 

2,  625 

+13 

+17 

-3 

Apparel  group . 

1,026 

911 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

+7 

+10 

-11 

Furniture  and  appliance  group.... 

905 

910 

781 

838 

854 

934 

933 

965 

992 

980 

1,095 

1,077 

1,333 

+13 

+17 

+1 

Lumber,  bldg. ,hdwe. , farm  equip. grp. 

936 

947 

886 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

+4 

+7 

+1 

Automotive  group . 

3,677 

3,659 

3,309 

3,926 

4,262 

4,  301 

A,  126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

+8 

+11 

0 

Gasoline  service  stations . 

1,566 

1,473 

1,395 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

+4 

+6 

-6 

Drug  and  proprietary  stores . 

671 

659 

641 

667 

652 

676 

664 

660 

680 

647 

667 

666 

906 

+3 

+3 

-2 

THE  NORTHEASTERN  STATES,  TOTAL . 

4,933 

4,752 

4,366 

5,018 

5,274 

5,494 

5,287 

5,213 

5,262 

4,837 

5,390 

5,492 

6,  595 

+6 

+9 

-4 

Durable-goods  stores,  total. . . . 

1,356 

1,353 

1,194 

1,454 

1,672 

1,760 

1,632 

1,598 

1,458 

1,257 

1,679 

1,595 

1,685 

+7 

+13 

0 

Nondurable- goods  stores,  total. 

3,  577 

3,399 

3, 172 

3,564 

3,602 

3,734 

3,655 

3,615 

3,804 

3,580 

3,711 

3,897 

4,910 

+6 

+7 

-5 

Food  group . 

1,435 

1,370 

1,263 

1,394 

1,310 

1,422 

1,381 

1,434 

1,482 

1,318 

1,367 

1,426 

1,459 

+8 

+8 

-5 

Grocery  stores . 

1,208 

1,151 

1,059 

1,173 

1,092 

1,189 

1,153 

1,167 

1,243 

1,094 

1,142 

'1,196 

1,205 

+9 

+9 

-5 

Eating  and  drinking  places . 

423 

406 

376 

425 

439 

477 

493 

507 

524 

472 

485 

454 

467 

+6 

+8 

-4 

OAF2,  total . 

1,036 

991 

879 

1,085 

1,222 

1,220 

1,213 

1,099 

1,217 

1,210 

1,280 

1,413 

2, 208 

+8 

+13 

-4 

General  merchandise  group . 

447 

438 

380 

485 

549 

554 

562 

503 

567 

559 

588 

674 

1,106 

+11 

+15 

-2 

Department  stores . 

280 

263 

227 

304 

347 

346 

350 

295 

339 

347 

358 

409 

697 

+12 

+16 

-6 

Apparel  group . 

340 

296 

273 

361 

425 

389 

390 

320 

362 

388 

388 

425 

700 

+5 

+8 

-13 

+8 

+14 

+3 

Lumber,  bldg. ,hdwe. , farm  equip. grp. 

i  I  l  i  I  i  i  i  I  i 

— 

Gasoline  service  stations . 

284 

268 

259 

292 

296 

304 

305 

325 

322 

298 

303 

300 

308 

+2 

+3 

-6 

Drug  and  proprietary  stores . 

153 

148 

146 

150 

148 

151 

152 

154 

159 

152 

154 

154 

203 

+2 

+1 

-3 

THE  NORTH  CENTRAL  STATES,  TOTAL. . . . 

5,516 

5,398 

4,913 

5,674 

6, 110 

6,294 

6, 216 

6,110 

6, 237 

5,819 

6,  616 

6,510 

7,347 

+7 

+10 

-2 

IXirable-goods  stores,  total.... 

1,713 

1,723 

1,534 

1,844 

2,102 

2,138 

2,150 

2,132 

1,996 

1,899 

2,437 

2,172 

2, 121 

+10 

+12 

+1 

Nondurable-goods  stores,  total. 

3,803 

3,675 

3,379 

3,830 

4,008 

4,156 

4,066 

3,978 

4,241 

3,920 

4,179 

4,338 

5,226 

+6 

+9 

-3 

Food  group . 

1,390 

1,369 

1,251 

1,371 

1,303 

1,411 

1,401 

1,368 

1,456 

1,303 

1,379 

1,449 

1,446 

+7 

+9 

-2 

Grocery  stores, . 

1,276 

1,257 

1,152 

1,268 

1,194 

1,289 

1,281 

1,256 

1,335 

1,193 

1,261 

1,329 

1,319 

+7 

+9 

-1 

Eating  and  drinking  places . 

436 

421 

369 

415 

435 

473 

480 

491 

507 

463 

475 

450 

452 

+13 

+14 

-3 

GAF2,  total . 

1,091 

1,062 

906 

1,150 

1,287 

1,264 

1,263 

1,191 

1,357 

1,324 

1,402 

1,548 

2, 309 

+13 

+17 

-3 

General  merchandise  group . 

585 

588 

497 

648 

731 

717 

717 

655 

777 

735 

771 

887 

1,386 

+14 

+18 

+1 

Department  stores . 

342 

335 

280 

377 

421 

425 

407 

384 

455 

436 

449 

512 

832 

+15 

+20 

-2 

Apparel  group . 

259 

226 

205 

277 

320 

298 

286 

257 

298 

289 

298 

351 

553 

+7 

+10 

-13 

Furniture  and  appliance  group.... 

247 

248 

204 

225 

236 

249 

260 

279 

282 

300 

333 

310 

370 

+18 

+22 

0 

Lumber,  bldg. ,hdwe. , farm  equip. grp. 

350 

349 

301 

385 

496 

519 

535 

535 

555 

584 

622 

536 

467 

+16 

+16 

0 

Automotive  group . 

977 

983 

904 

1,103 

1,244 

1,217 

1,206 

1,177 

1,013 

846 

1,315 

1,157 

1,030 

+6 

+9 

+1 

Gasoline  service  stations . 

501 

473 

455 

489 

511 

526 

531 

541 

547 

505 

542 

529 

570 

0 

+4 

-6 

Drug  and  proprietary  stores . 

205 

199 

192 

202 

192 

199 

193 

198 

203 

199 

206 

209 

278 

+4 

-*-4 

-3 

THE  SOUTH,  TOTAL . 

5, 190 

5,136 

4,685 

5,398 

5,544 

5,691 

5,523 

5,443 

5,663 

5,102 

5,668 

5,640 

6, 575 

+7 

+10 

-1 

IXirable-goods  stores,  total .... 

1,767 

1,818 

1,649 

1,878 

1,971 

2,038 

1,972 

1,911 

1,845 

1,692 

2,056 

1,907 

1,999 

+8 

+10 

+3 

Nondurable-goods  stores,  total. 

3,423 

3,318 

3,036 

3,520 

3,573 

3,653 

3,551 

3,532 

3,818 

3,410 

3,612 

3,733 

4, 576 

+7 

+9 

-3 

Food  group . 

1,308 

1,264 

1,147 

1,311 

1,235 

1,347 

1,316 

1,325 

1,428 

1,232 

1,307 

1,364 

1,357 

+8 

+10 

-3 

Grocery  stores . 

1,247 

1,204 

1,093 

1,254 

1,173 

1,280 

1,251 

1,259 

1,360 

1,177 

1,247 

1,306 

1,290 

+8 

+10 

-3 

Eating  and  drinking  places . 

306 

305 

269 

307 

316 

329 

329 

344 

351 

309 

316 

308 

319 

+11 

+13 

0 

GAF2,  total . 

986 

955 

862 

1,073 

1,176 

1,139 

1,109 

1,065 

1,226 

1,122 

1,195 

1,277 

2,007 

+8 

+11 

-3 

General  merchandise  group . 

491 

488 

437 

568 

613 

593 

579 

548 

642 

556 

617 

676 

1,104 

+9 

+12 

-1 

Department  stores . 

241 

235 

211 

289 

293 

290 

287 

270 

316 

285 

308 

346 

564 

+7 

+11 

-2 

Apparel  group . 

272 

249 

225 

290 

347 

305 

284 

277 

333 

310 

327 

349 

586 

+8 

+11 

-8 

Furniture  and  appliance  group.... 

223 

218 

200 

215 

216 

241 

246 

240 

251 

246 

251 

252 

317 

+7 

+9 

-2 

Lumber,  bldg ., hdwe ., farm  equip. grp. 

250 

263 

265 

333 

387 

388 

358 

365 

361 

340 

371 

332 

283 

-3 

-1 

c 

Automotive  group...., . 

1,160 

1,187 

1,067 

1,208 

1,244 

1,256 

1,224 

1,169 

1,085 

955 

1,295 

1,169 

1,140 

+9 

+11 

+2 

Gasoline  service  stations . 

471 

450 

412 

455 

459 

474 

480 

497 

514 

469 

473 

466 

490 

+8 

+9 

-4 

Drug  and  proprietary  stores . 

181 

178 

178 

184 

181 

187 

182 

175 

179 

167 

172 

173 

229 

+2 

0 

-2 

THE  VEST,  TOTAL . 

3,515 

3,407 

3,123 

3,563 

3,  590 

3,749 

3,711 

3,774 

3,856 

3,509 

3,854 

3,852 

4,587 

+7 

+9 

-3 

IXirable-goods  stores,  total .... 

1,195 

1,164 

1,055 

1,207 

1,237 

1,303 

1,290 

1,335 

1,257 

1,151 

1,427 

1,311 

1,403 

+9 

+10 

-3 

Nondurable-goods  stores,  total. 

2, 320 

2,243 

2,068 

2,  356 

2,353 

2,446 

2, 421 

2,439 

2, 599 

2,358 

2,427 

2,  541 

3,184 

+6 

+8 

-3 

Food  group . 

885 

862 

806 

900 

829 

886 

859 

876 

952 

831 

857 

914 

932 

+5 

+7 

-3 

Grocery  stores . 

827 

803 

744 

836 

764 

320 

798 

820 

890 

774 

799 

858 

865 

+6 

+8 

-3 

Eating  and  drinking  places . 

271 

270 

240 

274 

273 

283 

290 

304 

316 

282 

280 

274 

295 

+9 

+13 

0 

GAF2,  total . 

690 

671 

587 

686 

736 

752 

741 

728 

803 

760 

826 

875 

1,380 

+11 

+14 

-3 

General  merchandise  group . 

349 

344 

313 

374 

406 

414 

408 

402 

458 

415 

441 

491 

803 

+7 

+10 

-1 

Apparel  group . 

155 

140 

123 

153 

176 

171 

167 

156 

174 

174 

178 

183 

333 

+10 

+14 

-10 

l  1 

1  l  i  “  1 

I  l  i 

Drug  and  proprietary  stores . 

i  i  i  ii  i^i  iii  i  i  ^ 

i  i  i  ii  i  c  i  iii  i  i 

+5 

+7 

+2 

1  Preliminary  estimates.  2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department 
store  types  of  merchandise. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  regions  are  shown  on  last  page  of  report. 


Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  FEBRUARY  1963  TO  FEBRUARY  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


3 


Geographic  division  and 
kind  of  business 


19< 

34 

1963 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1,  238 

1,178 

1,074 

1,196 

1,278 

1,348 

1,311 

1,311 

1,325 

1,170 

1,289 

1,336 

1,662 

376 

366 

302 

355 

438 

472 

449 

423 

392 

318 

412 

401 

469 

862 

812 

772 

841 

840 

876 

862 

888 

933 

852 

877 

935 

1,193 

340 

323 

305 

337 

315 

345 

338 

368 

370 

317 

321 

342 

347 

230 

217 

194 

231 

270 

272 

270 

240 

282 

256 

266 

313 

505 

3,695 

3,574 

3,292 

3,822 

3,996 

4,146 

3,976 

3,902 

3,937 

3,667 

4,101 

4,156 

4,933 

980 

987 

892 

1,099 

1,234 

1,288 

1,183 

1,175 

1,066 

939 

1,267 

1,194 

1,216 

2,715 

2,587 

2,400 

2, 723 

2,762 

2,858 

2,793 

2,727 

2,871 

2, 728 

2,834 

2,962 

3,717 

806 

774 

685 

854 

952 

948 

943 

859 

935 

954 

1,014 

1,100 

1,703 

357 

353 

296 

380 

426 

431 

436 

390 

432 

440 

465 

528 

861 

3, 931 

3, 882 

3,481 

4,013 

4, 302 

4,427 

4,366 

4,289 

4,401 

4,095 

4,657 

4, 619 

5,283 

1, 179 

1,201 

1,045 

1,255 

1,451 

1,470 

1,478 

1,474 

1,365 

1,283 

1,676 

1,473 

1,472 

2,752 

2,681 

2,436 

2,758 

2,851 

2,957 

2,  888 

2,815 

3,036 

2,812 

2,981 

3,146 

3,811 

1,044 

1,036 

932 

1,024 

968 

1,049 

1,035 

1,007 

1,080 

964 

1,017 

1,081 

1,085 

801 

781 

658 

834 

932 

920 

919 

866 

998 

970 

1,027 

1,149 

1,717 

427 

430 

359 

463 

517 

515 

516 

469 

562 

535 

563 

661 

1,024 

1,585 

1,516 

1,432 

1,661 

1,808 

1,867 

1,850 

1,821 

1,836 

1,724 

1,959 

1,891 

2,064 

534 

522 

489 

589 

651 

668 

672 

658 

631 

616 

761 

699 

649 

1,051 

994 

943 

1,072 

1,157 

1,199 

1,178 

1,163 

1,205 

1,108 

1,198 

1,192 

1,415 

346 

333 

319 

347 

335 

362 

366 

361 

376 

339 

362 

368 

361 

290 

281 

248 

316 

355 

344 

344 

325 

359 

354 

375 

399 

592 

158 

158 

138 

185 

214 

202 

201 

186 

215 

200 

208 

226 

362 

2,523 

2,499 

2, 293 

2 ,646 

2, 734 

2,776 

2,700 

2,637 

2,749 

2,438 

2,740 

2, 775 

3,273 

821 

839 

769 

888 

950 

967 

936 

908 

860 

780 

975 

914 

942 

1,702 

1,660 

1,524 

1,758 

1,784 

1,809 

1,764 

1,729 

1,889 

1,658 

1,765 

1,861 

2, 331 

490 

486 

449 

557 

597 

565 

563 

531 

615 

571 

596 

651 

1,037 

250 

248 

235 

307 

322 

306 

302 

281 

332 

291 

315 

351 

579 

963 

956 

853 

992 

1,039 

1,061 

1,019 

994 

1,055 

983 

1,093 

1,075 

1,248 

628 

601 

551 

648 

670 

694 

648 

651 

707 

658 

698 

713 

856 

185 

178 

158 

204 

228 

224 

209 

201 

234 

219 

236 

246 

378 

97 

96 

81 

109 

121 

117 

112 

108 

123 

115 

126 

135 

216 

1,704 

1,681 

1,539 

1,760 

1,771 

1,854 

1,804 

1,812 

1,859 

1,681 

1,835 

1,790 

2,054 

1,093 

1,057 

961 

1,114 

1,119 

1,150 

1,139 

1,152 

1,222 

1,094 

1,149 

1,159 

1,389 

Percentage  change 


Jan. -Feb. 
1964 
from — 
Jan. -Feb. 
1963 


Feb.  1964 
from — 


Feb. 

1963 


Jan. 

1964 


New  England  Division,  total. 

Durable-goods  stores . 

Nondurable-goods  stores... 


Food  group . 

OAF2,  total . 

General  merchandise  group. 


Middle  Atlantic  Division,  total.... 

Durable-goods  stores . 

Nondurable-goods  stores . 


GAF  ,  total . 

General  merchandise  group. 


East  North  Central  Division,  total. 

Durable-goods  stores . 

Nondurable-goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group. 


West  North  Central  Division,  total. 

Durable-goods  stores . 

Nondurable-goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group. 


South  Atlantic  Division,  total. 

IXirable-goods  stores . 

Nondurable-goods  stores . 


GAF2,  total . 

General  merchandise  group. 


East  South  Central  Division,  total. 
Nondurable-goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group. 


Vest  South  Central  Division,  total. 

Durable-goods  stores . 

Nondurable-goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group. 


Mountain  Division,  total. . 
Nondurable-goods  stores. 


Food  group . 

GAF2,  total . 

General  merchandise  group. 


Pacific  Division,  total... 
IXirable-goods  stores. . . . 
Nondurable-goods  stores. 


Food  group. . 
GAF2,  total. 


311 

144 


765 

511 


133 

66 


2,750 

941 

1,809 


684 

557 


291 

144 


719 

490 


255 

121 


690 

468 


312 

152 


833 

566 


351 

170 


850 

568 


350 

170 


877 

581 


337 

165 


878 

578 


333 

159 


944 

596 


378 

187 


936 

625 


332 

160 


839 

555 


363 

176 


912 

550 


380 

190 


902 

566 


592 

309 


1,010 

692 


129 

65 


2,688 

935 

1,753 


666 

542 


113 

60 


2,433 

833 

1,600 


623 

474 


133 

72 


2,730 

940 

1,790 


600 

553 


147 

84 


2,740 

955 

1,785 


636 

589 


153 

88 


2,872 

1,007 

1,865 


683 

599 


145 

81 


2,833 

990 

1,843 


658 

596 


147 

80 


2,830 

987 

1,843 


673 

581 


162 

93 


2,920 

946 

1,974 


733 

641 


148 

76 


2,670 

867 

1,803 


634 

612 


160 

82 


2,942 

1,065 

1,877 


655 

666 


167 

91 


2,950 

975 

1,975 


702 

708 


270 

155 


3, 577 
1,085 
2,492 


719 

1.110 


+6 
+  14 
+3 

+4 

+6 

-2 


+6 

+5 

+7 

+9 
+  15 


+8 

+12 

+7 


+8 

+15 

+17 


+5 

+7 

+4 


+3 

+9 

+8 


+6 

+5 

+6 


+3 
+  2 


+  10 
+8 


+9 

+13 

+18 


+9 


+9 


+5 

+13 

+16 


+5 

+3 


+5 

+13 

♦9 


+8 
+  10 
♦7 


+  5 
♦  11 


+  10 
+  21 
+5 

+6 
+  12 
+1 


+9 
+  11 
+8 

+  13 
+19 


+  12 
+  15 
+  10 


+11 
+  19 
+  20 


+6 

+7 

+5 


+4 
+13 
+  14 


+9 
+9 
+  9 


+8 

+6 


+  12 
+9 


+  11 
+  13 
+  19 


+9 
-  -* 

+  10 


+6 
+  14 
+  19 


+4 
+  5 


+7 
♦  14 
♦  8 


+10 
♦  12 
+10 


+7 
♦  14 


-5 

-3 

-6 

-5 

—6 

-6 


-3 
+  1 
-5 

-4 

-1 


-1 
+  2 
-3 


-1 

-3 

+1 


-4 

-2 

-5 


-4 

-3 

0 


-1 
+  2 
-2 


-1 

-1 


-1 

-4 


-4 

-4 

-1 


-1 
♦  2 
-3 


-3 

-6 

0 


-6 

-4 


-2 

-3 

-2 


-2 

-1 

-3 


-3 

-3 


Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  Include  data  for  kinds  of  businoos  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 

1  Preliminary  estimates. 

.Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department  store  types  of  merchandise. 
(C)  (c)  See  footnote  to  table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  NINE  LARGEST  STATES:  FEBRUARY  1963  TO  FEBRUARY  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1964 

1963 

Percentage  change 

Jan. -Feb. 
1964 
from — 

Jan. -Feb. 
1963 

February  1964 
from — 

Jan. 

Feb.* 1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Feb. 

1963 

Jan. 

1964 

California . 

2,154' 

2,099 

1,898 

2,  111 

2,113 

2,204 

2,156 

2,140 

2, 192 

2,011 

2,248 

2,277 

2,783 

+9 

+  11 

-3 

Illinois . 

1,143 

1,108 

1,026 

1,203 

1,275 

1,290 

1,235 

1,193 

1,234 

1,172 

1,332 

1,386 

1,602 

•  +6 

+  8 

-3 

Massachusetts . 

586 

556 

535 

595 

624 

662 

636 

606 

607 

549 

607 

631 

778 

0 

+4 

-5 

Michigan . 

853 

832 

745 

846 

909 

947 

936 

945 

953 

859 

981 

973 

1,109 

+9 

+  12 

-2 

New  Jersey . 

697 

673 

635 

744 

770 

780 

752 

749 

735 

675 

780 

782 

920 

+  5 

+6 

-3 

New  York . 

1,910 

1, 840 

1,690 

1,921 

1,996 

2,075 

1,992 

1,940 

1,997 

1,892 

2,081 

2,110 

2,493 

+7 

+  9 

-4 

Ohio . 

986 

972 

871 

1,006 

1,072 

1,100 

1,087 

1,088 

1,135 

1,074 

1,212 

1,182 

1,340 

+  9 

+  12 

-1 

Pennsylvania . 

1,088 

1,061 

967 

1,157 

1,230 

1,291 

1,232 

1,213 

1,205 

1,100 

1, 240 

1,264 

1,520 

+7 

+  10 

-2 

Texas . 

1,010 

1,012 

959 

1,084 

1,097 

1,149 

1,104 

1,088 

1,130 

1,013 

1,107 

1,074 

1,228 

+  5 

+6 

0 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  FEBRUARY  1963  TO  FEBRUARY  1964 


Statistical  areas 


Standard  Consolidated  Areas2 

Chicago,  Ill. -Northwestern  Ind., 

total . 

GAP3 . 

New  York- Northeastern  N.  J., 

total . 

GAF3 . 

Standard  Metropolitan 
Statistical  Areas2 

Chicago,  Ill.,  total . 

GAF3 . 

Detroit,  Mich.,  total . 

GAF3 . 

Los  Angeles,  Calif.,  total . 

GAF3 . 

New  York.  N.  Y.,  total . 

GAF3 . 

Philadelphia,  Pa.,  total . 

GAF-* . 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1964 

1963 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

812 

797 

731 

878 

915 

913 

884 

837 

869 

818 

928 

963 

1,145 

1,708 

412 

1,644 

390 

1,550 

343 

1,768 

424 

1,813 

463 

1,864 

457 

1,778 

461 

1,693 

413 

1,693 

445 

1,635 

484 

1,838 

505 

1,869 

537 

2,216 

813 

758 

742 

669 

808 

843 

841 

810 

765 

797 

753 

847 

894 

1,071 

i  i  i  '  i 

El  l  il 

i 

i  i  ii  i 

^  1  1  1  1  1  1 

1,018 

980 

847 

947 

945 

978 

953 

965 

989 

918 

1,039 

1,064 

1,337 

1,229 

1,181 

1,106 

1,240 

1,270 

1,312 

1,250 

1,204 

1,220 

1,191 

1,312 

1,345 

1,603 

i  i  i  i  i 

E  1  1  1  1  1  1 

■  ii  1  '  “  i  i  i  i  i  i  t 

i_ i_ i_ i_ i_ i  E  i_ i_ i_ i_ i_ i 

Percentage  change 


Jan. -Feb. 
1964 
from — 

Jan. -Feb. 
1963 

February  1964 
from — 

Feb. 

1963 

Jan. 

1964 

+7 

+9 

-2 

+  10 

+16 

-1 

+4 

+6 

-4 

+9 

+14 

-5 

+9 

+11 

-2 

+11 

+17 

-1 

+12 

+14 

-2 

+28 

+31 

-4 

+13 

+16 

-4 

+19 

+24 

-2 

+5 

+7 

-4 

+8 

+14 

-6 

+9 

+10 

-3 

+15 

+16 

-5 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  :  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  =  1.6  to  3.0  percent 
c  =  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar  volume  estimates 

Percentage  change 
month  a  year 

from  same 
ago 

Month-to-month  percent  change 
2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group... 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  ®OC»APHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable -goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Percentage  change 

frcm  same  n 

onth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

1 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change  over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

b 

3 

b 

Nondurable-goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

Ohio . 

B 

B 

a 

Table  S-4 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York -Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  ELL . 

B 

C 

B 

B 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Cali<* . . . 

B 

C 

B 

B 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  Segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist¬ 
ence  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments:  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  films,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business.  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales, and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  is  measurable. 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates . ) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against a  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published  data  from  their  respective  totals.  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
,rbuilding  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind -of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAP  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business . 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 

CHICAGO,  ILL.— NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

GARY -HAMM CND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind . 

NEW  YORK -NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N . J .  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERSON -CLIFT ON-PASSAIC,  N.  J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  ARE&:  Bergen  and  Passaic 
counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  I^ke,  McHenry,  and 
Will  counties,  Ill. 

DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES-LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties,  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 

N.  J. 


Middlesex  and  Somerset  counties,  N .  J . 

Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable: 


BR-64-3 

March  1964 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  March  1964  were  estimated  at  $20.6 
billion,  10  percent  higher  than  February  1964  and  5 
percent  higher  than  March  1963.  After  adjustment  for 
seasonal  variations  and  trading  day  differences,  but 
not  for  price  changes,  March  1964  sales  amounted  to 
$21.3  billion,  1  percent  lower  than  the  previous 
month  but  5  percent  higher  than  March  a  year  ago. 
Adjusted  sales  of  durable-goods  stores  in  March  1964 
decreased  4  percent  from  February  1964  but  were  6 
percent  higher  than  March  1963.  Adjusted  sales  of 
nondurable-goods  stores  in  March  1964  were  virtually 
unchanged  from  the  previous  month  but  were  4  percent 
above  the  March  1963  level. 

Based  on  adjusted  data,  sales  in  the  durable-goods 
stores  category  reflected  month-to-month  decreases 
for  the  automotive  group  (-6$)  and  the  lumber,  build¬ 
ing,  hardware,  farm  equipment  group  (-5$)  while  the 
furniture  and  appliance  group  increased  (l$).  In 
the  nondurable-goods  stores  category,  month-to-month 
decreases  were  reported  by  the  apparel  group  (-6$), 
general  merchandise  group  (-3$),  eating  and  drinking 
places  (-1$)  while  the  food  group  increased  (+3$). 

Based  on  adjusted  data,  sales  in  the  durable-goods 
stores  category  reflected  year-to-year  increases  for 
the  furniture  and  appliance  group  (+14$)  and  the 
automotive  group  (+5$)  while  the  lumber,  building, 
hardware,  farm  equipment  group  decreased  (-1$).  In 
the  nondurable -goods  stores  category,  all  major  kinds- 
of -business  groups  reported  year-to-year  increases 
with  the  food  group  showing  the  largest  gain  (+6$), 
followed  by  the  general  merchandise  group  (+4$)  and 
the  apparel  group  and  eating  and  drinking  places  (+2$) 
each. 

Unadjusted  cumulative  sales  of  all  retail  stores 
for  the  first  three  months  of  1964  amounted  to  $58.5 
billion,  6  percent  above  the  first  quarter  of  1963. 
On  an  adjusted  basis  all  major  kind-of -business 
groups  showed  sales  increases  with  the  furniture  and 
appliance  group  reporting  the  largest  cumulative 
sales  increase  of  11  percent  followed  by  the  general 
merchandise  and  automotive  groups  with  increases  of 
7  and  6  percent,  respectively. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $14.3 


billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  March  31,  1964.  This  amount  was 
11  percent  more  than  $12.9  billion  reported  as  of 
March  31,  1963,  and  about  1  percent  higher  than  the 
$14.1  billion  outstanding  at  the  end  of  February  1964. 
The  increase  in  total  credit  balances  from  the  March 

1963  level,  based  on  data  not  adjusted  for  seasonal 
variations,  reflected  a  13  percent  increase  in  in¬ 
stallment  account  balances  and  an  8  percent  increase 
in  charge  account  balances.  Compared  with  February 

1964  charge  and  installment  balances  showed  increases 
of  1  percent  each. 

Total  receivable  balances  of  durable-goods  stores 
as  of  March  31,  1964  were  1  percent  higher  than  bal¬ 
ances  for  the  previous  month,  and  6  percent  higher 
than  those  outstanding  at  the  end  of  March  1963. 
Nondurable-goods  stores  reported  a  2  percent  increase 
in  total  credit  outstanding  from  the  FebfUCrto  2?*  196A- 
total,  and  a  15  percent  increase  over  TfM&hVoT^ 
the  end  of  March  a  year  ago. 
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Table  1.— ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MARCH  1964 
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(Millions  of  dollars) 


Rina  oi  dus mess 

Jan. 

Mar. 1 

Mar.  I 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal  factors  or  trading  day  differences 

United  States,  total . 

19,154 

18,758 

20, 584 

19,653 

20, 518 

21,228 

20, 737 

20,  540 

21,018 

19,267 

21,528 

21,494 

25,104 

58,4% 

54, 997 

Durable-goods  stores,  total . 

6,031 

6,122 

6,779 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,599 

6,985 

7,208 

18, 932 

17,510 

Nondurable-goods  stores,  total . 

13,123 

12,636 

13,805 

13,270 

13,536 

13,989 

13,693 

13,564 

14,462 

13,268 

13,929 

14,  509 

17,896 

39, 564 

37,487 

Food  group . 

5,018 

4,849 

4,934 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

14,801 

14, 181 

Grocery  stores  . 

4,558 

4,395 

4,454 

4,531 

4,223 

4,578 

4,483 

4,502 

4,828 

4,238 

4,449 

4,689 

4,679 

13,407 

12,882 

Meat  markets . 

133 

125 

128 

126 

123 

132 

124 

131 

132 

118 

123 

124 

133 

386 

370 

Bakery  products  stores . 

93 

89 

94 

93 

90 

90 

90 

86 

93 

91 

95 

97 

104 

276 

266 

Eating  and  drinking  places . 

1,436 

1,347 

1,435 

1,421 

1,463 

1,56? 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

4,218 

4,009 

Eating  places . 

990 

938 

1,001 

982 

1,027 

1,098 

1,127 

1,159 

1,202 

1,070 

1,083 

1,028 

1,054 

2,929 

2,761 

Restaurants,  cafeterias,  lunchrooms . 

831 

788 

839 

818 

839 

882 

896 

925 

972 

870 

892 

855 

883 

2,458 

2, 319 

Drinking  places . 

446 

409 

434 

439 

436 

464 

465 

487 

496 

456 

473 

458 

479 

1,289 

1,248 

General  merchandise  group . 

1,872 

1,875 

2,317 

2,075 

2,299 

2,278 

2,266 

2,108 

2,444 

2,275 

2,417 

2,728 

4,399 

6,064 

5,458 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,344 

1,320 

1,645 

1,498 

1,644 

1,646 

1,656 

1,512 

1,757 

1,646 

1,734 

1,956 

3,165 

4,309 

3,895 

Department  stores . 

1,094 

1,069 

1,341 

1,205 

1,323 

1,325 

1,340 

1,212 

1,408 

1,340 

1,404 

1,590 

2,625 

3,504 

3,115 

Variety  stores . 

289 

313 

392 

320 

384 

361 

357 

341 

390 

354 

378 

414 

793 

994 

853 

Mail  order  houses  (department  store 

merchandise) . . . 

140 

146 

178 

153 

163 

160 

141 

148 

183 

172 

197 

248 

307 

464 

418 

Apparel  group . 

1,026 

939 

1,284 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

3,249 

2,889 

Men's,  boys'  wear  stores2 . 

208 

179 

205 

186 

224 

218 

239 

200 

209 

203 

218 

254 

471 

592 

550 

Men's,  boys'  clothing,  furnishings  stores. 

202 

174 

199 

180 

216 

211 

233 

194 

203 

197 

210 

246 

462 

575 

532 

Women's  apparel,  accessory  stores  3 . 

407 

378 

506 

428 

482 

460 

421 

390 

446 

448 

472 

509 

834 

1,291 

1,131 

Women's  ready-to-wear  stores...,. . 

347 

329 

445 

382 

424 

402 

372 

342 

394 

399 

418 

446 

727 

1,121 

997 

Family  clothing  stores . 

187 

181 

250 

212 

247 

229 

224 

196 

238 

231 

247 

282 

472 

618 

559 

Shoe  stores . 

177 

158 

260 

205 

259 

210 

202 

179 

212 

214 

197 

202 

295 

595 

517 

Furniture  and  appliance  group . 

905 

910 

955 

838 

854 

934 

933 

965 

992 

980 

1,095 

1,077 

1,333 

2,770 

2,449 

Furniture,  home  furnishings  stores . 

584 

593 

624 

543 

574 

612 

599 

608 

651 

647 

719 

703 

790 

1, 801 

1,562 

Furniture  stores . 

421 

421 

435 

387 

404 

448 

443 

455 

496 

476 

517 

509 

591 

1,277 

1,117 

Household  appliance,  TV,  radio  stores . 

321 

317 

331 

295 

280 

322 

334 

357 

341 

333 

376 

374 

543 

%9 

887 

Household  appliance  dealers . . 

228 

227 

241 

211 

206 

240 

252 

271 

256 

247 

273 

270 

393 

6% 

640 

Lumber,  building,  hardware,  farm  equipment 

group . . . 

936 

956 

1,139 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

3,031 

2, 935 

Lumber  yards,  building  materials  dealers4... 

536 

542 

605 

604 

748 

828 

819 

876 

911 

842 

897 

771 

608 

1,683 

1,617 

Lumber  yards . 

355 

366 

397 

398 

498 

551 

555 

600 

632 

582 

608 

515 

396 

1,118 

1,069 

Hardware  stores . 

176 

167 

187 

191 

229 

240 

231 

224 

227 

213 

222 

231 

308 

530 

522 

Automotive  group . 

3,677 

3,708 

4,106 

3,926 

4,262 

4,301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

11,491 

10,722 

Passenger  car,  other  automotive  dealers . 

3,488 

3,529 

3,894 

3,732 

4,033 

4,060 

3,865 

3,746 

3,288 

2,779 

4,148 

3,712 

3,377 

10,911 

10, 189 

Passenger  car  dealers5 . 

3,404 

3,436 

3,778 

3,608 

3,871 

3,905 

3,715 

3,608 

3,151 

2,677 

4,042 

3,613 

3,291 

10,618 

9,866 

Passenger  car  dealers  (franchised) . 

3,116 

3,151 

3,469 

3,290 

3,546 

3,570 

3,404 

3,313 

2,883 

2,402 

3,745 

3,330 

3,054 

9,736 

8,964 

Tire,  battery,  accessory  dealers . 

189 

179 

212 

194 

229 

241 

261 

257 

241 

211 

239 

237 

313 

580 

533 

Gasoline  service  stations . 

1,566 

1,495 

1,608 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

4,669 

4,478 

Drug  and  proprietary  stores . 

671 

656 

680 

667 

652 

676 

664 

660 

680 

647 

667 

666 

906 

2,007 

1,957 

Drug  stores  . 

652 

636 

659 

647 

632 

655 

640 

636 

655 

622 

643 

643 

871 

1,947 

1,900 

Liquor  stores . 

433 

427 

445 

427 

429 

458 

450 

474 

489 

437 

466 

510 

724 

1,305 

1,222 

Data  ADJUSTED  for 

seasonal 

factors 

and  trading  day  differences 

United  States,  total . 

21,000 

21,533 

21,  305 

20,350 

20, 276 

20,200 

20,486 

20, 719 

20,666 

20,426 

20,716 

20, 558 

21,019 

63,838 

61,  111 

Durable-goods  stores,  total . 

6,855 

7,262 

6,973 

6,576 

6,646 

6,512 

6,630 

6,773 

6,562 

6,606 

6,941 

6,734 

6,831 

21,090 

19,824 

Nondurable-goods  stores,  total . 

14,145 

14,271 

14, 332 

13,774 

13,630 

13,688 

13,856 

13,946 

14,104 

13,820 

13,775 

13,824 

14,188 

42,748 

41,  287 

Food  group . 

5,031 

4,991 

5,157 

4,853 

4,864 

4,890 

4,923 

5,030 

4,996 

4,897 

4,943 

4,973 

4,991 

15,179 

14,671 

Grocery  stores . 

4,548 

4,513 

4,655 

4,399 

4,400 

4,414 

4,456 

4,540 

4,527 

4,441 

4,484 

4,512 

4,523 

13,716 

13,295 

Eating  and  drinking  places . 

1,580 

1,548 

1,531 

1,507 

1,518 

1,504 

1,511 

1,497 

1,519 

1,470 

1,530 

1,506 

1,528 

4,659 

4,483 

General  merchandise  group . 

2,481 

2,592 

2,505 

2,409 

2,301 

2,322 

2,409 

2,415 

2,475 

2,390 

2,303 

2,355 

2,474 

7,578 

7,065 

Department  stores . 

1,464 

1,538 

1,473 

1,417 

1,330 

1,353 

1,414 

1,403 

1,452 

1,386 

1,321 

1,355 

1,457 

4,475 

4, 104 

Variety  stores . 

410 

408 

407 

378 

377 

380 

389 

385 

387 

386 

390 

381 

397 

1,  225 

1,127 

Mail  order  houses  (department  store  mdse.).. 

181 

197 

188 

173 

171 

163 

174 

185 

189 

181 

173 

183 

184 

566 

521 

Apparel  group . 

1,250 

1,308 

1,  229 

1,207 

1,166 

1,156 

1,179 

1,214 

1,259 

1,204 

1,150 

1,186 

1,250 

3,787 

3,638 

Men's,  boys'  wear  stores2 . 

231 

250 

232 

233 

233 

221 

222 

239 

247 

238 

217 

224 

239 

713 

698 

Women's  apparel,  accessory  stores  ' . 

497 

508 

481 

462 

443 

447 

471 

475 

480 

465 

451 

463 

482 

1,486 

1, 383 

Shoe  stores . 

220 

217 

220 

219 

203 

203 

199 

202 

209 

198 

196 

205 

222 

657 

645 

Furniture  and  appliance  group . 

1,019 

1,062 

1,068 

940 

945 

938 

935 

979 

939 

985 

1,028 

986 

1,021 

3,149 

2,831 

Furniture,  home  furnishings  stores . 

671 

699 

695 

607 

617 

598 

611 

613 

611 

648 

666 

640 

637 

2,065 

1,822 

Household  appliance,  TV,  radio  stores . 

348 

363 

373 

333 

328 

340 

324 

366 

328 

337 

362 

346 

384 

1,084 

1,009 

Lumber,  building,  hardware,  farm  equipment 

P*oup . 

1,269 

1,348 

1,  281 

1,289 

1,290 

1,238 

1,263 

1,262 

1,299 

1,318 

1,350 

1,381 

1,289 

3,898 

3,840 

Lumber  yards,  building  materials  dealers4... 

730 

779 

714 

722 

736 

738 

750 

746 

771 

761 

764 

754 

716 

2, 223 

2,161 

Hardware  stores . 

219 

228 

215 

220 

221 

202 

212 

212 

221 

214 

222 

240 

236 

662 

666 

Automotive  group . . . 

3,951 

4, 189 

3, 939 

’3,764 

3,824 

3,740 

3,843 

3,940 

3,733 

3,717 

3,980 

3,791 

3,935 

12,079 

11,438 

Passenger  car,  other  automotive  dealers . 

3,711 

3,952 

3,690 

3,544 

3,602 

3,515 

3,607 

3,709 

3,512 

3,495 

3,748 

3,556 

3,685 

11,353 

10,766 

Tire,  battery,  accessory  dealers . 

240 

237 

249 

220 

222 

225 

236 

231 

221 

222 

232 

235 

250 

726 

672 

Gasoline  service  stations . 

1,638 

1,658 

1,654 

1,618 

1,594 

1,581 

1,584 

1,602 

1,612 

1,605 

1,618 

1,638 

1,681 

4,950 

4,856 

Drug  and  proprietary  stores . 

694 

666 

702 

678 

677 

678 

674 

674 

685 

688 

683 

677 

694 

2,062 

2,031 

Liquor  stores . 

471 

482 

503 

458 

471 

469 

475 

481 

476 

466 

478 

473 

483 

1,456 

1,371 

1  Preliminary  estimates,  see  Expalantory  Material,  page  14. 

Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  nonf ranchised  car  dealers . 

Note:  United  States  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MARCH  1964 


Percentage  changes  in  sales — 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

March  1964 
from — 

3  mos. 
1964 

Kind  of  business 

March  1964 
from — 

3  mos. 
1964 

Mar. 

1963 

Feb. 

1964 

from 

3  mos. 
1963 

Mar. 

1963 

Feb. 

1964 

from 

3  mos 
1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+5 

+10 

+6 

Durable-goods  stores,  total . 

+6 

+11 

+8 

Nondurable-goods  stores,  total . 

+4 

+9 

+6 

-1 

+4 

Grocery  stores . 

-2 

+1 

+4 

Meat  markets . 

+2 

+2 

+4 

Fruit  stores,  vegetable  markets* . 

+19 

+9 

+20 

Candy,  nut,  confectionery  stores* . 

+15 

+13 

+2 

Bakery  products  stores . 

+1 

+6 

+4 

Delicatessen  stores* . 

+4 

+9 

+1 

Eating  and  drinking  places . 

+1 

+7 

+5 

Eating  places . 

+2 

+7 

+6 

Restaurants,  cafeterias,  lunchrooms . 

+3 

+6 

+6 

Drinking  places . 

-1 

+6 

+3 

General  merchandise  group . 

+12 

+24 

+11 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

+10 

+25 

+11 

Department  stores . 

+11 

+25 

+12 

Variety  stores . 

+23 

+25 

+17 

Mail  order  houses  (department  store 

merchandise) . 

+16 

+22 

+11 

Apparel  group . 

+19 

+37 

+12 

Men's,  boys'  clothing,  furnishings  stores . 

+10 

+15 

+8 

Men's,  boys'  clothing  stores* . 

+12 

+12 

+10 

Men's,  boys'  furnishings  stores* . 

+9 

+9 

+7 

Women's  ready-to-wear  stores . 

+16 

+35 

+12 

Family  clothing  stores . 

+18 

+38 

+11 

Women's  apparel,  accessory,  specialty  stores*.. 

+28 

+25 

+14 

Shoe  stores . 

+27 

+65 

+15 

Furniture  and  appliance  group . 

+14 

+5 

+13 

Furniture  stores . 

+13 

+3 

+14 

Floor  coverings  stores* . 

+28 

+12 

+32 

Household  appliance,  TV,  radio  stores . 

+12 

+4 

+9 

Household  appliance  stores . 

+14 

+6 

+9 

TV,  radio  stores* . 

+7 

0 

+10 

Lumber,  building,  hardware,  farm  equipment 

Lumber,  building  materials  dealers . 

0 

+12 

+4 

Lumber  yards . 

0 

+8 

+5 

Paint,  glass,  wallpaper  stores* . 

+3 

+15 

+10 

Heating  and  plumbing  equipment  dealers* . 

-3 

+14 

+8 

Hardware  stores . 

-2 

+12 

+2 

Farm  equipment  dealers* . . 

+4 

+40 

+3 

Automotive  group . 

+5 

+11 

+7 

Passenger  car  dealers . 

+5 

+10 

+8 

Passenger  car  dealers  (franchised) . 

+5 

+10 

+9 

Tire,  battery,  accessory  dealers . 

+9 

+18 

+9 

Gasoline  service  stations . 

+4 

+8 

+4 

Fuel  fuel  oil  dealers* . 

+2 

-16 

-5 

Fuel  dealers,  except  fuel  oil* . 

-3 

-21 

-7 

Fuel  oil  dealers* . 

+5 

-13 

-4 

Drug  and  proprietary  stores . 

+2 

+4 

+3 

Drug  stores . 

+2 

+4 

+2 

Liquor  stores . 

+4 

+4 

+7 

Jewelry  stores* . 

+11 

+18 

+5 

+26 

+31 

+17 

Book  stores* . 

+31 

-14 

+32 

Stationery  stores* . 

+11 

+5 

+3 

Music  stores* . 

+25 

+3 

+15 

Camera,  photographic  supply  stores* . 

+4 

-4 

+9 

Optical  goods  stores* . 

+20 

+6 

+18 

Typewriter  stores* . 

+7 

±2 

=2. 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+5 

-1 

+4 

Durable-goods  stores,  total . 

+6 

-4 

+6 

Nondurable -goods  stores,  total . 

+4 

0 

+4 

Food  group . 

+6 

+3 

+3 

Grocery  stores . 

+6 

+3 

+3 

Eating  and  drinking  places . 

+2 

-1 

+4 

General  merchandise  group . 

+4 

-3 

+7 

Department  stores . 

+4 

-4 

+9 

Variety  stores . 

Mail  order  houses  (department  store 

+8 

0 

+9 

merchandise) . 

+9 

-5 

+9 

Apparel  group . 

+2 

-6 

+4 

Men's,  boys'  wear  stores . 

0 

-7 

+2 

Women's  apparel,  accessory  stores . 

+4 

-5 

+7 

Shoe  stores . 

0 

+1 

+2 

Furniture  and  appliance  group . 

+14 

+1 

+11 

Furniture,  home  furnishings  stores . 

+14 

-1 

+13 

Household  appliance,  TV,  radio  stores . 

+12 

+3 

+7 

Lumber,  building,  hardware,  farm  equipment 

_1 

-5 

+1 

Lumber,  building  materials  dealers . 

-1 

-8 

+3 

Hardware  stores . 

-2 

-6 

-1 

Automotive  group . 

+5 

-6 

+6 

Passenger  car  and  other  automotive  dealers.... 

+4 

-7 

+5 

Tire,  battery,  accessory  dealers . 

+13 

+5 

+8 

Gasoline  service  stations . 

+2 

0 

+2 

Drug  and  proprietary  stores . 

+4 

+5 

+2 

Liquor  stores . 

+10 

+4 

+6 

*  See  Explanatory  Materials,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MARCH  1964 


(Millions  of  dollars) 


1964 

1963 

To 
3  mo 

tal 

nths 

Kind  of  business 

Jan.  J 

j  Feb. 

Mar. 

Mar.  I 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,478 

4,330 

4,  859 

4, 571 

4, 651 

4,849 

4,767 

4, 601 

5,107 

4,611 

4,915 

5,364 

6,943 

13,667 

12,472 

310 

315 

359 

324 

355 

384 

385 

388 

389 

365 

412 

411 

501 

984 

879 

Nondurable-goods  stores,  total . 

4,168 

4,015 

4, 500 

4, 247 

4,296 

4,465 

4,382 

4,213 

4,718 

4,246 

4,503 

4,953 

6,442 

12, 683 

2,139 

2,035 

2,026 

2,119 

1,920 

2,123 

2,006 

1,974 

2, 193 

1,877 

2,018 

2,192 

2, 142 

6,200 

5,912 

Grocery  stores1. . 

2,086 

1,982 

1,970 

2,067 

1,862 

2,063 

1,950 

1,915 

2,137 

1,825 

1,965 

2,140 

2,081 

6,038 

5,754 

Eating  and  drinking  places . 

102 

100 

111 

102 

102 

107 

108 

111 

115 

107 

109 

105 

107 

313 

282 

General  merchandise  group . 

1,262 

1,246 

1,564 

1,329 

1,504 

1,491 

1,516 

1,415 

1,641 

1,526 

1,615 

1,843 

2,995 

4,072 

3,484 

Department  stores  and  dry  goods,  general 

2,885 

909 

871 

1,105 

956 

1,066 

1,070 

1,106 

1,011 

1,176 

1, 105 

1,149 

1,307 

2,113 

790 

763 

968 

835 

929 

935 

965 

879 

1,015 

961 

1,000 

1,137 

1,850 

2,521 

2,142 

Variety  stores . 

216 

238 

304 

241 

294 

276 

276 

263 

301 

272 

292 

321 

611 

758 

636 

Apparel  group . 

247 

228 

365 

283 

353 

315 

307 

263 

310 

309 

311 

348 

567 

840 

717 

Men's,  boys'  wear  stores2 . 

26 

22 

29 

25 

29 

29 

30 

25 

25 

25 

30 

34 

60 

68 

Women's  apparel,  accessory  stores3 . 

97 

95 

147 

116 

141 

135 

130 

115 

138 

128 

131 

152 

246 

339 

291 

Women's  ready-to-wear  stores . 

89 

88 

135 

107 

129 

124 

120 

106 

128 

118 

120 

141 

226 

312 

Shoe  stores . 

73 

66 

119 

87 

113 

90 

87 

71 

84 

93 

83 

83 

133 

258 

221 

Furniture  and  appliance  group . 

78 

83 

96 

85 

83 

91 

92 

91 

98 

94 

102 

108 

128 

257 

228 

Tire,  battery,  accessory  dealers . 

75 

72 

82 

77 

92 

97 

103 

102 

94 

83 

93 

94 

132 

229 

208 

Drug  and  proprietary  stores . 

140 

138 

148 

135 

134 

138 

141 

138 

143 

135 

138 

143 

226 

426 

392 

Liquor  stores . 

91 

93 

98 

96 

93 

100 

95 

99 

105 

92 

102 

111 

171 

282 

265 

Data 

ADJUSTED 

ror  seasonal  variations 

and  trading  day  differences 

United  States,  total . 

5,089 

5,111 

5,126 

4,778 

4,705 

4,730 

4,848 

4,914 

4,983 

4,871 

4,  809 

4,922 

5,043 

15,326 

14, 266 

Grocery  stores . 

2,041 

2,018 

2,055 

1,940 

1,946 

1,955 

1,964 

1,992 

2,007 

1,970 

1,993 

2,015 

2,017 

6,114 

5,857 

Eating  and  drinking  places . 

111 

110 

112 

104 

103 

104 

104 

105 

107 

105 

107 

105 

106 

333 

305 

General  merchandise  group . 

1,698 

1,743 

1,721 

1,569 

1,503 

1,512 

1,593 

1,604 

1,646 

1,605 

1,523 

1,600 

1,674 

5,162 

4, 593 

Department  stores . 

1,057 

1,090 

1,075 

972 

922 

939 

990 

995 

1,035 

1,000 

932 

993 

1,050 

3,222 

2, 820 

Variety  stores . 

318 

318 

319 

294 

287 

285 

297 

295 

294 

297 

298 

296 

305 

955 

870 

Apparel  group . 

336 

337 

326 

311 

309 

309 

311 

324 

341 

316 

298 

310 

326 

999 

939 

Men's,  boys'  wear  stores2 . 

31 

33 

29 

29 

29 

29 

28 

33 

33 

31 

29 

27 

29 

93 

87 

Women's  apparel,  accessory  stores3 . 

139 

140 

136 

131 

126 

131 

136 

141 

147 

132 

125 

135 

137 

415 

390 

Shoe  stores . 

94 

90 

98 

92 

89 

85 

83 

82 

90 

87 

84 

83 

92 

282 

278 

Tire,  battery,  accessory  dealers . 

99 

98 

96 

89 

90 

88 

93 

92 

88 

89 

91 

92 

99 

293 

269 

Drug  and  proprietary  stores . . . ; . 

152 

148 

157 

140 

139 

143 

144 

145 

150 

147 

146 

144 

147 

457 

423 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  March  1964  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending 
March  7-473;  March  14  =  463;  March  21  =  465;  March  28  =  484. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MARCH  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTIT  for  seasonal  variations  or  trading  day  differences) 


Kind  of  business 

1964 

1963 

Total 

3  months 

Jan. 

|  Feb. 

Mar.1 

Mar.  j 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1964 

1963 

United  States,  total . 

5,328 

5,143 

5,761 

5,469 

5,574 

5,776 

5,685 

5,518 

6,094 

5,546 

5,947 

6,411 

8,239 

16, 232 

14,962 

Food  group . 

2,413 

2,288 

2,277 

2,383 

2,166 

2,385 

2,261 

2, 262 

2,497 

2,150 

2,294 

2,477 

2,431 

6,978 

6,681 

Grocery  stores . 

2,  334 

2, 211 

2, 195 

2,309 

2,086 

2, 302 

2,184 

2,179 

2,417 

2,074 

2,217 

2,401 

2, 343 

6,740 

6,463 

Eating  and  drinking  places . 

148 

139 

158 

147 

148 

156 

162 

164 

170 

159 

166 

165 

163 

445 

411 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,372 

1,368 

1,710 

1,476 

1,660 

1,643 

1,669 

1,550 

1,799 

1,672 

1,773 

2,019 

3, 275 

4,450 

3,859 

merchandise  6tores . 

1,006 

976 

1,233 

1,070 

1,189 

1,196 

1,237 

1,126 

1,312 

1,231 

1,285 

1,455 

2,  349 

3,215 

2,742 

Department  stores . 

861 

843 

1,065 

919 

1,018 

1,024 

1,058 

957 

1,105 

1,051 

1,095 

1,244 

2, 029 

2,769 

2, 351 

Drug  and  proprietary  stores . 

165 

162 

172 

162 

160 

167 

169 

167 

176 

165 

168 

172 

266 

499 

472 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 


6 


Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  MARCH  1964 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences. 

— - ' - ~ - 

Percentage  change  in  sales 


Percentage  change  in  sales 


Area 


STANDARD  METROPOLITAN  AREA 


Akron,  Ohio . . 

Albany- Schenectady-Troy,  N.  Y, 

Asheville,  N.  C . . 

Atlanta,  Ga . . 

Augusta,  Ga . . 


Baltimore,  Md. . . , 
Baton  Rouge,  La. , 
Binghamton,  N.  Y, 
Birmingham,  Ala.. 
Boston,  Mass . 


Buffalo,  N.  Y _ 

Canton,  Ohio . . 

Chattanooga,  Term, 

Chicago,  Ill . . 

Cincinnati,  Ohio. , 


Cleveland,  Ohio. . . . , 

Columbus,  Ga . . 

Columbus,  Ohio . . 

Corpus  Christi,  Tex, 
Dallas,  Tex . . 


Denver,  Colo . 

Des  Moines,  Iowa.. 

Detroit,  Mich . 

El  Paso,  Tex . 

Erie,  Pa . 

Evansville,  Ind... 

Flint,  Mich . 

Fort  Wayne,  Ind. . . 
Fort  Worth,  Tex... 
Grand  Rapids,  Mich, 


Houston,  Tex . . 

Indianapolis,  Ind, 
Jacksonville,  Fla. 
Kansas  City,  Mo.., 
Knoxville,  Tenn. . . 


Lancaster,  Pa . . 

Lexington,  Ky . . 

Los  Angeles,  Long  Beach,  Calif, 

Louisville,  Ky . . 

Macon,  Ga . . . . 


Memphis,  Tenn.., 

Miami,  Fla . . 

Milwaukee,  Wis.. 

Mobile,  Ala _ 

New  Orleans,  La, 


March  1964  from — 

3  mos.  1964 
from 

3  mos.  1963 

Area 

March  1964  from — 

3  mos.  1964 
from 

3  mos.  1963 

March 

1963 

February 

1964 

March 

1963 

February 

1964 

New  York- Northeastern  New  Jersey* 1... 

+11 

+19 

+12 

New  York  City . 

+12 

+19 

+12 

Newark,  N.  J . 

-4 

+3 

+4 

+14 

+13 

+13 

Norfolk-Portsmouth,  Va . 

+10 

+29 

+13 

NA 

NA 

NA 

Oklahoma  City,  Okla . 

+4 

+31 

+7 

+14 

+55 

+9 

+10 

+31 

+14 

Omaha,  Nebr . 

+5 

+22 

+7 

+9 

+35 

+12 

Peoria,  Ill . 

-1 

+27 

+4 

Philadelphia,  Pa . 

+11 

+31 

+9 

Phoenix,  Ariz . 

NA 

NA 

NA 

+15 

+29 

+17 

Pittsburgh,  Pa . 

+6 

+21 

+11 

+2 

+30 

+3 

+1 

+36 

-3 

Portland,  Oreg . 

+7 

NA 

+6 

-5 

+27 

+3 

Reading,  Pa . 

+10 

+35 

+10 

+15 

+32 

+9 

Richmond,  Va . 

+4 

+30 

+8 

Rochester,  N.  Y . 

+3 

+22 

+7 

Sacramento,  Calif . 

+22 

NA 

+19 

NA 

NA 

NA 

+10 

+14 

+11 

St.  Louis,  Mo . 

+5 

+27 

+4 

+13 

+47 

+12 

Salt  Lake  City,  Utah . 

+3 

NA 

+5 

+6 

+19 

+13 

San  Antonio,  Tex . 

+14 

+39 

+10 

+15 

+25 

+14 

San  Bernardino,  Calif . 

NA 

NA 

NA 

San  Diego,  Calif . 

+13 

NA 

+10 

+11 

+16 

+14 

Savannah,  Ga . 

+11 

+33 

+11 

NA 

NA 

NA 

Seattle,  Wash . 

-3 

NA 

-2 

+10 

+28 

+12 

Shreveport,  La . 

+5 

+40 

+5 

-1 

+10 

+3 

South  Bend,  Ind . 

+3 

+25 

+6 

+10 

+20 

+13 

Spokane,  Wash . 

-1 

NA 

+1 

Springfield,  Mo . 

+8 

+41 

+10 

+8 

+20 

+13 

Springfield,  Ohio . 

+9 

+27 

+8 

+7 

+19 

+9 

Syracuse,  N.  Y . 

+1 

+31 

+5 

+13 

+13 

+18 

Tacoma,  Wash . 

+2 

NA 

+1 

+15 

+25 

+11 

Tampa-St.  Petersburg,  Fla . 

+12 

+22 

+11 

+4 

+60 

+8 

Toledo,  Ohio . 

+9 

+22 

+11 

NA 

NA 

NA 

Trenton,  N.  J . 

+16 

+27 

+14 

+10 

+29 

+13 

Tulsa,  Okla . . . 

+6 

+29 

+7 

+1 

+17 

+7 

Utica-Rome,  N.  Y . 

+16 

+30 

+26 

NA 

NA 

NA 

Waco,  Tex . 

+11 

+26 

+13 

+11 

+41 

+11 

Washington,  D.  C . 

+12 

+16 

+13 

Wheeling,  W.  Va . 

+1 

+22 

+4 

+18 

+26 

+19 

Wichita,  Kane . 

+9 

+29 

+9 

+4 

+26 

+7 

Worcester,  Mass . 

+19 

+29 

+13 

+21 

+25 

+22 

Youngstown,  Ohio . 

+6 

+17 

+10 

+6 

+26 

+10 

+13 

+36 

+13 

CITIES 

+6 

+26 

+10 

Bridgeport,  Conn . 

+8 

+22 

+5 

+11 

+40 

+15 

Bristol,  Tenn.-Va . 

+11 

+41 

+10 

+13 

NA 

+12 

Duluth,  Minn. -Superior,  Wis . 

4-10 

+7 

+7 

+11 

+34 

+16 

Minneapolis,  Minn . 

+1 

+24 

+10 

+11 

+42 

+11 

Oak land- Berkeley,  Calif . 

+1 

NA 

-2 

+7 

+26 

+10 

Portsmouth,  Ohio . 

+18 

+31 

+16 

416 

+19 

+16 

Rome,  Ga . 

+14 

+52 

+13 

+7 

+19 

+8 

St.  Paul,  Minn . 

+14 

+29 

+18 

-3 

+35 

+2 

San  Francisco,  Calif . 

+6 

NA 

+4 

+15 

+34 

+14 

Springfield,  Mass . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to 
revision. 


Table  6.  ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALMENT  ACCOUNTS —UN ITED  STATES,  BY  KIND  OF  BUSINESS:  MARCH  1964 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 
change, 
March  1964 
from-- 

Jan. 

Feb. 

Mar.1 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct . 

Nov . 

Dec . 

Mar . 
1963 

Feb . 
1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

14,628 

14, 123 

14, 301 

12,912 

13,  352 

13,634 

13, 799 

13,781 

14,016 

13, 990 

14, 269 

14,361 

15,484 

.  +11 

+1 

Durable-goods  stores,  total . 

6,259 

6,083 

6,138 

5,799 

5, 965 

6,160 

6,339 

6,457 

6,559 

6,532 

6,588 

6,456 

6,626 

+6 

+1 

Nondurable -goods  stores,  total . 

8, 369 

8,040 

8,163 

7, 113 

7,387 

7,474 

7,460 

7,324 

7,457 

7,458 

7,681 

7, 905 

8,858 

+15 

+2 

Food  group . 

352 

346 

346 

332 

326 

342 

341 

349 

364 

335 

353 

348 

354 

+4 

0 

Grocery  stores . 

288 

283 

288 

276 

272 

291 

292 

298 

305 

300 

293 

289 

293 

+4 

+2 

Eating  and  drinking  places . 

84 

85 

84 

80 

76 

74 

78 

71 

74 

60 

70 

84 

89 

+5 

-1 

General  merchandise  group . 

4,943 

4,723 

4,775 

4,031 

4,144 

4,228 

4,325 

4,287 

4,371 

4,452 

4,592 

4,762 

5,423 

+18 

+1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,788 

3,587 

3, 629 

3,065 

3,166 

3,227 

3, 288 

3,274 

3,336 

3,381 

3,521 

3,641 

4,164 

+18 

+1 

Department  stores . 

3,385 

3,167 

3,226 

2,695 

2,788 

2,853 

2,914 

2,904 

2,971 

3,000 

3,124 

3,240 

3,730 

+20 

+2 

Mail  order  houses  (department  store  mdse.)... 

972 

960 

977 

805 

812 

836 

868 

846 

868 

899 

918 

952 

1,062 

+21 

+2 

Apparel  group . 

1,062 

962 

990 

932 

950 

892 

879 

837 

855 

898 

941 

953 

1, 186 

+6 

+3 

Women's  ready-to-wear  stores . 

454 

424 

456 

438 

448 

418 

400 

371 

379 

406 

422 

421 

512 

+4 

+8 

Furniture  and  appliance  group . 

2, 199 

2,143 

2,129 

1,984 

1, 985 

2,067 

2,031 

2,005 

2,026 

2,035 

2,042 

2,061 

2, 278 

+7 

-1 

Furniture,  home  furnishings  stores . 

1,675 

1,620 

1,600 

1,512 

1,503 

1,575 

1,543 

1,528 

1,555 

1,573 

1,565 

1,551 

1,716 

+6 

-1 

Furniture  stores . 

1,511 

1,457 

1,429 

1,387 

1,366 

1,446 

1,426 

1,401 

1,433 

1,426 

1,419 

1,394 

1,532 

+3 

-2 

Household  appliance,  TV,  radio  stores . 

523 

523 

529 

472 

482 

492 

488 

477 

471 

462 

477 

510 

562 

+12 

+1 

Household  appliance  dealers . 

461 

459 

467 

416 

413 

428 

434 

429 

413 

403 

413 

446 

490 

+12 

+2 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,662 

1,631 

1,716 

1,634 

1,769 

1,854 

1, 925 

2,050 

2,117 

2, 076 

2,097 

1,932 

1,778 

+5 

+5 

Lumber  yards,  building  materials  dealer^  .... 

1,216 

1,185 

1,222 

1,125 

1,  231 

1,283 

1, 345 

1,445 

1,510 

1,498 

1,520 

1,441 

1, 300 

+9 

+3 

Lumber  yards . 

883 

873 

880 

836 

917 

962 

1,014 

1,098 

1,134 

1,104 

1, 114 

1,046 

948 

+5 

+1 

Automotive  group . 

1,481 

1,442 

1,437 

1,349 

1,401 

1,408 

1,456 

1,510 

1,462 

1,457 

1,514 

1,538 

1,560 

+7 

0 

Passenger  car  dealers3  . 

992 

955 

939 

897 

947 

936 

943 

1,011 

944 

974 

1,020 

1,028 

1,048 

+5 

-2 

Passenger  car  dealers  (franchised) . 

914 

881 

874 

830 

867 

861 

869 

910 

878 

880 

952 

957 

980 

+5 

Tire,  battery,  accessory  dealers . 

462 

460 

469 

622 

429 

442 

479 

500 

485 

483 

461 

482 

479 

+11 

+2 

Gasoline  service  stations . 

451 

439 

450 

436 

460 

472 

471 

448 

456 

452 

467 

469 

442 

+3 

+3 

Other  retail  stores . 

2,394 

2, 352 

2,  374 

2, 134 

2,241 

2,  297 

2,  293 

2, 224 

2, 291 

2, 205 

2, 193 

2, 214 

2, 374 

+11 

+1 

CHARGE  ACCOUNTS 

United  States,  total . 

7,409 

7, 126 

7,221 

6,658 

7,032 

7,202 

7,147 

7,157 

7,264 

7,178 

7, 381 

7, 381 

7,826 

+8 

+1 

Durable-goods  stores,  total . 

3, 337 

3,  224 

3,305 

3,038 

3,246 

3,390 

3,478 

3,594 

3,669 

3,654 

3,774 

3,658 

3,622 

+9 

+3 

Nondurable-goods  stores,  total . 

4,072 

3,902 

3,916 

3,620 

3,786 

3,812 

3,669 

3,563 

3,595 

3,524 

3,607 

3,723 

4,204 

+8 

0 

Food  group . . . 

341 

334 

334 

325 

319 

331 

329 

339 

349 

337 

340 

336 

342 

+3 

0 

General  merchandise  group . 

1,039 

958 

909 

873 

890 

918 

885 

846 

839 

855 

857 

910 

1,160 

+4 

-5 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

950 

871 

827 

782 

793 

821 

781 

745 

740 

750 

768 

819 

1,065 

+6 

-5 

Department  stores . 

844 

765 

713 

662 

673 

705 

684 

652 

647 

656 

661 

710 

950 

+8 

-7 

Apparel  group . 

748 

666 

690 

664 

682 

632 

617 

598 

609 

648 

681 

697 

873 

+4 

*4 

Furniture  and  appliance  group . 

667 

648 

651 

591 

610 

629 

631 

612 

630 

626 

652 

677 

760 

+10 

C 

Furniture,  home  furnishing  stores . 

486 

466 

469 

440 

461 

483 

475 

464 

480 

484 

490 

498 

562 

+7 

+1 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,496 

1,452 

1,524 

1,439 

1,580 

1,655 

1,730 

1, 845 

1,912 

1,876 

1,914 

1,761 

1,606 

+6 

+5 

Lumber  yards,  building  materials  dealers2.... 

1, 166 

1,136 

1,169 

1,062 

1, 173 

1,221 

1, 286 

1,  385 

1,448 

1,437 

1,460 

1,  386 

1,246 

+10 

+3 

Lumber  yards . 

848 

840 

845 

787 

873 

915 

968 

1,051 

1,089 

1,061 

1,073 

1,009 

911 

♦7 

♦1 

Automotive  group . 

882 

858 

851 

754 

795 

817 

813 

844 

809 

818 

885 

884 

902 

+13 

-1 

Passenger  car  dealers  (franchised) . 

641 

620 

615 

54fi 

581 

579 

572 

594 

572 

577 

632 

638 

662 

+12 

-1 

Gasoline  service  stations  . 

439 

430 

437 

427 

451 

463 

461 

438 

447 

441 

455 

455 

429 

+2 

INSTALMENT  ACCOUNTS 

United  States,  total . 

7,219 

6,997 

7,079 

6,254 

6,320 

6,432 

6,652 

6,624 

6,752 

6,812 

6,  888 

6,980 

7,658 

+13 

+1 

Durable-goods  stores,  total . 

2, 922 

2, 859 

2,832 

2,761 

2,719 

2,770 

2,861 

2,863 

2,890 

2,878 

2,814 

2,798 

3,004 

+3 

-1 

Nondurable -goods  stores,  total . 

4,  297 

4,138 

4,247 

3,493 

3,601 

3,662 

3,791 

3,761 

3,862 

3,934 

4,072 

4,182 

4,654 

+22 

+3 

General  merchandise  group . 

3,904 

3,765 

3, 866 

3,158 

3,254 

3,310 

3,440 

3,441 

3,532 

3,597 

3,735 

3,852 

4,263 

+22 

+3 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

2,838 

2,716 

2,802 

2,283 

2, 373 

2,406 

2,507 

2,529 

2,596 

2,631 

2,753 

2,822 

3,099 

Department  stores . 

2, 541 

2,402 

2, 513 

2,033 

2,115 

2,148 

2, 230 

2,252 

2,324 

2,344 

2,463 

2,530 

2,78^ 

-24 

Apparel  group . 

314 

296 

300 

268 

268 

260 

262 

239 

246 

250 

260 

256 

313 

*12 

Furniture  and  appliance  group . 

1,532 

1,495 

1,478 

1, 393 

1,375 

1,438 

1,400 

1,  393 

1,396 

1,409 

1, 390 

1,384 

1.518 

-1 

Furniture,  home  furnishings  stores . 

1,189 

1,154 

1,131 

1,072 

1,042 

1,092 

1,068 

1,064 

1,075 

1,089 

1,075 

, 

.  •• 

-2 

Household  appliance,  TV,  radio  stores . 

343 

341 

347 

321 

333 

346 

332 

329 

321 

320 

315 

331 

y.A 

+3 

+2 

Lumber,  building,  hardware,  farm  equip,  group.. 

166 

179 

192 

195 

189 

199 

195 

205 

205 

200 

18 

171 

172 

-2 

+7 

Automotive  group . 

599 

584 

586 

595 

606 

591 

643 

666 

653 

639 

629 

654 

658 

-2 

0 

Tire,  battery,  accessory  dealers . 

267 

265 

269 

257 

258 

249 

289 

299 

296 

290 

255 

276 

282 

♦5 

♦2 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  comnercial  banks 
and  other  l inancial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to- month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 
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Table  7.  '  ESTIMATED  END-OF-MDNTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS _ 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  MARCH  1964 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 

change, 

March  1964 
from-- 

Jan. 

1 

Feb. 

Mar.1 

“  1 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Mar. 

1963 

Feb. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,207 

5,012 

5,076 

4, 267 

4,377 

4,468 

4,606 

4,605 

4,789 

4,846 

4,923 

5,072 

5,591 

+  19 

+  1 

Durable-goods  stores,  total . 

1, 180 

1,153 

1,152 

1, 100 

1, 103 

1,112 

1,150 

1, 161 

1,218 

1,211 

1,172 

1,186 

1,222 

+  5 

0 

Nondurable-goods  stores,  total . 

4,027 

3,  859 

3, 924 

3,167 

3,274 

3,356 

3,456 

3,444 

3,571 

3,635 

3,751 

3,886 

4,369 

+  24 

+  2 

General  merchandise  group . 

3,587 

3,433 

3,496 

2, 778 

2,873 

2,953 

3,058 

3,065 

3, 187 

3,  255 

3,365 

3,488 

3,904 

+  26 

+2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,818 

2,680 

2,734 

2, 177 

2,266 

2,321 

2,401 

2,405 

2,508 

2,552 

2,654 

2,744 

3,095 

+  26 

+  2 

Department  stores . 

2,524 

2, 369 

2,449 

1,949 

2,028 

2,077 

2,149 

2,153 

2, 256 

2,  280 

2,375 

2,455 

2,779 

+  26 

+  3 

Apparel  group . 

264 

247 

250 

224 

230 

224 

227 

215 

215 

223 

229 

235 

294 

+  12 

+  1 

Furniture  and  appliance  group . 

365 

■  368 

375 

336 

335 

332 

332 

332 

329 

334 

339 

349 

375 

+  12 

+  2 

Tire,  battery,  accessory  dealers . 

270 

268 

271 

257 

264 

268 

299 

307 

306 

301 

266 

282 

288 

+5 

+  1 

CHARGE  ACCOUNTS 

United  States,  total . 

1,055 

983 

956 

870 

888 

923 

928 

906 

955 

957 

954 

975 

1,116 

+  11 

-3 

Durable-goods  stores,  total . 

309 

290 

292 

271 

280 

296 

315 

321 

369 

363 

357 

350 

331 

+8 

+  1 

Nondurable-goods  stores,  total . 

746 

693 

66a 

599 

608 

627 

613 

585 

586 

594 

597 

625 

785 

+  11 

-4 

General  merchandise  group . 

457 

411 

380 

341 

341 

359 

352 

330 

338 

350 

346 

368 

489 

+11 

-8 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

413 

371 

342 

306 

306 

323 

310 

289 

295 

306 

306 

329 

449 

+  12 

-8 

Department  stores . 

383 

344 

315 

278 

278 

296 

284 

266 

274 

283 

284 

302 

418 

+  13 

-8 

Apparel  group . 

125 

116 

118 

103 

108 

105 

106 

107 

99 

105 

108 

107 

138 

+  15 

+  2 

Furniture  and  appliance  group . 

41 

44 

46 

41 

40 

37 

39 

37 

37 

37 

39 

40 

43 

+  12 

+5 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,152 

4,029 

4,120 

3,  397 

3,489 

3,545 

3,678 

3,699 

3,834 

3, 889 

3,969 

4,097 

4,475 

+  21 

+  2 

Durable-goods  stores,  total . 

871 

863 

860 

829 

823 

816 

835 

840 

849 

848 

815 

836 

891 

+4 

0 

Nondurable-goods  stores,  total . 

3,  281 

3,166 

3,260 

2,568 

2,666 

2,729 

2,843 

2,859 

2, 985 

3,041 

3,154 

3,261 

3,584 

+  27 

+3 

General  merchandise  group . 

3,  IX 

3,022 

3,116 

2,437 

2,532 

2,594 

2,706 

2,735 

2,849 

2,905 

3,019 

3, 120 

3,415 

+28 

+  3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,405 

2,  309 

2,  392 

1,871 

1,960 

1,998 

2,091 

2,116 

2,213 

2,246 

2,  348 

2,415 

2,646 

+  28 

+4 

Department  stores . 

2,141 

2,025 

2,134 

1,671 

1,750 

1,781 

1,865 

1,887 

1,982 

1,997 

2,091 

2,153 

2,361 

+  28 

+  5 

Apparel  group . 

139 

131 

132 

121 

122 

119 

121 

108 

116 

118 

121 

128 

156 

+  9 

+  1 

Furniture  and  appliance  group . 

324 

324 

329 

295 

295 

295 

293 

295 

292 

297 

300 

309 

332 

+  12 

+2 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-MARCH  1964  AND  MARCH  1963 


GENERAL 

MERCHANDISE 

GROUP 

DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 

FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 

AUTOMOTIVE 


APPAREL 


(Billions  of  dollars) 


5.4 


6.0 


0.6 


1.2 


1.8 


2.4 


3.0 


NOTE:  1964  doto  ore  based  on  preliminary  estimotes  while  1963  doto  ore  based  on  final  estimotes. 


TOTAL  ALL  STORES 

1964 

1963 

Percentage 
change  1 

Charge  Accounts . 

7.2 

6.7 

+  9 

Installment  Accounts  .... 

7.1 

6.3 

+  13 

Total . 

14.3 

12.9 

+  11 

^Based  on 

data  shown 

n  table  6. 

i  l 

L 

J 

3. 6  4. 2 

4.8 

5.4  & 

BUREAU  OF  THE  CE 
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Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month-to-month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable -goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

5.9-6. 7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5.4-6. 5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0. 5-0.9 

0.7 

Eating  places . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2.9-3. 2 

3.0 

0.5-1. 2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0. 8-1.4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3  • 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

.9-2.1 

2.0 

(ZJ-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

..6-1.8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5.4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5.9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3.1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . . . . . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3.3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2.0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9.9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3.4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4^5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0. 8-1.2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2.5 -2.8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0. 8-1.2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1. 6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month-to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCF  TWO  CONSECUTIVE  MONTHS1 --UNITED  STATES,  FGR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1.2-3. 5 

2.8 

1. 7-3.4 

2.7 

1. 9-8.1 

3.1 

2. 0-3.0 

2.6 

1. 6-5.9 

4.6 

1. 8-3.1 

2.5 

2. 6-3. 6 

3.2 

3. 0-5.9 

3.6 

4.6 

3. 1-5.9 

4.1 

5.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

6.1 

3. 7-7. 4 

6.0 

2.3-8. 6 

4.8 

2. 2-4. 2 

3.7 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8  . 

4.4 

5. 0-9. 5 

8.3 

1 .4-6.7 

3. 1 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shewn  in  table  2.  See  Explanatory  Material  for  table  2,  page  13. 

Note:  The  ranges  of  sampling  error  shewn  above  are  based  on  the  month-to-month  percentage  change  in  sales  of  Jie  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change-  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1. 6-2.3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

1  7 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1.2-5. 4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4.0-4. 3 

4.1 

3. 9-4.3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4.2-4 .4 

4.3 

4. 0-4.4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4.4-5. 4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1. 9-2.3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2. 6 

2.4 

2.2-2 .4 

2.4 

0. 7-1.1 

0.9 

Nondurable -goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3. 1-4. 4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3 .0-4 .7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6. 3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3. 7 

3.6 

3. 5-3. 6 

3.5 

0. 7-1.4 

0.9 

Lumber  yards,  building  materials  dealers . 

4.3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . . . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4. 7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2.8-3. 1 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

0.8 

Nondurable-goods  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0. 1-0.8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . . . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . 

3.9-4 .4 

4.1 

3. 9-5. 4 

3.9 

0.7-3. 1 

1.1 

Furniture,  heme  furnishings  stores . 

4. 7-5.4 

5.0 

4. 8-5. 4 

4.9 

0. 3-2.3 

1.4 

Household  appliance,  TV,  radio  stores . 

4.4-6. 0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8.0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3.7^. 1 

3.9 

3. 7-3. 9 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shewn  pertain  to  the  ratio  of  the  prelirainary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
pe,;e  14.,  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percentage 
change1 

Rarvjs 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(z)-o.i 

0.1 

Durable-goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1 .3 

1.1 

0.2-0. 5 

0.3 

Nondurable-goods  stores,  total . . . . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

0.2-0 .3 

0.2 

0. 2-0.3 

0.2 

(X) 

(z) 

1.8-2. 2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0. 8-1.3 

1.0 

0.9-1 .4 

1.0 

(z)-o.i 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1 .3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

0.9-1. 3 

1.3 

1.0-1 .2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2.6-2 .7 

2.7 

0.5-0. 8 

0.6 

Nondurable -goods  stores,  total . . . 

1.2-1. 5 

1.3 

1.1-1 .3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . * . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(Z)-1.4 

(z) 

Department  stores . ' . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(z) 

Apparel  group . 

3. 7-4 .4 

4.0 

3. 7-3. 8 

3.8 

0. 3-0.7 

0.7 

Furniture  and  appliance  group . 

3. 1-3. 7 

3.2 

2 .9-4 .3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

0.3-0 .4 

0.3 

0.3-0 .4 

0.3 

(Z)-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.- 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0 .3 

0.2 

(Z)-0.1 

(z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(Zj-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1 .3 

..  1.0 

0.8-1. 3 

1.0 

(X) 

(Z) 

Z  Sampling  variability  is  less  than  0.1  percent. 

1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical. 

Note:  See  Note,  table  10. 

EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf organizations,  ard  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  die  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes).  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able. 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  f inn  may  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 


12 


credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service,  Diners '  Club,  etc . 

Charge  account  receivables — receivables  outstand- 
-g  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts. 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
/d.th  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  can- 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
isations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  .the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business . 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of  bisine  ss . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  knows 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample .  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960 . 

1 .  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components . 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of  the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureauaf  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business .  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System, "  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  san^le  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (detemined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  cr  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware,  farm  equip¬ 
ment  group  and  the  automotive  group .  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable -goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sanqple  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month -to -month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009 .  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio "is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
-f  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  souii.es 
as  nonreporting  or  response  errors .  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month),  and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary,  "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds -ccP-business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .9  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census .  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  information 
cn  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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II .  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates . 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  for  the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  5 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  5  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores --Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stares  of  Firms  Operating  4  or  More 

Stores --Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability .  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  1G  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors .  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation,"  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of-business  group  and  total  levels 
were  derived  by  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures . 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  conponents  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  makg  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  fbr 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of-business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards . 


Table  12.  COMBINED  SEASONAL,  TRADING  DAY  AND  HOLIDAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JANUARY  1963— DECEMBER  1964 
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Table  13.  AVERAGE  MONTH-TO-MONTH  PERCENT  CHANCES  AND  RELATED  SURMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

Cl' 

I 

C 

x/c 

MCD 

Average  duration  of 

run 

Cl 

I 

c 

MCD 

ALL  STORES 

United  States,  total . 

7.50 

7.36 

35.5 

.80 

.65 

.43 

1.51 

2 

2.34 

1.77 

10.92 

3.51 

Durable-goods  stores,  total . 

7.51 

7.33 

28.5 

1.80 

1.54 

.88 

1.75 

2 

2.18 

1.58 

9.75 

3.02 

Nondurable-goods  stores,  total . 

8.00 

7.86 

41.4 

.67 

.51 

.37 

1.38 

2 

1.96 

1.63 

58.50 

3.42 

Food  group . 

5.85 

5.83 

15.6 

.71 

.55 

.35 

1.57 

2 

1.93 

1.50 

58.50 

4.06 

Grocery  stores . 

6.08 

6.08 

15.7 

.71 

.55 

.39 

1.41 

2 

2.05 

1.38 

39.00 

4.06 

Eating  and  drinking  places . 

5.15 

3.61 

20.2 

.84 

.75 

.33 

2.27 

3 

2.05 

1.60 

10.92 

4.96 

General  merchandise  group . 

16.92 

16.65 

104.0 

1.37 

1.20 

.42 

2.86 

3 

1.90 

1.72 

14.63 

3.15 

Department  stores . 

17.91 

16.01 

107.7 

1.71 

1.58 

.46 

3.43 

4 

1.70 

1.51 

11.91 

3.37 

Variety  stores . 

20 .41 

18.77 

132.2 

1.55 

1.48 

.48 

3.08 

3 

1.70 

1.58 

16.38 

3.91 

Mail  order  houses  (department  store  merchandise). 

16.86 

14.65 

89.9 

2.20 

2.10 

.66 

3.18 

4 

1.82 

1.70 

11.91 

6.40 

Apparel  group . 

20.06 

19.67 

105.4 

1.73 

1.56 

.43 

3.63 

4 

1.82 

1.46 

10.64 

3.12 

Men's,  boys'  wear  stores . 

22.62 

20.42 

125.4 

2.58 

2.35 

.78 

3.01 

4 

1.93 

1.52 

7.71 

3.28 

Women's  apparel,  accessory  stores . 

19.55 

16.55 

96.9 

1.81 

1.72 

.52 

3.31 

4 

1.90 

1.54 

11.91 

4.13 

Shoe  stores . 

20.50 

17.31 

58.5 

2.36 

2.29 

.63 

3.63 

4 

1.82 

1.72 

10.08 

3.28 

Furniture  and  appliance  group . 

8.73 

8.55 

48.5 

1.39 

1.12 

.51 

2.20 

3 

1.70 

1.43 

19.50 

4.16 

Furniture,  home  furnishings  stores . 

8.66 

7.71 

39.5 

1.42 

1.23 

.58 

2.12 

3 

2.15 

1.47 

14 .56 

4.61 

Household  appliance,  TV,  radio  stores . 

9.98 

8.67 

53.8 

2.28 

2.07 

.71 

2.92 

4 

1.90 

1.70 

9.36 

3.20 

Lumber,  building,  hardware,  farm  equipment  group... 

8.84 

8.91 

44.7 

1.92 

1.79 

.55 

3.25 

4 

2.02 

1.65 

6.50 

3.66 

Lumber  yards,  building  materials  dealers . 

9.54 

8.43 

46.0 

1.89 

1.66 

.71 

2.34 

3 

1.87 

1.56 

8.73 

4.78 

Hardware  stores . 

12.07 

10.53 

53.8 

1.73 

1.64 

.53 

3.09 

4 

2.05 

1.87 

9.36 

4.92 

Automotive  group . 

7.80 

7.13 

34.8 

3.06 

2.70 

1.31 

2.06 

3 

2.11 

1.54 

8.36 

3.31 

Passenger  car,  other  automotive  dealers . 

7.94 

7.11 

36.1 

3.22 

2.86 

1.37 

2.09 

3 

2.11 

1.54 

9.75 

3.31 

Tire,  battery,  accessory  dealers . 

12.34 

10.26 

49.7 

2.39 

2,14 

.92 

2.33 

3 

1.98 

1.60 

9.36 

4.30 

Gasoline  service  stations . 

4.24 

2.62 

12.3 

.81 

.60 

.51 

1.18 

2 

2.22 

1.66 

43.67 

4.48 

Drug  and  proprietary  stores . 

6.88 

6.06 

34.5 

.98 

.84 

.46 

1.83 

2 

2.38 

1.66 

16.38 

4.19 

Liquor  stores . 

11.66 

9.11 

61.5 

1.21 

1.04 

.57 

1.82 

2 

2.02 

1.47 

14.56 

4.19 

GROUP  II  STORES 

United  States,  total . 

11.98 

10.79 

57.0 

1.15 

1.04 

.53 

1.96 

3 

1.95 

1.57 

14.11 

6.58 

Grocery  stores . 

7.94 

2.29 

10.5 

1.02 

.89 

.53 

1.68 

2 

1.82 

1.42 

65.50 

3.94 

Eating  and  drinking  places . 

4.37 

2.73 

14 .6 

1.39 

1.27 

.62 

2.05 

3 

2.73 

2.34 

14.56 

6.14 

General  merchandise  group . 

17.57 

17.43 

111.4 

2.36 

2.29 

.77 

2.97 

3 

1.76 

1.53 

11.30 

3.41 

Department  stores . 

17.11 

15.38 

103.7 

3.42 

3.35 

1.12 

2.99 

3 

3.42 

1.44 

8.19 

3.31 

Variety  stores . 

21.23 

19.78 

135.3 

1.57 

1.53 

.42 

3.64 

4 

1.98 

1.68 

13.10 

5.33 

Apparel  group . 

23.31 

22.62 

108.7 

2.48 

2.36 

.72 

3.28 

4 

1.79 

1.57 

14.13 

4.20 

Men's,  boys'  wear  stores . 

27.69 

24.05 

134.1 

5.01 

5.10 

1.33 

3.83 

4 

2.22 

1.96 

8.73 

5.57 

Women's  apparel,  accessory  stores . 

22.25 

18.91 

111.5 

2.74 

2.57 

.81 

3.17 

4 

1.93 

1.72 

10.08 

5.57 

Shoe  stores . 

24.17 

20.69 

70.6 

3.36 

3.32 

.56 

5.93 

6 

1.70 

1.51 

10.92 

4.85 

Tire,  battery,  accessory  dealers . 

14.10 

12.29 

60.6 

2.86 

2.68 

.78 

3.44 

4 

1.93 

1.64 

9.36 

4.57 

Drug  and  proprietary  stores . 

10.50 

9.36 

61.5 

1.65 

1.55 

.59 

2.63 

3 

2.18 

1.87 

21.83 

11.73 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

I7C  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spars  (Jan. -Feb.,  Feb. -Mar., 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  3ame  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95*  of  the  tin*?.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  Indicates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  columns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-randcm)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  MARCH  1963  TO  MARCH  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 


UNITED  STATES,  TOTAL . 

Durable-goods  stores,  total . . . 

Nondurable-goods  stores,  total 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group... 

Lumber,  bldg., hdwe., farm  equip. grp 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  NORTHEASTERN  STATES,  TOTAL.... 

Durable-goods  stores,  total . . . 

Nondurable -goods  stores,  total 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group... 

Lumber, bldg., hdwe., farm  equip. grp. 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  NORTH  CENTRAL  STATES,  TOTAL. . . 

Durable-goods  stores,  total... 

Nondurable -goods  stores,  total 

Food  group . . . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . . . 

Lumber, bldg., hdwe .,  farm  equip. grp. 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  SOUTH,  TOTAL . 

Durable-goods  stores,  total . . . 

Nondurable -goods  stores,  total 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group... 

Lumber, bldg., hdwe ., farm  equip. grp. 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  WEST,  TOTAL . 

Durable-goods  stores,  total... 

Nondurable -goods  stores,  total 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  grcnp  . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group... 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


Percentage  change 


Jan. -Mar. 
1964 

Mar. 

1964 

from — 

Jan. 

Feb. 

Mar.1 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

Jan. -Mar. 

Feb. 

1 

1 

1963 

1963 

1964 

19,154 

18,758 

20,584 

19,653 

20,518 

21,228 

20,737 

20,540 

21,018 

19,267 

21, 528 

21,494 

25,104 

+6 

+5 

+10 

6,031 

6, 1 22 

6,779 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,599 

6,985 

7,208 

+8 

+6 

+11 

13,123 

12,636 

13, 805 

13,270 

13,536 

13,989 

13,693 

13,564 

14,462 

13,268 

13,929 

14,509 

17,896 

+6 

+4 

+9 

5,018 

4,849 

4,934 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

+4 

-1 

+2 

4,558 

4,395 

4,454 

4,531 

4,223 

4,578 

4,483 

4,502 

4,828 

4,238 

4,449 

4,689 

4,679 

+4 

-2 

+1 

1,436 

1,347 

1,435 

1,421 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

+5 

+1 

+7 

3,803 

3,724 

4,556 

3,994 

4,421 

4,375 

4,326 

4,083 

4,603 

4,416 

4,703 

5,113 

7,904 

+12 

+14 

+22 

1,872 

1,875 

2,317 

2,075 

2,299 

2,278 

2,266 

2,708 

2,444 

2,275 

2,417 

2,728 

4,399 

+11 

+12 

+24 

1,094 

1,069 

1,341 

1,205 

1,323 

1,325 

1,340 

1,212 

1,408 

1,340 

1,408 

1,590 

2,625 

+12 

+11 

+25 

1,026 

939 

1,284 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

+12 

+19 

+37 

905 

910 

955 

838 

854 

934 

933 

965 

992 

980 

1,095 

1,077 

1,333 

+13 

+14 

+5 

936 

956 

1,139 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

+3 

+1 

+19 

3,677 

3,708 

4,106 

3,926 

4,262 

4,301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

+7 

+5 

+11 

1,566 

1,495 

1,608 

1,543 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

+4 

+4 

+8 

671 

656 

680 

667 

652 

676 

664 

660 

680 

647 

667 

666 

906 

+3 

+2 

+4 

4,933 

4,766 

5,323 

5,018 

5,274 

5,494 

5,287 

5,213 

5,262 

4,837 

5,390 

5,492 

6,595 

+6 

+6 

+12 

1,356 

1,348 

1,559 

1,454 

1,672 

1,760 

1,632 

1,598 

1,458 

1,257 

1,679 

1,595 

1,685 

+7 

+7 

+16 

3,577 

3,418 

3,764 

3,564 

3,602 

3,734 

3,655 

3,615 

3,804 

3,580 

3,711 

3,897 

4,910 

+6 

+6 

+10 

1,435 

1,373 

1,423 

1,394 

1,310 

1,422 

1,381 

1,434 

1,482 

1,318 

1,367 

1,426 

1,459 

+6 

+2 

+4 

1,208 

1,152 

1,173 

1,173 

1,092 

1,189 

1,153 

1,167 

1,243 

1,094 

1,142 

1,196 

1,205 

+6 

0 

+2 

423 

398 

429 

425 

439 

477 

493 

507 

524 

472 

485 

454 

467 

+3 

+1 

+8 

1,036 

998 

1,240 

1,085 

1,222 

1,220 

1,213 

1,099 

1,217 

1,210 

1,280 

1,413 

2,208 

+11 

+14 

+24 

447 

435 

540 

485 

549 

554 

562 

503 

567 

559 

588 

674 

1,106 

+11 

+11 

+24 

280 

263 

335 

304 

347 

346 

350 

295 

339 

347 

358 

409 

697 

+11 

+10 

+27 

340 

310 

437 

361 

425 

389 

390 

320 

362 

388 

388 

425 

700 

+12 

+8 

+21 

+10 

+41 

+4 

+12 

i  i 

284 

279 

301 

292 

296 

304 

305 

325 

322 

298 

303 

300 

308 

+4 

+3 

+8 

153 

146 

153 

150 

148 

151 

152 

154 

159 

152 

154 

154 

203 

+2 

+2 

+5 

5, 516 

5,397 

5,876 

5,674 

6,110 

6,294 

6,216 

6,110 

6,237 

5,819 

6,616 

6,510 

7,347 

+6 

+4 

+9 

1,713 

1,737 

1,920 

1,844 

2,102 

2,138 

2,150 

2,132 

1,996 

1,899 

2,437 

2,172 

2,121 

+8 

+4 

+11 

3,803 

3,660 

3,956 

3,830 

4,008 

4,156 

4,066 

3,978 

4,241 

3,920 

4,179 

4,338 

5,226 

+5 

+3 

+8 

1,390 

1,360 

1,368 

1,371 

1,303 

1,411 

1,401 

1,368 

1,456 

1,303 

1,379 

1,449 

1,446 

+4 

0 

+1 

1,276 

1,253 

1,262 

1,268 

1,194 

1,289 

1,281 

1,256 

1,335 

1,193 

1,261 

1,329 

1,319 

+4 

0 

+1 

436 

398 

420 

415 

435 

473 

480 

491 

507 

463 

475 

450 

452 

+7 

+1 

+6 

1,091 

1,064 

1,292 

1,150 

1,287 

1,264 

1,263 

1,191 

1,357 

1,324 

1,402 

1,548 

2,309 

+13 

+12 

+21 

585 

590 

731 

648 

731 

717 

717 

655 

777 

735 

771 

887 

1,386 

+14 

+13 

+24 

342 

337 

417 

377 

421 

425 

407 

384 

455 

436 

449 

512 

832 

+13 

+11 

+24 

259 

230 

296 

277 

320 

298 

286 

257 

298 

289 

298 

351 

553 

+8 

+7 

+29 

247 

244 

265 

225 

236 

249 

260 

279 

282 

300 

333 

310 

370 

+18 

+18 

+9 

350 

348 

408 

385 

496 

519 

535 

535 

555 

584 

622 

536 

467 

+12 

+6 

+17 

977 

1,000 

1,098 

1,103 

1,244 

1,217 

1,206 

1,177 

1,013 

846 

1,315 

1,157 

1,030 

+4 

0 

+10 

501 

479 

509 

489 

511 

526 

531 

541 

547 

505 

542 

529 

570 

+1 

+4 

+6 

205 

197 

203 

202 

192 

199 

193 

198 

203 

199 

206 

209 

278 

+3 

0 

+3 

5,190 

5,171 

5,723 

5,398 

5,544 

5,691 

5,523 

5,443 

5,663 

5,102 

5,668 

5,640 

6,  575 

+7 

+6 

+11 

1,767 

1,860 

2,090 

1,878 

1,971 

2,038 

1,972 

1,911 

1,845 

1,692 

2,056 

1,907 

1,999 

+10 

+11 

+12 

3,423 

3,311 

3,633 

3,520 

3,573 

3,653 

3,551 

3,532 

3,318 

3,410 

3,612 

3,733 

4,576 

+6 

+3 

+10 

1,308 

1,255 

1,263 

1,311 

1,235 

1,347 

1,316 

1,325 

1,428 

1,232 

1,307 

1,364 

1,357 

+4 

-4 

+1 

1,247 

1,196 

1,206 

1,254 

1,173 

1,280 

1,251 

1,259 

1,360 

1,177 

1,247 

1,306 

1,290 

+4 

-4 

+1 

306 

292 

313 

307 

316 

329 

329 

344 

351 

309 

316 

308 

319 

+6 

+2 

+7 

986 

984 

1,247 

1,073 

1,176 

1,139 

1,109 

1,065 

1,226 

1,122 

1,195 

1,277 

2,007 

+12 

+16 

+27 

491 

500 

631 

568 

613 

593 

579 

548 

642 

556 

617 

676 

1,104 

+10 

+11 

+26 

241 

238 

312 

289 

293 

290 

287 

270 

316 

285 

308 

346 

564 

+8 

+8 

+31 

272 

258 

375 

290 

347 

305 

284 

277 

333 

310 

327 

349 

586 

+17 

+29 

+45 

223 

226 

241 

215 

216 

241 

246 

240 

251 

246 

251 

252 

317 

+10 

+29 

+7 

250 

266 

341 

333 

387 

388 

35C 

365 

361 

340 

371 

332 

283 

-1 

+2 

c 

1,160 

1,217 

1,351 

1,208 

1,244 

1,256 

1,224 

1,169 

1,085 

955 

1,295 

1,169 

1,140 

+11 

+12 

+11 

471 

449 

480 

455 

459 

474 

480 

497 

514 

469 

473 

466 

490 

+7 

+5 

+7 

181 

180 

183 

184 

181 

187 

182 

175 

179 

167 

172 

173 

229 

+1 

-1 

+2 

3,515 

3,424 

3,662 

3,563 

3,590 

3,749 

3,711 

3,774 

3,856 

3,509 

3,854 

3,852 

4,587 

+6 

+3 

+7 

1,195 

1,177 

1,210 

1,207 

1,237 

1,303 

1,290 

1,335 

1,257 

1,151 

1,427 

1,311 

1,403 

+7 

0 

+3 

2,320 

2,247 

2,452 

2,356 

2,353 

2,446 

2,421 

2,439 

2,599 

2,358 

2,427 

2,541 

3,184 

+5 

+4 

+9 

885 

861 

880 

900 

829 

886 

859 

876 

952 

831 

857 

914 

932 

+2 

-2 

+2 

827 

794 

813 

836 

764 

820 

798 

820 

890 

774 

799 

8  58 

865 

+2 

-3 

+2 

271 

259 

273 

274 

273 

283 

290 

304 

316 

282 

280 

274 

295 

+4 

0 

+5 

690 

678 

777 

686 

736 

752 

741 

728 

803 

760 

826 

875 

1,380 

+12 

+13 

+15 

349 

350 

415 

374 

406 

414 

408 

402 

458 

415 

441 

491 

803 

+9 

+18 

+11 

+18 

+19 

+20 

155 

141 

176 

153 

176 

171 

167 

156 

174 

174 

178 

183 

333 

+12 

+15 

+25 

i  i  i  i  i  i  i  ; 

1 ! L 

+5 

+10 

c 

+5 

+8 

+6 

1  Preliminary  estimates.  2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in 

department  store  types  of  merchandise. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage 
change  and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published 
Note:  Estimates  are  based  ot;  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  regions  are  shown  on  last  page  of  report. 
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Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  CEOCRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  MARCH  1963  TO  MARCH  1964 


Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 


1  Preliminary  estimates. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups:  these  are  stores  specializing  in  department  s\ore  tyj.es  of  merchandise. 
(C)  (c)  See  footnote  to  table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  NINE  LARGEST  STATES:  MARCH  1963  TO  MARCH  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1964 

1963 

Percentage  change 

Jan. -Mar. 
1964 
from — 
Jan. -Mar. 

1963 

March  1964 
from — 

Jan. 

I  Feb. 

Mar.1 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Mar. 

1963 

Feb. 

1964 

California . 

2,154 

2,109 

2,213 

2,111 

2,113 

2,204 

2,156 

2,140 

2, 192 

2,011 

2,248 

2,277 

2,783 

+8 

+5 

+5 

Illinois . 

1,143 

1,131 

1,248 

1,203 

1,275 

1,290 

1,235 

1,193 

1,234 

1,172 

1,332 

1,386 

1,602 

+6 

+4 

+10 

Massachusetts . 

586 

561 

638 

595 

624 

662 

636 

606 

607 

549 

607 

631 

778 

+3 

+7 

+14 

Michigan . 

853 

823 

891 

846 

909 

947 

936 

945 

953 

859 

981 

973 

1,109 

+7 

+5 

+8 

New  Jersey . 

697 

699 

828 

744 

770 

780 

752 

749 

735 

675 

780 

782 

920 

+9 

+11 

+18 

New  York . 

1,910 

1,839 

2,025 

1,921 

1,996 

2,075 

1,992 

1,940 

1,997 

1,892 

2,081 

2,110 

2,493 

+6 

+5 

+10 

Ohio . 

986 

977 

1,082 

1,006 

1,072 

1,100 

1,087 

1,088 

1,135 

1,074 

1,212 

1,182 

1,340 

+9 

+8 

+11 

Pennsylvania . 

1,088 

1,066 

1,180 

1,157 

1,230 

1,291 

1,232 

1,213 

1,205 

1,100 

1,240 

1,264 

1,520 

+5 

+2 

+11 

Texas . 

1,010 

1,021 

1,107 

1,084 

1,097 

1,149 

1,104 

1,088 

1,130 

1,013 

1,107 

1,074 

1,228 

+5 

+2 

+8 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  MARCH  1963  TO  MARCH  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1964 

Percentage  change 

Statistical  areas 

Jan. -Mar. 
1964 

March 

1964 

Jan. 

Feb. 

Mar.1 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

from — 
Jan. -Mar. 
1963 

Mar. 

1963 

Feb. 

1964 

Standard  Consolidated  Areas2 

Chicago,  Ill. -Northwestern  Ind., 

812 

802 

882 

878 

915 

913 

884 

837 

869 

818 

928 

963 

1,145 

+5 

0 

+10 

+27 

+11 

+21 

+10 

+5 

+11 

New  York-Northeastern  N.  J., 

1,708 

1,666 

1,841 

479 

1,768 

1,813 

1,864 

1,778 

1,693 

1,693 

1,635 

1,838 

1, 869 

2,216 

813 

GAF3 . 

412 

395 

424 

'463 

'457 

'461 

'413 

'445 

'484 

'505 

'537 

+13 

Standard  Metropolitan 
Statistical  Areas2 

758 

742 

825 

808 

843 

841 

810 

765 

797 

753 

847 

894 

1,071 

+7 

+10 

+9 

+28 

+10 

+11 

+27 

+9 

|  1 

i  i  i  “  i  i  i 

1  1 

i  iii  i  “  i  i  ii  ii 

+5 

+24 

+6 

+6 

1,018 

963 

1,007 

947 

945 

978 

953 

965 

989 

918 

1,039 

1,064 

1,337 

+15 

+5 

+12 

+10 

+17 

+6 

+15 

+6 

New  York.  N.  Y.,  total . 

1,229 

1,195 

1,312 

1,240 

1,270 

1,312 

1,250 

1,204 

1,220 

1,191 

1,312 

1,345 

1,603 

1  1  1  1  1  1  -  1  1  1  1  1  1 

+15 

+12 

GAF^ . 

1  1  1  1  1  1  "  1  1  1  1  1  1 

J_ i_ i_ i_ i_ i_ i ^ i_ i_ i_ i_ i_ i - 

+14 

+24 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months 

change  frcan  the  same  month  a  year  ago1 


A  -  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  =  1.6  to  3.0  percent 
c  =3.1  to  4.5  percent 


1  Approxinations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar  volume  estimates 

Percentage  change 
month  a  year 

from  same 
ago 

Month-to-month  percent  change 
2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group... 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

c 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

c 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  sen/ice  stations . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

•  b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Paci fic 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . . . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GAF,  total . . . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

GSene'ral  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Percentage  change 

fran  same  month  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

3 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

a 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

a 

b 

GJeneral  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FDR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

B 

B 

B 

B 

B 

B 

a 

Table  S^.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

CAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

(Chicago,  Ill  .-Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York -Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

b 

New  York,  N.  Y . 

B 

c 

B 

B 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  sanple  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subs ample  of  the 
Census  sanple  areas  called  area  segments )  selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist- 
ance  subsequent  to  the  establishment  of  the 
8  ample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Area6,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business .  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  Is  measurable . 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates . ) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sairple  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  againsta  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request .  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by- 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published  data  from  their  respective  totals .  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  vise  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
,rbuilding  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind -of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 

CHICAGO,  ILL.— NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 

GARY -HAMMCND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERSON -CLIFT  ON-PASSAIC,  N.  J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 

Middlesex  and  Somerset  counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES -LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N .  Y . 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties.  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 

N.  J. 


Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  APRIL  1964 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  April  1964  were  estimated  at  $21.2  bil¬ 
lion,  3  percent  higher  than  both  March  1964 and  April 
1963.  After  adjustment  for  seasonal  variations  and 
trading  day  differences,  but  not  for  price  changes, 
April  1964  sales  amounted  to  $21.4  billion,  1  per¬ 
cent  higher  than  the  previous  month  and  6  percent 
higher  than  April  1963.  Adjusted  sales  of  durable- 
goods  stores  in  April  1964  increased  1  percent  from 
March  1964  and  6  percent  from  April  1963.  Adjusted 
sales  of  nondurable-goods  stores  in  April  1964  were 
virtually  unchanged  from  the  previous  month  but  5 
percent  above  the  April  1963  level. 

Based  on  adjusted  data,  the  increase  since  March 
1964  in  sales  of  durable-goods  stores  reflected  in¬ 
creases  in  the  automotive  group  (+3$) ,  and  furniture 
and  appliance  group  (+1$) .  Sales  for  the  lumber, 
building,  hardware,  farm  equipment  group  were  down 
(-2$) .  In  the  nondurable-goods  stores  category, 
month- to-month  increases  were  reported hy  the  apparel 
group  ( +4$)  and  general  merchandise  group  {+2$) 
while  the  food  group  decreased  (-1$)  and  eating  and 
drinking  places  remained  virtually  unchanged. 

In  the  durable-goods  stores  category,  a  comparison 
of  adjusted  sales  for  April  1964  with  those  for  the 
same  month  a  year  ago,  shows  that  the  furniture  and 
appliance  group  was  up  (+17$)  and  the  automotive 
group  ahead  (+5$),  while  the  lumber,  building,  hard¬ 
ware,  farm  equipment  group  decreased  (-3$) .  In  the 
nondurable-goods  stores  category,  all  major  kinds- 
of-business  groups  reported  year-to-year  increases 
with  the  general  merchandise  group  gaining  (+10$), 
apparel  group  (+9$),  food  group  (+5$),  and  eating 
and  drinking  places  (+4$). 

Unadjusted  cumulative  sales  of  all  retail  stores 
for  the  first  four  months  of  1964  amounted  to  $79.6 
billion,  5  percent  above  the  first  four  months  of 
1963.  On  an  adjusted  basis,  the  largest  cumulative 
sales  increases  were  reported  by  the  furniture  and 
appliance  group  (+13$),  general  merchandise  group 
(+8$),  eating  and  drinking  places  (+6$),  and  the 
automotive  group  and  apparel  group  with  +5$  each. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $14.3 
billion  in  total  accounts  receivable  balances  owed 


SALES  OF  ALL  RETAIL  STORES- 
FIRST  FOUR  MONTHS  1961  THROUGH  1964 


[Not  adjusted  for  seasonal  variations  or  trading  day  differences] 


Percentage  figures  represent  percent  of  total  soles. 


BUREAU  OF  THE  CENSUS 


by  customers  as  of  April  30,  1964.  This  amount  was 
7  percent  more  than  $13.4  reported  as  of  April  30, 
1963,  and  approximately  1  percent  lower  than  the 
March  1964  figure.  The  increase  in  total  credit  bal¬ 
ances  from  the  April  1963  level,  based  on  data  not 
adjusted  for  seasonal  variations,  reflected  an  8  per¬ 
cent  increase  in  installment  account  balances  and  a 
6  percent  increase  in  charge  account  balances.  Com¬ 
pared  with  March  1964,  charge  accounts  increased  3 
percent  but  installment  accounts  decreased  4  percent. 

Total  receivable  balances  of  durable-goods  stores 
as  of  April  30,  1964  were  1  percent  higher  than  bal¬ 
ances  for  the  previous  month  and  increased  4  percent 
above  those  outstanding  at  the  end  of  April  30,  1963. 
Nondurable-goods  stores  reported  a  2  percent  decrease 
in  total  credit  outstanding  from  the  March  31,  1964 
total,  but  a  9  percent  increase  over  the  total  for 
the  end  of  April  1963. 


(FWeVk!l%bJ,!.t!'|e<:^PerDtendenAjfDOCUnIfntSu',GOVernmentPrintin*0ffice’Washin<!ton'D-C-  20402-  A""1131  subscription  to  Current  Retail  Trade  Rcr  "  , 
subscrLinn/t^nn  Advance  M1on'hly  Retai1  Sales  ReP°«.  Monthly  Retail  Trade  Report,  and  Annual  Retail  Trade  Report  sold  as  a  single 

subscription)  *6.00.  Single  copies,  available  from  the  Government  Printing  Office.  10«  each. 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATE,  BY  KIND  Of  BUSINESS:  APRIL  1964 


3 


(Millions  of  dollars) 


Kind  of  business 

1964 

1963 

Total  4 

months 

Jan. 

Feb. 

Apr. 1 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1964 

1%3 

Data 

NOT  ADJUSTED  for 

seasonal  variations  or 

trading  day  differences 

United  States,  total . 

19,134 

18,758 

20,  540 

21, 183 

20, 518 

21,228 

20,737 

20,540 

21,018 

1.9,267 

21,528 

21,494 

25,104 

79,635 

.  . 

Durable-goods  stores,  total . 

6,031 

6,122 

6,741 

7,361 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,599 

6,985 

7,208 

26,255 

24,492 

Nondurable-goods  stores,  total . 

13,123 

12,636 

13, 799 

13,822 

13,536 

13,989 

13,693 

13,564 

14,462 

L3,268 

13,929 

14,509 

17,896 

53,380 

51,023 

Food  group . 

5,018 

4,849 

4,929 

4,928 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

19,724 

18, 858 

Grocery  stores  . 

4,558 

4,395 

4,444 

4,433 

4,223 

4,578 

4,483 

4,502 

4,828 

4,238 

4,449 

4,689 

4,679 

17, 830 

17, 105 

Meat  markets . 

133 

125 

129 

125 

123 

132 

124 

131 

132 

118 

123 

124 

133 

512 

493 

Bakery  products  stores . 

93 

89 

95 

95 

90 

90 

90 

86 

93 

91 

95 

97 

104 

372 

356 

Eating  and  drinking  places . 

1,436 

rl  386 

1,485 

1,534 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

5,841 

5,472 

Eating  places . 

990 

r964 

1,045 

1,085 

1,027 

1,098 

1,127 

1,159 

1,202 

1,070 

1,083 

1,028 

1,054 

4,084 

3,788 

Restaurants,  cafeterias,  lunchrooms . 

831 

r811 

869 

891 

839 

882 

896 

925 

972 

870 

892 

855 

883 

3,402 

3, 158 

Drinking  places . 

446 

422 

440 

449 

436 

464 

465 

487 

496 

456 

473 

458 

479 

1,757 

1,684 

General  merchandise  group . 

1,872 

1,875 

2,  303 

2, 322 

2,299 

2,278 

2,266 

2,108 

2,444 

2,275 

2,417 

2,728 

4,399 

8,372 

7,757 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,344 

1,320 

1,638 

1,676 

1,644 

1,646 

1,656 

1,512 

1,757 

1,646 

1,734 

1,956 

3,165 

5,978 

5,539 

Department  stores . 

1,094 

1,069 

1,336 

1,363 

1,323 

1,325 

1,340 

1,212 

1,408 

1,340 

1,404 

1,590 

2,625 

4,862 

4,438 

Variety  stores . 

289 

313 

389 

365 

384 

361 

357 

341 

390 

354 

378 

414 

793 

1,356 

1,237 

Mail  order  houses  (department  store 

merchandise) . . . 

140 

146 

178 

179 

163 

160 

141 

148 

183 

172 

197 

248 

307 

643 

581 

Apparel  group . 

1,026 

^.927 

1,283 

1, 140 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

4,376 

4,157 

Men's,  boys'  wear  stores2 . 

208 

r176 

206 

202 

224 

218 

239 

200 

209 

203 

218 

254 

471 

792 

774 

Men* 8,  boys'  clothing,  furnishings  stores. 

202 

r171 

200 

195 

216 

211 

233 

194 

203 

197 

210 

246 

462 

768 

748 

Women's  apparel,  accessory  stores3 . 

407 

r375 

502 

467 

482 

460 

421 

390 

446 

448 

472 

509 

834 

1,751 

1,613 

Women's  ready-to-wear  stores . 

347 

r327 

440 

410 

424 

402 

372 

342 

394 

399 

418 

446 

727 

1,524 

1,421 

Family  clothing  stores . 

187 

r178 

247 

218 

247 

229 

224 

196 

238 

231 

247 

282 

472 

830 

806 

Shoe  stores . 

177 

r156 

266 

210 

259 

210 

202 

179 

212 

214 

197 

202 

295 

809 

776 

Furniture  and  appliance  group . 

905 

r920 

973 

1,  011 

854 

934 

933 

965 

992 

980 

1,095 

1,077 

1,333 

3,809 

3, 303 

Furniture,  home  furnishings  stores . 

584 

r600 

638 

666 

574 

612 

599 

608 

651 

647 

719 

703 

790 

2,488 

2,136 

Furniture  stores . 

421 

r425 

443 

480 

404 

448 

443 

455 

496 

476 

517 

509 

591 

1,769 

1,521 

Household  appliance,  TV,  radio  stores . 

321 

r320 

335 

345 

280 

322 

334 

357 

341 

333 

376 

374 

543 

1,  321 

1,167 

Household  appliance  dealers . . 

228 

r229 

241 

247 

206 

240 

252 

271 

256 

247 

273 

270 

393 

945 

846 

Lumber,  building,  hardware,  farm  equipment 

group . 

936 

956 

1,134 

1,342 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

4,368 

4,294 

Lumber  yards,  building  materials  dealers4... 

536 

542 

616 

714 

748 

828 

819 

1  876 

911 

842 

897 

771 

608 

2,408 

2, 365 

Lumber  yards . 

355 

366 

403 

474 

498 

551 

555 

600 

632 

582 

608 

515 

396 

1,598 

1,567 

Hardware  stores . 

176 

167 

182 

218 

229 

240 

231 

224 

227 

213 

222 

231 

308 

743 

751 

Automotive  group . 

3,677 

*3,684 

4,058 

4,446 

4,262 

4,301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

15,865 

14,984 

Passenger  car,  other  automotive  dealers . 

3,488 

3,505 

3, 847 

4,  210 

4,033 

4,060 

3,865 

3,746 

3,288 

2,779 

4,148 

3,712 

3,377 

15,050 

14, 222 

Passenger  car  dealers5 . 

3,404 

*3,412 

3,734 

4,079 

3,871 

3,905 

3,715 

3,608 

3,151 

2,677 

4,042 

3,613 

3,291 

14,629 

13, 737 

Passenger  car  dealers  (franchised) . 

3,116 

3, 128 

3,429 

3,767 

3,546 

3,570 

3,40; 

3,313 

2,883 

2,402 

3,745 

3,330 

3,054 

13,440 

12,510 

Tire,  battery,  accessory  dealers . 

189 

179 

211 

236 

229 

241 

261 

257 

241 

211 

239 

237 

313 

815 

762 

Gasoline  service  stations . 

1,566 

*1,480 

1,585 

1,631 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

6,262 

6,052 

Drug  end  proprietary  stores . 

671 

656 

680 

657 

652 

676 

664 

660 

680 

647 

667 

666 

906 

2,664 

2,609 

Drug  stores . 

652 

636 

657 

634 

632 

655 

640 

636 

655 

622 

643 

643 

871 

2,579 

2,532 

Liquor  stores . 

433 

427 

434 

434 

429 

458 

450 

474 

489 

437 

466 

510 

724 

1,728 

1,651 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total . 

21,000 

21,533 

21,263 

21, 399 

20,276 

20,200 

20,486 

20,719 

20,666 

>0,426 

20,716 

20, 558 

21,019 

85,195 

81,387 

Durable-goods  stores,  total . 

6,855 

7,262 

6,939 

7,014 

6,646 

6,512 

6,630 

6,773 

6,  562 

6,606 

6,941 

6,734 

6,831 

28,070 

26,470 

Nondurable-goods  stores,  total . 

14,145 

14,271 

14,324 

14,385 

13,630 

13,688 

13,856 

13,946 

14,104 

L3, 820 

13,775 

13,824 

14,188 

57,125 

54, 917 

Food  group . 

5,031 

4,991 

5,152 

5,097 

4,864 

4,890 

4,923 

5,030 

4,9% 

4,897 

4,943 

4,973 

4,991 

20,271 

19,535 

Grocery  stores  . 

4,548 

4,513 

4,645 

4,595 

4,400 

4,414 

4,456 

4,540 

4,527 

4,441 

4,484 

4,512 

4,523 

18,  301 

17,695 

Eating  and  drinking  places . 

1,580 

rl, 593 

1,584 

1,586 

1,518 

1,504 

1,511 

1,497 

1,519 

1,470 

1,530 

1,506 

1,528 

6,343 

6,001 

General  merchandise  group . 

2,481 

2,592 

2,489 

2,529 

2,301 

2,322 

2,409 

2,415 

2,475 

2,390 

2,303 

2,355 

2,474 

10,091 

9,366 

Department  stores . 

1,464 

1,538 

1,467 

1,464 

1,330 

1,353 

1,414 

1,403 

1,452 

1,386 

1,321 

1,355 

1,457 

5,933 

5,434 

Variety  stores . 

410 

408 

404 

427 

377 

380 

389 

385 

387 

386 

390 

381 

397 

1,649 

1,504 

Mail  order  houses  (department  store  mdse.).. 

181 

197 

188 

192 

171 

163 

174 

185 

189 

181 

173 

183 

184 

758 

692 

Apparel  group . 

1,250 

pl, 291 

1,228 

1,  272 

1,166 

1,156 

1,179 

1,214 

1,259 

1,204 

1,150 

1,186 

1,250 

5,041 

4,804 

Men's,  boys'  wear  stores2 . . . 

231 

1*246 

233 

239 

233 

221 

222 

239 

247 

238 

217 

224 

239 

949 

931 

Women's  apparel,  accessory  stores^ . 

497 

r505 

477 

508 

443 

447 

471 

475 

480 

465 

451 

463 

482 

1,987 

1,826 

Shoe  stores . 

220 

r214 

226 

218 

203 

203 

199 

202 

209 

198 

196 

205 

222 

878 

848 

Furniture  and  appliance  group . 

1,019 

rl,073 

1,088 

1,104 

945 

938 

935 

979 

939 

985 

1,028 

986 

1,021 

4,284 

3,776 

Furniture,  home  furnishings  stores . 

671 

r707 

711 

705 

617 

598 

611 

613 

611 

648 

666 

640 

637 

2,794 

2,439 

Household  appliance,  TV,  radio  stores . 

348 

r366 

377 

399 

328 

340 

324 

366 

328 

337 

362 

346 

384 

1,490 

1,337 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,269 

1,348 

1,277 

1,254 

1,290 

1,238 

1,263 

1,262 

1,299 

1,318 

1,350 

1,381 

1,289 

5,148 

5,130 

Lumber  yards,  building  materials  dealers4... 

730 

779 

727 

700 

736 

738 

750 

746 

771 

761 

764 

754 

716 

2,936 

2,897 

Hardware  stores . 

219 

228 

209 

206 

221 

202 

212 

212 

221 

214 

222 

240 

236 

862 

887 

Automotive  group . . . 

3,951 

r4, 162 

3,894 

4,020 

3,824 

3,740 

3,843 

3,940 

3,733 

3,717 

3,980 

3,791 

3,935 

16,027 

15,262 

Passenger  car,  other  automotive  dealers . 

3,711 

r  3,925 

3,646 

3,784 

3,602 

3,515 

3,607 

3,709 

3,512 

3,495 

3,748 

3,556 

3,685 

15,066 

14,  368 

Tire,  battery,  accessory  dealers . 

240 

237 

248 

236 

222 

225 

236 

231 

221 

222 

232 

235 

250 

961 

894 

Gasoline  service  stations . 

1,638 

rl,641 

1,629 

1,688 

1,594 

1,581 

1,584 

1,602 

1,612 

1,605 

1,618 

1,638 

1,681 

6,596 

6,450 

Drug  and  proprietary  stores . 

694 

666 

702 

681 

677 

678 

674 

674 

685 

6 88 

683 

677 

6% 

2,743 

2,708 

Liquor  stores . 

471 

482 

491 

473 

471 

469 

475 

481 

476 

466 

478 

473 

483 

1,917 

1,842 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

*  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  n enfranchised  car  dealers. 

Note:  United  States  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 
Revised. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  APRIL  1964 


Percentage  changes  in  sales — 

Percentage  changes  in  sales — 

all 

retail  stores 

all 

retail  stores 

April  1964 

4  mos . 

April  1964 

4  mos. 

Kind  of  business 

from — 

1964 

Kind  of  business 

from — 

1964 

from 

from 

April 

March 

4  mos . 

April 

March 

4  mos . 

1963 

1964 

1963 

1963 

1964 

1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+3 

+3 

+5 

Durable-goods  stores,  total . 

+5 

+9 

+7 

Nondurable-goods  stores,  total . 

+2 

0 

+5 

Food  group . 

+5 

0 

+5 

Grocery  stores . 

+5 

0 

+4 

Meat  markets . 

+2 

-3 

+4 

Fruit  stores,  vegetable  markets* . 

+6 

+9 

+14 

Candy,  nut,  confectionery  stores* . 

-12 

-10 

-2 

Bakery  products  stores . 

+6 

0 

+4 

Delicatessen  stores* . 

+14 

0 

+3 

Eating  and  drinking  places . 

+5 

+3 

+6 

Eating  places . 

+6 

+4 

+7 

Restaurants,  cafeterias,  lunchrooms . 

+6 

+3 

+7 

Drinking  places . 

+3 

+2 

General  merchandise  group . 

+1 

+  1 

+8 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

+2 

+2 

+8 

Department  stores . 

+3 

+2 

+10 

Variety  stores . 

-5 

-6 

+10 

Mail  order  houses  (department  store 

merchandise) . 

+10 

•+1 

+H 

Apparel  group . 

-10 

-11 

+6 

Men's,  boys'  clothing,  furnishings  stores . 

-10 

-2 

+3 

Men's,  boys'  clothing  stores* . 

-10 

-2 

+4 

Men's,  boys'  furnishings  stores* . 

-8 

-3 

+4 

Women's  ready-to-wear  stores . 

-3 

-7 

+7 

Family  clothing  stores . 

-12 

-12 

+3 

Women's  apparel,  accessory,  specialty  stores*.. 

-4 

-8 

+10 

Shoe  stores . 

-19 

-21 

±i 

Furniture  and  appliance  group . 

+18 

+4 

+15 

Furniture  stores . 

+19 

+8 

+16 

Floor  coverings  stores* . 

+15 

-5 

+28 

Household  appliance,  TV,  radio  stores . 

+23 

+3 

+13 

Household  appliance  stores . 

+20 

+2 

+11 

TV,  radio  stores* . 

+32 

+4 

+16 

Lumber,  building,  hardware,  farm  equipment 

+18 

Lumber,  building  materials  dealers . 

-5 

+16 

+2 

Lumber  yards . 

-5 

+18 

+2 

Paint,  glass,  wallpaper  stores* . 

+2 

+8 

+7 

Heating  and  plumbing  equipment  dealers* . 

-8 

+6 

+3 

Hardware  stores . 

-5 

+20 

-1 

Farm  equipment  dealers* . 

+7 

+22 

+3 

Automotive  group . 

+4 

+10 

+6 

Passenger  car  dealers . 

+5 

+9 

+7 

Passenger  car  dealers  (franchised) . 

+6 

+10 

+8 

Tire,  battery,  accessory  dealers . 

+3 

+  12 

+7 

Gasoline  service  stations . 

+4 

+3 

+4 

Fuel  fuel  oil  dealers* . 

+5 

-24 

-4 

Fuel  dealers,  except  fuel  oil* . 

-2 

-24 

-6 

Fuel  oil  dealers* . 

+9 

-24 

-2 

Drug  and  proprietary  stores . 

+1 

-3 

+2 

Drug  stores . 

0 

-4 

+2 

Liquor  stores . 

+1 

0 

+5 

Jewelry  stores* . 

-3 

-16 

+4 

Book  stores* . 

+67 

+4 

+39 

Stationery  stores* . 

+4 

-4 

+1 

Music  stores* . 

+15 

-13 

+14 

Camera,  photographic  supply  stores* . 

-8 

0 

+3 

Optical  goods  stores* . 

+21 

0 

+17 

Typewriter  stores* . 

=2 

=2 

-5 

United  States,  total . 

Durable-goods  stores,  total . 

Nondurable -good s  stores,  total . . . 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 

Apparel  group . 

Men '8,  boys'  wear  stores . 

Women's  apparel,  accessory  stores.. 
Shoe  stores . 


Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


+6 

+1 

+5 

Furniture  and  appliance  group . 

+17 

+1 

+13 

Furniture,  home  furnishings  stores . 

+14 

-1 

+15 

+6 

+1 

+6 

Household  appliance,  TV,  radio  stores . 

+22 

+6 

+11 

+5 

0 

+4 

+5 

-1 

Lumber,  building,  hardware,  farm  equipment 

^4 

-1 

group . 

-3 

-2 

0 

Lumber,  building  materials  dealers . 

-5 

-4 

+1 

+4 

0 

+6 

Hardware  stores . 

-7 

-1 

-3 

+10 

+2 

+8 

Automotive  group . 

+5 

+3 

+5 

+10 

0 

+9 

Passenger  car  and  other  automotive  dealers.... 

+5 

+4 

+  5 

+13 

-1 

+10 

Tire,  battery,  accessory  dealers . 

< 

-5 

+7 

+12 

+2 

+10 

Gasoline  service  stations . 

+6 

+4 

+2 

4-9 

+4 

+5 

+3 

+3 

+2 

Drug  and  proprietary  stores . 

+1 

-3 

+1 

+15 

+6 

+9 

+7 

-4 

+4 

Liquor  stores . 

0 

-A 

+4 

*  See  Explanatory  Materials,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 
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Table  3.  ESTIMATE;)  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  APRIL  1964 

(Millions  or  dollars) 


1964 

1963 

To 
4  mo 

tal 

nths 

Kind  of  business 

Jan. 

Feb. 

|  Mar. 

Apr. 

Apr.  | 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1964 

1%3 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,478 

4,330 

4,859 

4,858 

4,651 

4,849 

4,767 

4,601 

5,107 

4,611 

4,915 

5,364 

6,943 

18,524 

17,123 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

310 
4, 168 

315 

4,015 

359 

4,500 

390 

4,468 

355 

4,2% 

384 

4,465 

385 

4,382 

388 
4,  213 

389 

4,718 

365 

4,246 

412 

4,503 

411 

4,953 

501 

6,442 

1,3^4 

17,150 

1,234 

15,889 

2, 139 

2,035 

2,026 

2,028 

1,920 

2, 123 

2,006 

1, 974 

2, 193 

1,877 

2,018 

2,192 

2,142 

2,081 

8,228 

8,013 

7,832 

Grocery  stores1 . . . 

2, 086 

1,982 

1,970 

1,975 

1,862 

2,063 

1,950 

1,915 

2, 137 

1,825 

1, 965 

2, 140 

7,616 

Eating  and  drinking  places . 

102 

100 

111 

111 

102 

107 

108 

111 

115 

107 

109 

105 

107 

424 

384 

1,262 

1,246 

1,564 

1,592 

1,504 

1,491 

1,516 

1,415 

1,641 

1,526 

1,615 

1,843 

2,995 

5,663 

4,988 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

909 

790 

871 

763 

1,105 

968 

1,146 

1,002 

1,066 

929 

1,070 

935 

1, 106 
965 

1,011 

879 

1,176 

1,015 

1, 105 
961 

1,149 

1,000 

1,307 

1, 137 

2,113 

1,850 

4,032 

3,522 

3,522 

3,071 

Variety  stores . 

216 

238 

304 

281 

294 

276 

276 

263 

301 

272 

292 

321 

611 

1,039 

930 

Apparel  group . 

347 

26 

228 

22 

365 

29 

304 

26 

353 

29 

315 

29 

307 

30 

263 

25 

310 

25 

309 

25 

311 

30 

348 

34 

567 

60 

1,144 

103 

1,070 

97 

Women's  apparel,  accessory  stores  . 

Women's  ready-to-wear  stores . 

97 

89 

73 

95 

88 

66 

147 

135 

119 

132 

122 

86 

141 

129 

113 

135 

124 

90 

130 

120 

87 

115 

106 

71 

138 

128 

64 

128 

118 

93 

131 

120 

83 

152 

141 

83 

246 

226 

133 

471 

434 

344 

432 

398 

334 

78 

75 

83 

96 

92 

83 

91 

92 

91 

98 

94 

102 

108 

128 

349 

311 

Tire,  battery,  accessory  dealers . 

72 

82 

96 

92 

97 

103 

102 

94 

83 

93 

94 

132 

325 

300 

Drug  and  proprietary  stores . 

Liquor  stores . 

140 

91 

138 

93 

148 

98 

141 

97 

134 

93 

138 

100 

141 

95 

138 

99 

143 

105 

135 

92 

138 

102 

143 

111 

226 

171 

567 

379 

526 

358 

Data  ADJUSTED  ror  seasonal  variations  and  trading  day  differences 


5,089 

5,111 

5,126 

5,135 

4,705 

4,730 

4,848 

4, 914 

4,983 

4,871 

4,809 

4,922 

5,043 

20,431 

18,971 

2,041 

2,018 

2,055 

2,030 

1,946 

1,955 

1,964 

1,992 

2,007 

1,970 

1,993 

2,015 

2, 017 

8,144 

7,803 

111 

110 

112 

112 

103 

104 

104 

105 

107 

105 

107 

105 

106 

445 

408 

1,698 

1,743 

1,718 

1,503 

1,512 

1,593 

1,604 

1,646 

1,605 

1,523 

1,600 

1,674 

6,880 

6,096 

1,057 

1,090 

1,075 

1)049 

922 

939 

990 

995 

1,035 

1,000 

932 

993 

1,050 

4,271 

3,742 

318 

318 

319 

329 

287 

285 

297 

295 

294 

297 

298 

296 

305 

1,284 

1,157 

336 

337 

326 

343 

309 

309 

311 

324 

341 

316 

298 

310 

326 

1,342 

1,248 

31 

33 

29 

31 

29 

29 

28 

33 

33 

31 

29 

27 

29 

124 

116 

139 

140 

136 

151 

126 

131 

136 

141 

147 

132 

125 

135 

137 

566 

516 

94 

90 

98 

91 

89 

85 

83 

82 

90 

87 

84 

83 

92 

373 

367 

99 

98 

96 

% 

90 

88 

93 

92 

88 

89 

91 

92 

99 

389 

359 

152 

148 

157 

147 

139 

143 

144 

145 

150 

147 

146 

144 

147 

604 

562 

United  States,  total . 
Grocery  stores . 

Eating  and  drinking  places. 

General  merchandise  group.. 

Department  stores . 

Variety  stores . 


Apparel  group . 

Men's,  boys'  wear  stores2 . . . 

Women's  apparel,  accessory  stores  . 
Shoe  stores . 


Tire,  battery,  accessory  dealers. 
Drug  and  proprietary  stores 


April  1964  weekly  sales  (in  millions  of  dollars)  were  as 


follows:  For  week  end 


1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals. 

April  4  -  475;  April  11  =  463;  April  18  =  472;  April  25  =  458. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  APRIL  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Kind  of  business 

1964 

1%3 

Total 

4  months 

Jan. 

Feb. 

|  Mar. 

Apr.1 

Apr.  | 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec. 

1964 

1%3 

United  States,  total . 

5,328 

5,143 

5,773 

5,798 

5,574 

5,776 

5,685 

5,518 

6,094 

5,546 

5,947 

6,411 

8,239 

22,042 

20,536 

Food  group . 

2,413 

2, 288 

2,273 

2,273 

2,166 

2,385 

2,261 

2,262 

2,497 

2, 150 

2,294 

2,477 

2,431 

9,247 

8,847 

Grocery  stores . 

2,334 

2, 211 

2,190 

2,194 

2,086 

2, 302 

2,184 

2, 179 

2,417 

2,074 

2,  217 

2,401 

2,343 

8,929 

8,549 

Eating  and  drinking  places . 

148 

139 

156 

156 

148 

156 

162 

164 

170 

159 

166 

165 

163 

599 

559 

General  merchandise  group . 

1,372 

1,368 

1,708 

1,730 

1,660 

1,643 

1,669 

1,550 

1,799 

1,672 

1,773 

2,019 

3,275 

6, 178 

5,519 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

1,006 

976 

1,232 

1,272 

1,189 

1,1% 

1,237 

1, 126 

1,312 

1,231 

1,285 

1,455 

2,349 

4,486 

3,931 

Department  stores . 

861 

843 

1,065 

1,095 

1,018 

1,024 

1,058 

957 

1, 105 

1,051 

1,095 

1,244 

2,029 

3,864 

3,369 

Drug  and  proprietary  stores . 

165 

162 

172 

163 

160 

167 

169 

167 

176 

165 

168 

172 

266 

662 

632 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  APRIL  1964 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Area 

Percentage  change  in 

sales 

Percentage  change  in 

sales 

April  1964  from — 

4  mos.  1964 
from 

4  mos.  1963 

Area 

April  1964  from — 

4  mos.  1964 
from 

4  mos.  1963 

April 

1963 

March 

1964 

April 

1963 

March 

1964 

STANDARD  METROPOLITAN  AREA 

New  York- Northeastern  New  Jersey1 . . . 

+1 

-2 

+9 

New  York  City . 

0 

-2 

+9 

Newark,  N.  J . 

0 

+7 

+2 

-1 

+1 

+9 

0 

NA 

NA 

NA 

+4 

Asheville,  N.  C . 

-8 

-5 

+4 

-2 

-5 

+9 

-3 

-8 

+8 

Philadelphia,  Pa . 

+3 

-5 

+7 

Phoenix,  Ariz . 

NA 

NA 

NA 

-1 

0 

+8 

+7 

Baton  Rouge,  La . 

+2 

-2 

+3 

0 

-7 

Rochester,  N.  Y . 

+2 

+3 

+8 

Sacramento,  Calif . 

+13 

NA 

+17 

Buffalo,  N.  Y . 

0 

+5 

+7 

Chattanooga,  Tenn . 

+3 

-13 

+9 

Salt  Lake  City,  Utah . 

+2 

NA 

+4 

+8 

+2 

+7 

+10 

San  Diego,  Calif . 

+13 

NA 

+10 

+3 

+10 

Springfield,  Mo . 

-3 

+4 

+6 

-8 

+8 

Erie,  Pa . 

+1 

-12 

+6 

Toledo,  Ohio . 

-3 

+8 

+7 

Flint,  Mich . 

+3 

+11 

Grand  Rapids,  Mich . 

+3 

+3 

+9 

Washington,  D.  C . 

+6 

+4 

+11 

Wheeling,  W.  Va . 

-5 

+4 

+2 

Jacksonville,  Fla . 

+10 

-2 

+19 

Youngstown,  Ohio . 

+3 

+5 

+10 

Kansas  City,  Mo . 

-1 

+3 

+7 

Knoxville,  Tenn . 

-7 

-3 

CITIES 

+5 

+4 

+9 

-14 

-8 

0 

+6 

+4 

+12 

-10 

0 

+4 

+9 

NA 

+11 

-5 

0 

+4 

-1 

+9 

+10 

+4 

+7 

+8 

-10 

-12 

+5 

-5 

NA 

-3 

+3 

+1 

+8 

-10 

+2 

+7 

+4 

-11 

+14 

-3 

-7 

+8 

-2 

+9 

+5 

+22 

+23 

+19 

Mobile,  Ala . 

-5 

-3 

0 

+1 

NA 

+4 

New  Orleans,  La . 

+2 

-3 

+10 

Springfield,  Mass . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to 
revision. 


Table  6.  ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— UNITED  STATES,  BY  KIND  OF  BUSINESS:  APRIL  1964 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 
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Kind  of  business 

1964 

1963 

Percentage 
change, 
April  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr.1 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Apr. 

1963 

Mar. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

14, 628 

14, 123 

14, 335 

14, 254 

13,352 

13, 634 

13, 799 

13,781 

14,016 

13,990 

14, 269 

14, 361 

15,484 

+7 

-1 

6,259 

6,083 

6,131 

6, 212 

5,965 

6,160 

6,339 

6,457 

6,559 

6,532 

6,588 

6, 456 

6,626 

+4 

+1 

Nondurable -goods  stores,  total . 

8,369 

8,040 

8,  204 

8,042 

7, 387 

7,474 

7,460 

7,  324 

7,457 

7,458 

7,681 

7,905 

8,858 

+9 

-2 

352 

346 

344 

342 

326 

342 

341 

349 

364 

335 

353 

348 

354 

♦5 

-1 

288 

283 

290 

288 

272 

291 

292 

298 

305 

300 

293 

289 

293 

+6 

-1 

Eating  and  drinking  places . 

84 

85 

86 

88 

76 

74 

78 

71 

74 

60 

70 

84 

89 

+16 

♦2 

General  merchandise  group . 

4,943 

4,723 

4,792 

4,515 

4,144 

4,228 

4, 325 

4,287 

4,371 

4,452 

4,  592 

4, 762 

5,423 

+9 

-6 

Department  stores  and  dry  goods,  general 

3,788 

3,587 

3,648 

3,442 

3,166 

3,227 

3,288 

3,274 

3,336 

3,381 

3,521 

3,  641 

4,164 

+9 

-6 

3,385 

3,167 

3,241 

3,057 

2,788 

2,853 

2,914 

2,904 

2,971 

3,000 

3,124 

3,240 

3,730 

+10 

-6 

Mail  order  houses  (department  store  mdse.)... 

972 

960 

977 

906 

812 

836 

868 

846 

86  8 

899 

918 

952 

1,062 

+12 

-7 

1,062 

962 

986 

1,008 

950 

892 

879 

837 

855 

898 

941 

953 

1,186 

+6 

+2 

Women's  ready-to-wear  stores . 

454 

424 

459 

474 

448 

418 

400 

371 

379 

406 

422 

421 

512 

+6 

+3 

2, 199 

2,143 

2,101 

2,055 

1,985 

2,067 

2, 031 

2,005 

2,026 

2,035 

2,042 

2,061 

2,278 

44 

-2 

Furniture,  home  furnishings  stores . 

1,675 

1,620 

1,577 

1,574 

1,503 

1,575 

1,543 

1,528 

1,555 

1,573 

1,565 

1,551 

1,716 

+5 

0 

1,511 

1,457 

1,411 

1,419 

1,366 

1,446 

1,426 

1,401 

1,433 

1,426 

1,419 

1,394 

1,532 

+4 

+1 

Household  appliance,  TV,  radio  stores . 

523 

523 

524 

482 

482 

492 

488 

477 

471 

462 

477 

510 

562 

0 

-8 

Household  appliance  dealers . 

461 

459 

461 

438 

413 

428 

434 

429 

413 

403 

413 

446 

490 

+6 

-5 

Lumber,  building,  hardware,  farm  equip,  grgup.. 

1,662 

1,631 

1,  683 

1,831 

1,769 

1,854 

1,925 

2,050 

2,117 

2,076 

2,097 

1,932 

1,778 

+4 

+9 

Lumber  yards,  building  materials  dealers  .... 

1,216 

1,185 

1,201 

1,329 

1,231 

1,283 

1,345 

1,445 

1,510 

1,498 

1,520 

1,441 

1,300 

♦8 

+11 

883 

873 

857 

965 

917 

962 

1,014 

1,098 

1,134 

1,104 

1,114 

1,046 

948 

+5 

+13 

Automotive  group . ^ . 

1,481 

1,442 

1,460 

1,471 

1,401 

1,408 

1,456 

1,510 

1,462 

1,457 

1,514 

1,538 

1,560 

+5 

+1 

Passenger  car  dealers  . 

992 

955 

954 

973 

947 

936 

943 

1,011 

944 

974 

1,020 

1,028 

1,048 

+3 

+2 

Passenger  car  dealers  (franchised) . 

914 

881 

887 

904 

867 

861 

869 

910 

878 

880 

952 

957 

980 

+4 

+2 

Tire,  battery,  accessory  dealers . 

462 

460 

472 

473 

429 

442 

479 

500 

485 

483 

461 

482 

479 

+10 

0 

Gasoline  service  stations . 

451 

439 

'  461 

472 

460 

472 

471 

448 

456 

452 

467 

469 

442 

+3 

+2 

Other  retail  stores . 

2,394 

2,352 

2,423 

2,472 

2,241 

2,297 

2,293 

2,224 

2,291 

2,205 

2,193 

2,214 

2,374 

+10 

+2 

CHARGE  ACCOUNTS 

United  States,  total . 

7,409 

7,126 

7, 221 

7,447 

7,032 

7,202 

7,147 

7,157 

7,264 

7, 178 

7,381 

7,381 

7,826 

+6 

+3 

Durable-goods  stores,  total . 

3,337 

3,224 

3,268 

3,390 

3,246 

3,390 

3,478 

3,594 

3,669 

3,654 

3,774 

3, 658 

3, 622 

44 

+4 

Nondurable -goods  stores,  total . 

4,072 

3,902 

3,953 

4,057 

3,786 

3,812 

3,669 

3,563 

3,595 

3,524 

3,607 

3,723 

4,204 

+7 

+3 

Food  group . . . 

341 

334 

333 

331 

319 

331 

329 

339 

349 

337 

340 

336 

342 

+4 

-1 

General  merchandise  group . 

1,039 

958 

916 

912 

890 

918 

885 

846 

839 

855 

857 

910 

1,160 

+2 

0 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

950 

871 

835 

831 

793 

821 

781 

745 

740 

750 

768 

819 

1,065 

+5 

0 

Department  stores . 

844 

765 

721 

712 

673 

705 

684 

652 

647 

656 

661 

710 

950 

+6 

-1 

Apparel  group . 

748 

666 

689 

707 

682 

632 

617 

598 

609 

648 

681 

697 

873 

44 

+3 

Furniture  and  appliance  group . 

667 

648 

639 

626 

610 

629 

631 

612 

630 

626 

652 

677 

760 

+3 

-2 

Furniture,  home  furnishing  stores . 

486 

466 

461 

455 

461 

483 

475 

464 

480 

484 

490 

498 

562 

-1 

-1 

Lumber,  building,  hardware,  farm  equip,  gr^up.. 

1,496 

1,452 

1,490 

1,640 

1,580 

1,655 

1,730 

1,845 

1,912 

1,876 

1,914 

1,761 

1,606 

44 

+10 

Lumber  yards,  building  materials  dealers  .... 

1,166 

1,136 

1,146 

1,270 

1,173 

1,221 

1,286 

1,385 

1,448 

1,437 

1,460 

1,386 

1,246 

+8 

+11 

84 8 

840 

822 

927 

873 

915 

968 

1,051 

1,089 

1,061 

1,073 

1,009 

911 

+6 

+13 

Automotive  group . 

882 

858 

849 

845 

795 

817 

813 

844 

809 

818 

885 

884 

902 

+6 

0 

Passenger  car  dealers  (franchised) . 

641 

620 

607 

623 

581 

579 

572 

594 

572 

577 

632 

638 

662 

+7 

+3 

Gasoline  service  stations . 

439 

430 

447 

458 

451 

463 

461 

438 

447 

441 

455 

455 

429 

+2 

♦2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

7, 219 

6,997 

7,114 

6, 807 

6, 320 

6,432 

6, 652 

6, 624 

6,752 

6, 812 

6,  888 

6,980 

7, 658 

+8 

-4 

Durable -goods  stores,  total . 

2,922 

2,859 

2,863 

2, 822 

2,719 

2,770 

2,861 

2,863 

2,890 

2,878 

2,814 

2,798 

3,004 

+4 

-1 

Nondurable-goods  stores,  total . 

4,297 

4,138 

4,251 

3,985 

3,601 

3,662 

3,791 

3,761 

3,862 

3,934 

4,074 

4,182 

4,654 

♦11 

-6 

General  merchandise  group . 

3,904 

3,765 

3,876 

3,603 

3,254 

3,310 

3,440 

3,441 

3,532 

3,597 

3,735 

3,852 

4,263 

♦11 

-7 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

2,838 

2,716 

2,813 

2,  611 

2,373 

2,406 

2,507 

2,529 

2,596 

2,631 

2,753 

2,822 

3,099 

♦10 

-7 

Department  stores . 

2,541 

2,402 

2,520 

2,  345 

2,115 

2,148 

2,230 

2,252 

2,324 

2,344 

2,463 

2,530 

2,780 

♦11 

-7 

Apparel  group . 

314 

296 

297 

301 

268 

260 

262 

239 

246 

250 

260 

256 

313 

+12 

♦1 

Furniture  and  appliance  group . 

1,532 

1,495 

1,462 

1,429 

1,375 

1,438 

1,400 

1,393 

1,396 

1,409 

1,390 

1,384 

1,518 

♦4 

-2 

Furniture,  home  furnishings  stores . 

1,189 

1,154 

1,116 

1,119 

1,042 

1,092 

1,068 

1,064 

1,075 

1,089 

1,075 

1,053 

1,154 

♦7 

0 

Household  appliance,  TV,  radio  stores . 

343 

341 

346 

311 

333 

346 

332 

329 

321 

320 

315 

331 

364 

-7 

-10 

Lumber,  building,  hardware,  farm  equip,  group.. 

166 

179 

192 

191 

189 

199 

195 

205 

205 

200 

183 

171 

172 

♦1 

-1 

Automotive  group . 

599 

584 

611 

626 

606 

591 

643 

666 

653 

639 

629 

654 

658 

+3 

+2 

Tire,  battery,  accessory  dealers . 

267 

265 

271 

284 

258 

249 

289 

299 

296 

290 

255 

276 

2  82 

♦10 

*5 

Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 
Includes  both  franchised  and  nonfranchised  car  dealers. 


Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month* to- month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  In  table  10,  page  10. 
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Table  7.  ESTIMATED  EHD-OF-MDNTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  APRIL  1964 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 

change, 

April  1964 
from-- 

Jan . 

Feb. 

|  Mar. 

Apr.1 

■q 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec  . 

Apr. 

1963 

Mar . 
1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,207 

5,012 

5,078 

4,772 

4,377 

4,468 

4,606 

4,605 

4,789 

4,846 

4,923 

5,072 

5,591 

+9 

-6 

1, 180 

1,153 

1,152 

1,138 

1, 103 

1, 112 

1,150 

1,161 

1,218 

1,211 

1,172 

1,186 

1,222 

+3 

-1 

Nondurable-goods  stores,  total . 

4,027 

3,859 

3,926 

3,634 

3,274 

3,356 

3,456 

3,444 

3,571 

3,635 

3, 751 

3,886 

4,369 

+11 

-7 

General  merchandise  group . 

3,587 

3,433 

3,495 

3,  203 

2,873 

2,953 

3,058 

3, 065 

3, 187 

3,255 

3,365 

3,488 

3,  904 

+  11 

-8 

Department  stores  and  dry  goods,  general 

2,818 

2,680 

2,733 

2,512 

2,266 

2, 321 

2,401 

2,405 

2,508 

2,552 

2,654 

2,744 

3,095 

+  11 

-8 

Department  stores . 

2,524 

2,  369 

2,449 

2,  254 

2,028 

2,077 

2,149 

2,153 

2,256 

2,  280 

2, 375 

2,455 

2,779 

+  11 

-8 

Apparel  group . 

264 

247 

250 

256 

230 

224 

227 

215 

215 

223 

229 

235 

294 

+  11 

+2 

Furniture  and  appliance  group . 

365 

368 

374 

352 

335 

332 

332 

332 

329 

334 

339 

349 

375 

+5 

-6 

Tire,  battery,  accessory  dealers . 

270 

268 

273 

287 

264 

268 

299 

307 

306 

301 

266 

282 

288 

+9 

+5 

CHARGE  ACCOUNTS 

United  States,  total . 

1,055 

983 

956 

955 

888 

923 

928 

906 

955 

957 

954 

975 

1,116 

+8 

0 

Durable-goods  stores,  total . 

309 

290 

290 

312 

280 

296 

315 

321 

369 

363 

357 

350 

331 

+11 

+8 

Nondurable-goods  stores,  total . 

746 

693 

666 

643 

608 

627 

613 

585 

586 

594 

597 

625 

785 

+6 

-3 

General  merchandise  group . 

457 

411 

381 

360 

341 

359 

352 

330 

338 

350 

346 

368 

489 

+6 

-6 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

413 

371 

342 

321 

306 

323 

310 

289 

295 

306 

306 

329 

449 

+5 

-6 

Department  stores . 

383 

344 

315 

293 

278 

296 

284 

266 

274 

283 

284 

302 

418 

+5 

-7 

Apparel  group . 

125 

116 

118 

120 

108 

105 

106 

107 

99 

105 

108 

107 

138 

+  11 

+2 

Furniture  and  appliance  group . 

41 

44 

44 

47 

40 

37 

39 

37 

37 

37 

39 

40 

43 

+  18 

+7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,152 

4,029 

4,122 

3,817 

3,489 

3,545 

3,678 

3,699 

3,834 

3,889 

3,969 

4,097 

4,475 

+9 

+7 

Durable-goods  stores,  total . 

871 

863 

862 

826 

823 

816 

835 

840 

849 

848 

815 

836 

891 

0 

-4 

Nondurable-goods  stores,  total . 

3, 281 

3,166 

3,  260 

2,991 

2,666 

2,729 

2,843 

2,859 

2,985 

3,041 

3, 154 

3,261 

3,584 

+12 

-8 

General  merchandise  group . 

3,130 

3,022 

3,114 

2,843 

2,532 

2,594 

2,706 

2,735 

2,849 

2,905 

3,019 

3,  120 

3,415 

+  12 

-9 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,405 

2,  309 

2,391 

2, 191 

1,960 

1,998 

2,091 

2, 116 

2, 213 

2,246 

2, 348 

2,415 

2,646 

+  12 

-8 

Department  stores . 

2,141 

2, 025 

2, 134 

1,961 

1,750 

1,781 

1,865 

1,887 

1,982 

1, 997 

2,091 

2,153 

2,361 

+  12 

-8 

Apparel  group . 

139 

131 

132 

136 

122 

119 

121 

108 

116 

118 

121 

128 

156 

+11 

+3 

Furniture  and  appliance  group . 

324 

324 

330 

305 

295 

295 

293 

295 

292 

297 

300 

309 

332 

+  3 

-8 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  .the  variations  in  the  month -to -month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES.  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-APRIL  1964  AND  APRIL  1963 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE 


APPAREL 


0  0  6 


(Billions  of  dollars) 

1.2  1.8  2.4  3.0  3.6  4.2 


4.8  5.4  6.0 


NOTE:  1964  dot  a  are  based  on  preliminary  estimates  while  1963  doto  are  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month- to-month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0. 6-0.7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6. 5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0. 5-0.9 

0.7 

Eating  places . . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3.2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1.9-2. 1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1. 6-1.8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . . . 

5. 4-6.3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3.7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3.5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2.5 

2.2 

Household  appliance  dealers . 

6.0-9. 9 

7.0 

5. 8-7.2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5.2 

4.8 

1. 3-2.7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0. 8-1.2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2.8 

2.7 

0. 8-1.2 

0.9 

Passenger  car  dealers . 

2. 6-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  ( franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6.6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3.2 

2.8 

2.4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . . . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-mon th  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FOR  TWO  CONSECUTIVE  MONTHS1— UNITED  STATES,  FGR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

■  rrsra. 

Median 

1.4-6. 6 

3.7 

1.7-3. 4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5. 9 

3.6 

3.1-5. 9 

4.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2. 2-4. 2 

Paint,  glass,  wallpaper  stores . 

2. 0-4.8 

4.4 

5. 0-9. 5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shcvn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  15. 

Note:  The  ranges  of  sampling  error  shewn  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  jve  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change?  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(Z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4.0-4. 3 

4.1 

3.9S,.3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5. 7 

5.4 

4.5-5 .8 

5.2 

0.6-1. 6 

1.1 

Limber ,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4.4 

4.3 

4. 0-4 .4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4. 4-5. 4 

4.7 

4. 1-5.4 

4.3 

1.4-1. 9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total.... . 

2. 3-2. 6 

2.4 

2. 2-2.4 

2.4 

0. 7-1.1 

0.9 

Nondurable -goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2.7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3.0-4 .4 

4.1 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4.7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6. 3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3. 7 

3.6 

3. 5-3. 6 

3.5 

0.7-1 .4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . f . . . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4. 7-5 .4 

4.9 

4.3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2.8-3. 1 

2.8 

2. 7-3 .4 

2.7 

0.7-1. 7 

0.8 

Nondurable-goods  stores,  total . 

1. 6-2.1 

1.6 

1.4-2. 1 

16 

0. 3-0.9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.T-0.8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . 

3. 9-4.4 

4.1 

3. 9-5. 4 

3.9 

0.7-3. 1 

1.1 

Furniture,  heme  furnishings  stores . . . 

4. 7-5 .4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4.4-6. 0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . . . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3. 7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shewn  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  14.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percentage 
change* 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-0.1 

0.1 

Durable-goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1 .3 

1.1 

0.2-0. 5 

0.3 

Nondurable-goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group... . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0. 2-0.3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2. 2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . . 

0. 8-1.3 

1.0 

0.9-1 .4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1 .3 

1.3 

1.0-1 .2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2.6-2 .7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1 .3 

1.1 

0.3-0. 9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1 .3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

<  Z )  —1 .4 

(z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(z) 

Apparel  group . 

3  .7-4 .4 

4.0 

3. 7-3. 8 

3.8 

0.3-0. 7 

0.7 

Furniture  and  appliance  group . 

3  .1-3 .7 

3.2 

2.9-4 .3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0.3-0 .4 

0.3 

(Z)-0.2 

0.1 

Durable -goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0 .3 

0.2 

(Z)-0.1 

(z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2 .2 

1.8 

(Z)-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.8-1 .3 

1.0 

(X) 

(z) 

Z  Sampling  variability  is  less  than  0.1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates fbr  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  thatliie  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959 .  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data . 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  nay  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded .  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included .  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service,  Diners '  Club,  etc . 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period. 

Installment  account  receivables — receivables  out¬ 
standing  for  which  payment  was  scheduled  to  be  paid 
in  two  or  more  parts . 

Nature  of  the  Sample 

I.  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  -the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  can- 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample. 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
isations.  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of  business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample .  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores "  report  monthly  by  mail . 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  c f  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 


13 


II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  can- 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  finns  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc . 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit— e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses .  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently  of  "the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores,  and  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  ty  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results . 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics,  April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  cr  products . 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware  farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  grbup;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group; Ihe  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  ‘change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio "is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  thesame  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors .  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable. 

Preliminary  versus  Final  Volume  Estimates 
I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous"  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary,  "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds -of-business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .9  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census .  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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II .  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  for  the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent) .  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
(see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  5 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  5  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above). 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores --Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  sane  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4ormore 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors .  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation,"  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of-business  group  and  total  levels 
were  derived  by  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  hy  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten- 
ti3lly  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  fbr 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of-business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards . 


Table  12.  COMBINED  SEASONAL,  TRADING  DAY  AND  HOLIDAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JANUARY  1963— DECEMBER  1964 
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The  adjustment  factors  shown  above  for  sales  are  a  combination  of  the  seasonal  and  trading  day  factors.  These  are  separately  available,  however,  upon  request.  Adjustment  factors  are  not  included  in  this  table  for  those 
kinds  of  business  for  which  unadjusted  data  are  not  published  separately. 

Adjusted  sales  data  shown  in  Tables  1  and  3  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors  shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the  summary 
trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the  individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data. 


Table  13.  AVERAGE  MONTH-TO-MONTH  PERCENT  CHANCES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

1/C 

MCD 

Average  duration  of 

run 

Cl 

I 

c 

MCD 

ALL  STORES 

United  States,  total . . . 

7.50 

7.36 

35.5 

.80 

.65 

.43 

1.51 

2 

2.34 

1.77 

10.92 

3.51 

Durable-goods  stores,  total . 

7.51 

7.33 

28.5 

1.80 

1.54 

.88 

1.75 

2 

2.18 

1.58 

9.75 

3.02 

Nondurable-goods  stores,  total . 

8.00 

7.86 

41 .4 

.67 

.51 

.37 

1.38 

2 

1.96 

1.63 

58.50 

3.42 

Food  group . • . 

5.85 

5.83 

15.6 

.71 

.55 

.35 

1.57 

2 

1.93 

1.50 

58.50 

4.06 

Grocery  stores . . 

6.08 

6.08 

15.7 

.71 

.55 

.39 

1.41 

2 

2.05 

1.38 

39.00 

4.06 

Eating  and  drinking  places . 

5.15 

3.61 

20.2 

.84 

.75 

.33 

2.27 

3 

2.05 

1.60 

10.92 

4.96 

General  merchandise  group . 

16.92 

16.65 

104.0 

1.37 

1.20 

.42 

2.86 

3 

1.90 

1.72 

14.63 

3.15 

Department  stores . 

17.91 

16.01 

107.7 

1.71 

1.58 

.46 

3.43 

4 

1.70 

1.51 

11.91 

3.37 

Variety  stores . 

20.41 

18.77 

132.2 

1.55 

1.48 

.48 

3.08 

3 

1.70 

1.58 

16.38 

3.91 

Mail  order  houses  (department  store  merchandise). 

16.86 

14.65 

89.9 

2.20 

2.10 

.66 

3.18 

4 

1.82 

1.70 

11.91 

6.40 

Apparel  group . 

20.06 

19.67 

105.4 

1.73 

1.56 

.43 

3.63 

4 

1.82 

1.46 

10.64 

3.12 

Men's,  boys'  wear  stores . 

22.62 

20.42 

125.4 

2.58 

2.35 

.78 

3.01 

4 

1.93 

1.52 

7.71 

3.28 

Women's  apparel,  accessory  stores . 

19.55 

16.55 

96.9 

1.81 

1.72 

.52 

3.31 

4 

1.90 

1.54 

11.91 

4.13 

Shoe  stores . 

20.50 

17.31 

58.5 

2.36 

2.29 

.63 

3.63 

4 

1.82 

1.72 

10.08 

3.28 

Furniture  and  appliance  group . 

8.73 

8.55 

48.5 

1.39 

1.12 

.51 

2.20 

3 

1.70 

1.43 

19.50 

4.16 

Furniture,  home  furnishings  stores . 

8.66 

7.71 

39.5 

1.42 

1.23 

.58 

2.12 

3 

2.15 

1.47 

14 .56 

4.61 

Household  appliance,  TV,  radio  stores . 

9.98 

8.67 

53.8 

2.28 

2.07 

.71 

2.92 

4 

1.90 

1.70 

9.36 

3.20 

Lumber,  building,  hardware,  farm  equipment  group... 

8.84 

8.91 

44.7 

1.92 

1.79 

.55 

3.25 

4 

2.02 

1.65 

6.50 

3.66 

Lumber  yards,  building  materials  dealers . 

9.54 

8.43 

46.0 

1.89 

1.66 

.71 

2.34 

3 

1.87 

1.56 

8.73 

4.78 

Hardware  stores . 

12.07 

10.53 

53.8 

1.73 

1.64 

.53 

3.09 

4 

2.05 

1.87 

9.36 

4.92 

Automotive  group . 

7.80 

7.13 

34.8 

3.06 

2.70 

1.31 

2.06 

3 

2.11 

1.54 

8.36 

3.31 

Passenger  car,  other  automotive  dealers . 

7.94 

7.11 

36.1 

3.22 

2.86 

1.37 

2.09 

3 

2.11 

1.54 

9.75 

3.31 

Tire,  battery,  accessory  dealers . 

12.34 

10.26 

49.7 

2.39 

2,14 

.92 

2.33 

3 

1.98 

1.60 

9.36 

4.30 

Gasoline  service  stations . 

4.24 

2.62 

12.3 

.81 

.60 

.51 

1.18 

2 

2.22 

1.66 

43.67 

4.48 

Drug  and  proprietary  stores . 

6.88 

6.06 

34.5 

.98 

.84 

.46 

1.83 

2 

2.38 

1.66 

16.38 

4.19 

Liquor  stores . 

11.66 

.  9.11 

61.5 

1.21 

1.04 

.57 

1.82 

2 

2.02 

1.47 

14.56 

4.19 

GROUP  II  STORES 

United  States,  total . 

11.98 

10.79 

57.0 

1.15 

1.04 

.53 

1.96 

3 

1.95 

1.57 

14.11 

6.58 

Grocery  stores . 

7.94 

2.29 

10.5 

1.02 

.89 

.53 

1.68 

2 

1.82 

1.42 

65.50 

3.94 

Eating  and  drinking  places . 

4.37 

2.73 

14 .6 

1.39 

1.27 

.62 

2.05 

3 

2.73 

2.34 

14.56 

6.14 

General  merchandise  group . 

17.57 

17.43 

111  .4 

2.36 

2.29 

.77 

2.97 

3 

1.76 

1.53 

11.30 

3.41 

Department  stores . 

17.11 

15.38 

103.7 

3.42 

3.35 

1.12 

2.99 

3 

3.42 

1.44 

8.19 

3.31 

Variety  stores . 

21.23 

19.78 

135.3 

1.57 

1.53 

.42 

3.64 

4 

1.98 

1.68 

13.10 

5.33 

Apparel  group . 

23.31 

22.62 

108.7 

2.48 

2.36 

.72 

3.28 

4 

1.79 

1.57 

14.13 

4.20 

Men's,  boys'  wear  stores . 

27.69 

24.05 

134.1 

5.01 

5.10 

1.33 

3.83 

4 

2.22 

1.96 

8.73 

5.57 

Women's  apparel,  accessory  stores . 

22.25 

18.91 

111.5 

2.74 

2.57 

.81 

3.17 

4 

1.93 

1.72 

10.08 

5.57 

Shoe  stores . 

24.17 

20.69 

70.6 

3.36 

3.32 

.56 

5.93 

6 

1.70 

1.51 

10.92 

4.85 

Tire,  battery,  accessory  dealers . 

14.10 

12.29 

60.6 

2.86 

2.68 

.78 

3.44 

4 

1.93 

1.64 

9.36 

4.57 

Drug  and  proprietary  stores . 

10.50 

9.36 

61.5 

1.65 

1.55 

.59 

2.63 

3 

2.18 

1.87 

21.83 

11.73 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  'Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  raonth-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

I/C  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spe^s  (Jan. -Feb.,  Feb. -Mar. 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Rur.  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  ror  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95^  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example, the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  indicates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  columns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  aeries  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  APRIL  1963  TO  APRIL  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 


1964 

1963 

Percentage  change 

Jan. -Apr. 
1964 
from — 
Jan. -Apr. 
1963 

Apr. 

from 

1964 

— 

Jan. 

Feb. 

1  Mar. 

Apr.1 

Apr.  | 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Apr. 

1963 

Mar. 

1964 

19,154 

18,758 

R 

20, 502 

21,183 

20,518 

21,228 

20,737 

20,540 

21,018 

19,267 

21,528 

21,494 

25,104 

+5 

+3 

+3 

6,031 

6,122 

6>741b 

7,361 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,599 

6,985 

7, 208 

+7 

+5 

+9 

13,123 

12,636 

13,761 

13,822 

13,536 

13,989 

13,693 

13,564 

14,462 

13,268 

13,929 

14,509 

17,896 

+5 

+2 

0 

5,018 

4,849 

4,89l£ 

4,928 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

+4 

+5 

+1 

4,558 

4,395 

4,406^ 

4,433 

4,223 

4,578 

4,483 

4,502 

4,828 

4,238 

4,449 

4,689 

4,679 

+4 

+5 

+1 

1,436 

1 1 , 386 

1,485 

1,534 

1,463 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

+7 

+5 

+3 

.3,803 

r3 , 722 

4,559 

4,473 

4,421 

4,375 

4,326 

4,083 

4,603 

4,416 

4,703 

5,113 

7,904 

+9 

+1 

-2 

1,872 

1,875 

2,303 

2,322 

2,299 

2,278 

2,266 

2,108 

2,444 

2,275 

2,417 

2,728 

4,399 

+8 

+1 

+1 

1,094 

1.069 

1,336 

1,363 

1,323 

1,325 

1,340 

1,212 

1,408 

1,340 

1,408 

1,590 

2,625 

+10 

+3 

+2 

1,026 

,927 

1,283 

1,140 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

+5 

-10 

-11 

905 

r920 

973 

1,011 

854 

934 

933 

965 

992 

980 

1,095 

1,077 

1,333 

+15 

+18 

+4 

936 

r  956 

1,134 

1,342 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

+2 

-1 

+18 

3,677 

^3,684 

4,058 

4,446 

4,262 

4,301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

+6 

44 

+10 

1,566 

rl,480 

1,585 

1,631 

1,574 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

+3 

+4 

+3 

671 

656 

680 

657 

652 

676 

664 

660 

680 

647 

667 

666 

906 

♦2 

+1 

-3 

4,933 

4,766 

5,283 

5,391 

5,274 

5,494 

5,287 

5,213 

5,262 

4,837 

5,390 

5,492 

6,595 

+5 

+2 

+2 

1,356 

1,348 

1,553 

1,724 

1,672 

1,760 

1,632 

1,598 

1,458 

1,257 

1,679 

1,595 

1,685 

+6 

+3 

+11 

3,577 

3,418 

3,730 

3,667 

3,602 

3,734 

3,655 

3,615 

3,804 

3,580 

3,711 

3,897 

4,910 

+5 

+2 

-2 

1,435 

1,373 

1,385 

1,389 

1,310 

1,422 

1,381 

1,434 

1,482 

1,318 

1,367 

1,426 

1,459 

+5 

+6 

0 

1,208 

1.152 

1,152 

1,159 

1,092 

1,189 

1,153 

1,167 

1,243 

1,094 

1,142 

1,196 

1,205 

+5 

46 

+1 

423 

409 

447 

468 

439 

477 

493 

507 

524 

472 

485 

454 

467 

+6 

+7 

+5 

1,036 

r997 

1,246 

1,185 

1,222 

1,220 

1,213 

1,099 

1,217 

1,210 

1,280 

1,413 

2,208 

+7 

-3 

-5 

447 

435 

537 

530 

549 

554 

562 

503 

567 

559 

588 

674 

1,106 

+6 

-3 

-1 

280 

263 

333 

329 

347 

346 

350 

295 

339 

347 

358 

409 

697 

+6 

-5 

-1 

340 

306 

439 

379 

425 

389 

390 

320 

362 

388 

388 

425 

700 

+5 

-11 

-14 

i 

i 

1  1 

1 

+10 

+11 

+2 

+25 

284 

r276 

301 

311 

296 

304 

305 

325 

322 

298 

303 

300 

308 

44 

+5 

+3 

153 

146 

151 

144 

148 

151 

152 

154 

159 

152 

154 

154 

203 

0 

-3 

-5 

5,  516 

5,397 

5,872 

6,264 

6,110 

6,294 

6,216 

6,110 

6,237 

5,819 

6,616 

6,510 

7,347 

+5 

+3 

+7 

1,713 

1,737 

1,918 

2,202 

2,102 

2,138 

2,150 

2,132 

1,996 

1,899 

2,437 

2,172 

2,121 

+7 

+5 

+15 

3,803 

3,660 

3,954 

4,062 

4,008 

4,156 

4,066 

3,978 

4,241 

3,920 

4,179 

4,338 

5,226 

+4 

+1 

+3 

1,390 

1,360 

1,356 

1,365 

1,303 

1,411 

1,401 

1,368 

1,456 

1,303 

1,379 

1,449 

1,446 

+4 

+5 

+1 

1,276 

1*253 

1,246 

1,256 

1,194 

1,289 

1,281 

1,256 

1,335 

1,193 

1,261 

1,329 

1,319 

+4 

+5 

+1 

436 

*410 

440 

455 

435 

473 

480 

491 

507 

463 

475 

450 

452 

+8 

+5 

+3 

1,091 

1,064 

1,300 

1,318 

1,287 

1,264 

1,263 

1,191 

1,357 

1,324 

1,402 

1,548 

2,309 

+10 

+2 

+1 

585 

590 

724 

738 

731 

717 

717 

655 

777 

735 

771 

887 

1,386 

+10 

+1 

+2 

342 

337 

419 

440 

421 

425 

407 

384 

455 

436 

449 

512 

832 

+11 

+5 

+5 

259 

527 

307 

296 

320 

298 

286 

257 

298 

289 

298 

351 

553 

+4 

-7 

247 

247 

269 

284 

236 

249 

260 

279 

282 

300 

333 

310 

370 

+19 

+20 

+6 

350 

348 

401 

487 

496 

519 

535 

535 

555 

584 

622 

536 

467 

+7 

-2 

+21 

977 

r993 

1,103 

1,290 

1,244 

1,217 

1,206 

1,177 

1,013 

846 

1,315 

1,157 

1,030 

+4 

+4 

+17 

501 

r475 

502 

527 

511 

526 

531 

541 

547 

505 

542 

529 

570 

+1 

+3 

+5 

205 

197 

198 

190 

192 

199 

193 

198 

203 

199 

206 

209 

278 

+1 

-1 

■A 

5,190 

5,171 

5,702 

5,755 

5,544 

5,691 

5,523 

5,443 

5,663 

5,102 

5,668 

5,640 

6,575 

+6 

+4 

+1 

1,767 

1,860 

2,067 

2,147 

1,971 

2,038 

1,972 

1,911 

1,845 

1,692 

2,056 

1,907 

1,999 

+9 

+9 

+4 

3,423 

3,311 

3,635 

3,608 

3,573 

3,653 

3,551 

3,532 

3,818 

3,410 

3,612 

3,733 

4,576 

+4 

+1 

-1 

1,308 

1,255 

1,266 

1,281 

1,235 

1,347 

1,316 

1,325 

1,428 

1,232 

1,307 

1,364 

1,357 

+4 

+4 

+1 

1,247 

1.196 

1,201 

1,211 

1,173 

1,280 

1,251 

1,259 

1,360 

1,177 

1,247 

1,306 

1,290 

+3 

+3 

4-1 

306 

301 

323 

332 

316 

329 

329 

344 

351 

309 

316 

308 

319 

+7 

+5 

+3 

986 

r982 

1,232 

1,193 

1,176 

1,139 

1,109 

1,065 

1,226 

1,122 

1,195 

1,277 

2,007 

+9 

+1 

-3 

491 

500 

626 

630 

613 

593 

579 

548 

642 

566 

617 

676 

1,104 

+8 

+3 

+1 

241 

238 

311 

312 

293 

290 

287 

270 

316 

285 

308 

346 

564 

+7 

+6 

0 

272 

r254 

361 

300 

347 

305 

284 

277 

333 

310 

327 

349 

586 

+6 

-14 

-17 

223 

228 

245 

263 

216 

241 

246 

240 

251 

246 

251 

252 

317 

+14 

+22 

+7 

250 

266 

344 

389 

387 

388 

358 

365 

361 

340 

371 

332 

283 

0 

+1 

c 

1,160 

1.210 

1,314 

1,346 

1,244 

1,256 

1,224 

1,169 

1,085 

955 

1,295 

1,169 

1,140 

+9 

+8 

+2 

471 

444 

477 

486 

459 

474 

480 

497 

514 

469 

473 

466 

490 

+6 

+6 

+2 

181 

180 

188 

182 

181 

187 

182 

175 

179 

167 

172 

173 

229 

+2 

+1 

-3 

3,515 

3,424 

3,645 

3,773 

3,590 

3,749 

3,711 

3,774 

3,856 

3,509 

3,854 

3,852 

4,  587 

+5 

+5 

+4 

1,195 

1,177 

1,203 

1,288 

1,237 

1,303 

1,290 

1,335 

1,257 

1,151 

1,427 

1,311 

1,403 

+6 

+4 

+7 

2,320 

2,247 

2,442 

2,485 

2,353 

2,446 

2,421 

2,439 

2,599 

2,358 

2,427 

2,541 

3,184 

+5 

+6 

+2 

885 

861 

884 

893 

829 

886 

859 

876 

952 

831 

857 

914 

932 

+4 

+8 

+1 

827 

794 

807 

807 

764 

820 

798 

820 

890 

774 

799 

858 

865 

+3 

+6 

0 

271 

r266 

275 

279 

273 

283 

290 

304 

316 

282 

280 

274 

295 

+5 

+2 

+1 

690 

r679 

781 

777 

736 

752 

741 

7  28 

803 

760 

826 

875 

1,380 

+11 

+6 

-1 

349 

350 

416 

424 

406 

414 

408 

402 

458 

415 

441 

491 

803 

+8 

+4 

+2 

+3 

155 

r140 

176 

165 

176 

171 

167 

156 

174 

174 

178 

183 

333 

+7 

-6 

-6 

I  i 

ii  I 

i  1  i  1 

+21 

+2 

+22 

c-*- 

+8 

L 

.  9  - 

.  .  . 

_ 

■L.  . 

■ 
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UNITED  STATES,  TOTAL. 


Durable-goods  stores,  total . . . . 
Nondurable-goods  stores,  total, 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . . 

Furniture  and  appliance  group. . . , 

Lumber, bldg . , hdve . , farm  equip .grp . . 

-Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


THE  NORTHEASTERN  STATES,  TOTAL. 


Durable-goods  stores,  total . . . . 
Nondurable -good s  stores,  total. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group.... 

Lumber, bldg ., hdve ., farm  equip,  grp. 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


THE  NORTH  CENTRAL  STATES,  TOTAL. . . . 

Durable-goods  stores,  total _ 

Nondurable -good s  stores,  total. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF*,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group.... 

Lumber,  bldg., hdve ., farm  equip. grp. 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


THE  SOUTH,  TOTAL. 


Durable-goods  stores,  total _ 

Nondurable -goods  stores,  total. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group. . . . 

Lumber,  bid g.,hd we ., farm  equip. grp. 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


THE  WEST,  TOTAL. 


Durable-goods  stores,  total . . . . 
Nondurable -goods  stores,  total . 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group. . . . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . .’ 


2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing 


1  Preliminary  estimates, 
in  department  store  types  of  merchandise. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage 
change  and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l . )  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  regions  are  shown  on  last  page  of  report. 

r  Revised.  R  March  1964  revised  from  data  shown  in  April  1964  Monthly  Retail  Trade  Report. 
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Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  APRIL  1%3  TO  APRIL  1964 
_ (Millions  of  dollars.  Data  are  OT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.; 


Geographic  division  and 
kind  of  business 


1964 

1 

1963 

Percentage  change 

Jan. -Apr. 
1964 

from- - 

Jan  .-Apr. 
1963 

April  1964 
free,-- 

Jan. 

Feb. 

|  Mar. 

Apr.* 1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec. 

April 

1963 

March 

1964 

1,238 

1,162 

1,272 

1,334 

1,278 

1,348 

1, 311 

1,311 

1,325 

1,170 

1,289 

1, 336 

1,662 

45 

■U 

♦5 

376 

357 

417 

490 

438 

472 

449 

423 

392 

318 

412 

401 

469 

414 

4l  2 

♦18 

862 

805 

855 

844 

840 

876 

862 

888 

933 

852 

877 

935 

1, 193 

42 

0 

-1 

340 

317 

318 

321 

315 

345 

338 

368 

370 

317 

321 

342 

347 

4l 

42 

4l 

230 

218 

263 

257 

270 

272 

270 

240 

282 

256 

266 

313 

505 

45 

-5 

-2 

-13 

3,695 

3,604 

4,  on 

4,057 

3,996 

4,146 

3,976 

3,902 

3,937 

3,667 

4,101 

4,156 

4,933 

45 

42 

♦1 

980 

991 

1,136 

1,234 

1,  234 

1,  288 

1,183 

1,175 

1,066 

939 

1,267 

1,194 

1,216 

43 

0 

♦9 

2, 715 

2,613 

2,8°5 

2,823 

2,762 

2,858 

2,793 

2,727 

2,871 

2,728 

2,834 

2,962 

3,717 

46 

42 

-2 

806 

r779 

983 

928 

952 

948 

943 

859 

935 

954 

1,014 

1, 100 

1,703 

47 

-3 

-6 

357 

351 

430 

423 

426 

431 

436 

390 

432 

440 

465 

528 

861 

410 

-1 

-2^  . 

3, 931 

3,886 

4, 247 

4,521 

4,302 

4,427 

4,366 

4,289 

4,401 

4,095 

4,657 

4,619 

5,283 

47 

45 

40 

1,179 

1,210 

1,357 

1,565 

1,451 

1,470 

1,478 

1,474 

1,365 

1,283 

1,676 

1,473 

1,472 

410 

48 

♦15 

2,752 

2,676 

2,890 

2,956 

2,851 

2,957 

2,888 

2,815 

3,036 

2,812 

2,981 

3,146 

3,811 

46 

44 

♦2 

1,044 

1,039 

1,034 

1,040 

968 

1,049 

1,035 

1,007 

1,080 

964 

1,017 

1,081 

1,085 

46 

47 

+1 

801 

785 

968 

978 

932 

920 

919 

866 

998 

970 

1,027 

1,149 

1,717 

412 

45 

♦1 

427 

433 

536 

545 

517 

515 

516 

469 

562 

535 

563 

661 

1,024 

413 

45 

♦2 

1, 585 

1,511 

1,625 

1,743 

1, 308 

1,867 

1,850 

1, 821 

1,836 

1,724 

1, 959 

1, 891 

2,064 

+1 

-4 

♦7 

534 

527 

561 

637 

651 

668 

672 

658 

631 

616 

761 

699 

649 

42 

-2 

♦14 

1,051 

984 

1,064 

1,106 

1,157 

1, 199 

1,178 

1,163 

1,205 

1,108 

1,198 

1, 192 

1,415 

0 

-4 

♦4 

346 

321 

322 

325 

335 

362 

366 

361 

376 

339 

362 

368 

361 

-2 

-3 

4l 

290 

279 

332 

340 

355 

344 

344 

325 

359 

354 

375 

399 

592 

+4 

-4 

♦2 

158 

157 

188 

193 

2 14 

202 

201 

186 

215 

200 

208 

226 

362 

41 

-10 

♦3 

2,523 

2,505 

2,789 

2,777 

2,734 

2,776 

2,700 

2,637 

2,749 

2,438 

2,740 

2,775 

3,  273 

45 

42 

0 

821 

861 

976 

1,002 

950 

967 

936 

908 

860 

780 

975 

914 

942 

47 

45 

♦3 

1,702 

1,644 

1,813 

1,775 

1,784 

1,809 

1,764 

1,729 

1,889 

1,658 

1,765 

1,861 

2,331 

43 

-1 

-2 

490 

r501 

637 

609 

597 

565 

563 

531 

615 

571 

596 

651 

1,037 

4-7 

42 

-4 

250 

257 

328 

329 

322 

306 

302 

281 

332 

291 

315 

351 

579 

44 

+2 

0 

963 

982 

1,092 

1,117 

1,039 

1,061 

1,019 

994 

1,055 

983 

1,093 

1,075 

1,248 

410 

48 

♦2 

628 

614 

677 

685 

670 

694 

648 

651 

707 

658 

698 

713 

856 

46 

+2 

♦1 

185 

184 

236 

230 

228 

224 

209 

201 

234 

219 

236 

246 

378 

4ll 

4l 

-3 

97 

97 

121 

123 

121 

117 

112 

108 

123 

115 

126 

135 

216 

4-1 1 

42 

♦2 

1,704 

1,684 

1,821 

1,861 

1,771 

1,854 

1,804 

1,812 

1,859 

1,681 

1,835 

1,790 

2,054 

46 

45 

♦2 

1,093 

1,053 

1,145 

1,148 

1,119 

1,150 

1,139 

1,152 

1,222 

1,094 

1,149 

1, 159 

1,389 

45 

43 

0 

311 

297 

359 

354 

351 

350 

337 

333 

378 

332 

363 

380 

592 

4ll 

♦1 

-1 

144 

146 

177 

178 

170 

170 

165 

159 

187 

160 

176 

190 

309 

413 

♦5 

♦1 

765 

711 

762 

804 

850 

877 

87  8 

944 

936 

839 

912 

902 

1,010 

-2 

-5 

♦6 

51 1 

484 

529 

537 

568 

581 

578 

596 

625 

555 

550 

566 

692 

-2 

-5 

♦2 

-2 

133 

129 

151 

151 

147 

153 

145 

147 

162 

148 

160 

167 

270 

410 

43 

0 

66 

66 

83 

85 

34 

88 

81 

80 

93 

76 

82 

91 

155 

49 

♦1 

♦2 

2,750 

2,713 

2,883 

2,969 

2,740 

2,872 

2,833 

2,830 

2,920 

2,670 

2,942 

2,950 

3,577 

48 

♦8 

♦3 

941 

950 

970 

1,021 

955 

1,007 

990 

987 

946 

867 

1,065 

975 

1,085 

48 

47 

♦5 

1,809 

1,763 

1,913 

1,948 

1,785 

1,865 

1,843 

1,843 

1,974 

1,803 

1,877 

1,975 

2,492 

48 

49 

♦2 

684 

666 

686 

698 

636 

683 

658 

673 

733 

634 

655 

70  2 

719 

♦5 

♦10 

♦2 

557 

550 

630 

626 

589 

599 

596 

381 

641 

612 

666  |  708 

1,110 

♦11 

♦6 

-1 

New  England  Division,  total. 

Durable -goods  stores . 

Nondurable -goods  stores . . . 


Food  group . 

GAF2,  total . 

General  merchandise  group. 


Middle  Atlantic  Division,  total. 

Durable-goods  stores . 

Nondurable-goods  stores . 


GAF2,  total . 

General  merchandise  group. 


East  North  Central  Division,  total. 

Durable-goods  stores . 

Nondurable -goods  stores . 


Food  group . . . 

GAF2,  total . 

General  merchandise  group. 


West  North  Central  Division,  total. 

Durable -goods  stores . 

Nondurable-goods  stores . 


Food  group . 

GAF2 ,  total . 

General  merchandise  group. 


South  Atlantic  Division,  total. 

Durable-goods  stores . 

Nondurable-goods  stores . 


GAF2,  total . . . 

General  merchandise  group. 


East  South  Central  Division,  total. 
Nondurable-goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group. 


West  South  Central  Division,  total. 

Durable-goods  stores . 

Nondurable -goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group. 


Mountain  Division,  total.. 
Nondurable-goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group. 


Pacific  Division,  total... 
Durable-goods  stores . . . . 
Nondurable-goods  stores. 


Food  group . . 

IF2,  total. 


Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report.  r  Revised. 

1  Preliminary  estimates. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  storeo  specializing  in  department  store  types  of  merchand'se. 
(C)  (c)  See  footnote  to  table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  NINE  LARGEST  STATES:  APRIL  1963  TO  APRIL  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1964 

1963 

Percentage  change 

Jan . -Apr . 
1964 
from — 
Jan. -Apr. 
1963 

April 

fro 

1964 

m — 

Jan. 

Feb. 

Mar. 

Apr.1 

Apr.  j 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

Apr. 

1963 

Mar. 

1964 

California . 

2,154 

2, 109 

2,195 

2,264 

2,113 

2,204 

2,156 

2,140 

2,192 

2,011 

2,248 

2,277 

2,783 

+7 

+7 

+3 

Illinois . 

1,143 

1,131 

1,276 

1,339 

1,275 

1,290 

1,235 

1,193 

1,234 

1,172 

1,332 

1,386 

1,602 

+6 

+5 

+5 

Massachusetts . 

586 

561 

630 

677 

624 

662 

636 

606 

607 

549 

607 

631 

'  ’78 

+4 

+8 

+7 

Michigan . 

853 

823 

884 

955 

909 

947 

936 

945 

953 

859 

981 

973 

1,109 

+6 

+5 

+8 

New  Jersey . 

697 

699 

802 

811 

770 

780 

752 

749 

735 

675 

780 

782 

920 

+7 

+5 

+1 

New  York . 

1,910 

1,839 

2,028 

2,035 

1,996 

2,075 

1,992 

1,940 

1,997 

1,892 

2,081 

2,110 

2,493 

+5 

+2 

0 

Ohio . 

986 

977 

1,063 

1,135 

1,072 

1,100 

1,087 

1,088 

1,135 

1,074 

1,212 

1,182 

1,340 

+8 

+6 

+7 

Pennsylvania . 

1,088 

1,066 

1,181 

1,211 

1,230 

1,291 

1,232 

1,213 

1,205 

1,100 

1,240 

1,264 

1,520 

+3 

-2 

+3 

Texas . 

1,010 

1,021 

1,113 

1,130 

1,097 

1,149 

1,104 

1,088 

1,130 

1,013 

1,107 

1,074 

1,228 

+4 

+3 

+2 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  APRIL  1963  TO  APRIL  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Statistical  areas 

1964 

1963 

Percentage  change 

Jan. -Apr . 
1964 
from — 

Jan  .-Apr. 
1963 

April 

1964 

Jan. 

Feb. 

Mar. 

Apr.1 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

l  ram — 

Apr. 

1963 

Mar. 

1964 

Standard  Consolidated  Areas2 

Chicago,  Ill  .-Northwestern  Ind., 

total . 

812 

802 

910 

947 

915 

913 

884 

837 

869 

818 

928 

963 

1,145 

+5 

+3 

+2 

New  York-Northeastern  N.  J., 

total . . 

1,708 

1,666 

1,846 

1,821 

1,813 

1,864 

1,778 

1,693 

1,693 

1,635 

1,838 

1,869 

2,216 

+4 

0 

-1 

OAF3 . 

412 

395 

488 

458 

463 

457 

461 

413 

445 

484 

505 

537 

813 

+8 

-1 

-6 

Standard  Metropolitan 

Statistical  Areas2 

Chicago,  Ill.,  total . . 

758 

742 

853 

881 

843 

841 

810 

765 

797 

753 

847 

894 

1,071 

+7 

+5 

+3 

i_ i 

i 

:  i  ii  i 

1 

+6 

1  i 

1  1 

?  i  ii  i 

1 

+6 

Los  Angeles,  Calif.,  total . 

1,018 

963 

1,004 

1,027 

945 

978 

953 

965 

989 

918 

1,039 

1,064 

1,337 

+10 

+9 

+2 

.  c 

New  York,  N.  Y.,  total . 

1,229 

1,195 

1,308 

1,276 

1,270 

1,312 

1,250 

1,204 

1,220 

1,191 

1,312 

1,345 

1,603 

+4 

0 

-2 

11*11 

,,  1  II  II  1 

1  1  1  1 

i  ii  ii  i 

+10 

_ 

J 

.  1 _ 

1 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  =  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  =  1.6  to  3.0  percent 
c  =  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  l'or  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Percentage  change 

from  same 

Moi.th-to-month  percent  change 

over 

month  a  year 

ago 

2  consecutive  months 

Kind  of  business 

The 

The 

The 

The 

The 

The 

United 

North- 

North 

The 

The 

United 

North- 

North 

The 

The 

United 

North- 

North 

The 

The 

States 

eastern 

Central 

South 

West 

States 

eastern 

Central 

South 

West 

States 

eastern 

Central 

South 

West 

States 

States 

States 

States 

Sta tes 

States 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group... 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

c 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  st  res . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GAP,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Percentage  change  from  same  ir 

onth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

E 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

b 

3 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

a 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

a 

Table  S-4.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York -Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

B 

C 

B 

B 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

b 

New  York,  N.  Y . 

B 

c 

B 

B 

Philadelphia,  Pa . 

C 

c 

B 

B 

b 

b 

6 


CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  operating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist- 
ance  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  samp led, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business .  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  is  measurable . 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate .  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates . ) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published (feta  from  their  respective  totals.  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind -of -business  categories  tabulated . 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 
Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 

CHICAGO,  ILL.— NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

GARY -HAMMOND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N . J .  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATIRSON-CLIFTON-PASSAIC,  N.  J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 

Middlesex  and  Somerset  counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 


DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES-LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties.  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 
N.  J. 


Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  May  1964 


Sales 

Total  sales  of  all  retail  stores  in  the  United 
States  during  May  1964  were  estimated  at  $22.5  bil¬ 
lion,  6  percent  above  sales  for  April  1964  and  also 
6  percent  above  the  May  sales  a  year  ago.  After 
adjustment  for  seasonal  variations  and  trading  day 
differences,  but  not  for  price  changes.  May  sales 
amounted  to  $21.7  billion,  2  percent  higher  than 
April  1964  and  8  percent  above  May  1963.  Adjusted 
sales  of  durable-goods  stores  in  May  1964  increased 
3  percent  from  April  1964  and  were  11  percent  higher 
than  May  1963.  Adjusted  sales  of  nondurable-goods 
stores  rose  1  percent  from  April  1964  and  6  percent 
from  May  1963. 

Based  on  adjusted  data,  the  increase  since  April 
1964  in  sales  of  durable-goods  stores  reflected  in¬ 
creases  of  9  percent  in  the  lumber,  building,  hard¬ 
ware,  farm  equipment  group  and  2  percent  in  the  auto¬ 
motive  group.  Sales  for  the  furniture  and  appliance 
group  were  down  1  percent.  In  the  nondurable-goods 
stores  category,  month-to-month  increases  of  2  per¬ 
cent  were  reported  by  both  the  general  merchandise 
group  and  apparel  group.  Both  the  food  group  and 
eating  and  drinking  places  decreased  1  percent. 

A  comparison  of  adjusted  sales  data  for  May  1964 
with  the  same  period  a  year  ago,  shows  that  all  major 
kind-of -business  groups  increased.  Increases  in  the 
durable-goods  category  were  led  by  the  furniture  and 
appliance  group  (+16$),  followed  by  lumber,  building, 
hardware,  farm  equipment  group  (+11$)  and  automotive 
group  (+10$) .  The  apparel  group  showed  the  largest 
increase  (+12$)  in  the  nondurable-goods  stores  cate- 
g°ry,  followed  by  the  general  merchandise  group 
1+11$),  eating  and  drinking  places  (+6$) and  the  food 
group  (+3$) . 

Unadjusted  cumulative  sales  of  all  retail  stores 
for  the  first  five  months  of  1964  amounted  to  $102.1 

^Q^i0rl'  6  per<:ent  above  the  comparable  period  in 
1964.  On  an  adjusted  basis,  the  largest  cumulative 
sales  increases  were  reported  by  the  furniture  and 

appliance  group  (+14$)  and  general  merchandise  group 
t+8$) . 

ACCOUNTS  RECEIVABLE 

‘^|.??1'aa'1'.sbores  ***  bbe  United  States  reported  $15.3 
billion  in  total  accounts  receivable  balances  owed 


by  customers  as  of  May  31,  1964.  Based  on  data  not 
adjusted  for  seasonal  variations,  this  total  was  5 
percent  above  the  April  1964  level  and  12  percent 
higher  than  the  $13.6  estimated  as  of  May  31,  1963. 
Year-to-year  increases  were  reported  in  both  the  in¬ 
stallment  account  *  *  '  — | 

account 


-year  increases  were  reported  in  both  the  in- 
nt  account  balances  (+18$)  and  in  the  charge 
balances  (+7fltf  LIBRARY  0?  TiiE 


Total  receivable  baiU4es4>t  dlS^ie-goods  stores 
as  of  May  31,  1964,  were  4  percent  above  the  balances 

standing 

goods  stores  reflected  a  5  percent  increase  in  total 
credit  outstanding  overlhe  April  30,  1964  level,  and 
a  19  percent  increase  from  the  total  reported  for 
May  1963. 


(We  e  kt  yC  Ret  ail*  Sal  c  s '  *R  ep  o  rn"  A  d  v  anc"e  "mo  n  th  /y  °R  e  t  a  H  '  S  a  Jes  ^ cock/ ^ '  M  on^h3]2  ^  ^ to 'j 1  .P"  ^402.  Annual  subscript  «o  £ur,  cm  Re«  ail  Traded! 
subscription)  ,6.00.  Single  copies.  JSSKSt  ^  «*•"  ~  ^ 


MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES,  1955-1964 


BILLIONS  OF  DOLLARS 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATE,  BY  KIND  Of  BUSINESS:  MA''  1964 
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(Millions  of  dollars) 


Kind  of  business 

1964 

1963 

Total  5  months 

Jan. 

Feb. 

Mar. 

|  Apr. 

May1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

1964 

1963 

Data 

NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 

United  States,  total . 

19,154 

18,758 

r 20, 502 

1 

21,186 

22,471 

21,228 

20,737 

20,540 

21,018 

19,267 

21,528 

21,494 

25, 104 

102,071 

96,743 

Durable-goods  stores,  total . 

6,031 

6,122 

r  6/741 

7, 360 

7,675 

7,239 

7,044 

6,976 

6,556 

5,999 

7, 599 

6,985 

7,208 

33,929 

31,731 

Nondurable-goods  stores,  total . 

13,123 

12,636 

13,761 

13, 826 

14,796 

13,989 

13,693 

13,564 

14,462 

13,268 

13,929 

14,509 

17,896 

68,142 

65,012 

Food  group . 

5,018 

4,849 

^4, 891 

4,898 

5,243 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

24,  899 

23,924 

Grocery  stores  . 

4,558 

4,395 

r4, 406 

4, 414 

4,729 

4,578 

4,483 

4,502 

4,828 

4,238 

4,449 

4,689 

4,679 

22, 502 

21,683 

Meat  markets . 

133 

125 

129 

123 

124 

132 

124 

131 

132 

118 

123 

124 

133 

634 

625 

Bakery  products  stores . 

93 

89 

95 

94 

99 

90 

90 

86 

93 

91 

95 

97 

104 

470 

446 

Eating  and  drinking  places . 

1,436 

1,386 

1,485 

1,547 

1,650 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

7, 504 

7, 034 

Eating  places . 

990 

964 

1,045 

1,092 

1,177 

1,098 

1,127 

1,159 

1,202 

1,070 

1,083 

1,028 

1,054 

5,268 

4,886 

Restaurants,  cafeterias,  lunchrooms . 

831 

811 

869 

895 

947 

882 

896 

925 

972 

870 

892 

855 

883 

4, 353 

4,040 

Drinking  places . 

446 

422 

440 

455 

473 

464 

465 

487 

496 

456 

473 

458 

479 

2,236 

2,148 

General  merchandise  group . 

1,872 

1,875 

2,303 

2,310 

2,463 

2,278 

2,266 

2,108 

2,444 

2,275 

2,417 

2,728 

4,399 

10, 823 

10,035 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,344 

1,320 

1,638 

1,677 

1,791 

1,646 

1,656 

1,512 

1,757 

1,646 

1,734 

1,956 

3,165 

7,770 

7,185 

Department  stores . 

1,094 

1,069 

1,336 

1,366 

1,456 

1,325 

1,340 

1,212 

1,408 

1,340 

1,404 

1,590 

2,625 

6, 321 

5,763 

Variety  stores . 

289 

313 

389 

361 

401 

361 

357 

341 

390 

354 

378 

414 

793 

1,753 

1,598 

Mail  order  houses  (department  store 

merchandise) . . . 

140 

146 

178 

179 

173 

160 

141 

148 

183 

172 

197 

248 

307 

816 

741 

Apparel  group . 

1,026 

927 

1,283 

1,140 

1,282 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

5,658 

5,320 

Men's,  boys '  wear  stores" . 

208 

176 

206 

204 

237 

218 

239 

200 

209 

203 

218 

254 

471 

1,031 

992 

Men's,  boys '  clothing,  furnishings  stores. 

202 

171 

200 

196 

228 

211 

233 

194 

203 

197 

210 

246 

462 

997 

959 

Women's  apparel,  accessory  stores  . 

407 

375 

502 

463 

506 

460 

421 

390 

446 

448 

472 

509 

834 

2,253 

2,073 

Women's  ready-to-wear  stores . 

347 

327 

440 

406 

440 

402 

372 

342 

394 

399 

418 

446 

727 

1,960 

1,823 

Family  clothing  stores . 

187 

178 

247 

262 

301 

229 

224 

196 

238 

231 

247 

282 

472 

1,175 

1,035 

Shoe  stores . 

177 

156 

266 

211 

238 

210 

202 

179 

212 

214 

197 

202 

295 

1,048 

986 

Furniture  and  appliance  group . 

905 

920 

973 

1,004 

1,049 

934 

933 

965 

992 

980 

1,095 

1,077 

1,333 

4,851 

4,237 

Furniture,  home  furnishings  stores . 

584 

600 

638 

663 

685 

612 

599 

608 

651 

647 

719 

'703 

790 

3, 170 

2,748 

Furniture  stores . 

421 

425 

443 

478 

497 

448 

443 

455 

496 

476 

517 

509 

591 

2, 264 

1,969 

Household  appliance,  TV,  radio  stores . 

321 

320 

335 

341 

364 

322 

334 

357 

341 

333 

376 

374 

543 

1, 681 

1^489 

Household  appliance  dealers . . 

228 

229 

241 

244 

262 

240 

252 

271 

256 

247 

273 

270 

393 

1^  204 

l',086 

Lumber,  building,  hardware,  farm  equipment 

group . 

936 

956 

1,134 

1,344 

1,484 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

5,854 

5,716 

Lumber  yards,  building  materials  dealers4... 

536 

542 

616 

721 

796 

828 

819 

876 

911 

842 

897 

771 

608 

3, 211 

3, 193 

Lumber  yards . 

355 

366 

403 

473 

517 

551 

555 

600 

632 

582 

608 

515 

396 

2,114 

2,118 

Hardware  stores . 

176 

167 

182 

217 

250 

240 

231 

224 

227 

213 

222 

231 

308 

992 

991 

Automotive  group . 

3,677 

3,684 

4,058 

4, 453 

4,527 

4,301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

20, 399 

19, 285 

Passenger  car,  other  automotive  dealers . 

3,488 

3,505 

3,847 

4, 215 

4, 271 

4,060 

3,865 

3,746 

3,288 

2,779 

4,148 

3,712 

3,377 

19, 326 

18,282 

Passenger  car  dealers5 . 

3,404 

3,412 

3,734 

4,077 

4,127 

3,905 

3,715 

3,608 

3,151 

2,677 

4,042 

3,613 

3,291 

18,754 

17,642 

Passenger  car  dealers  (franchised) . 

3,116 

3,128 

3,429 

3,768 

3,790 

3,570 

3,404 

3,313 

2,883 

2,402 

3,745 

3,330 

3,054 

17,231 

16,080 

Tire,  battery,  accessory  dealers . 

189 

179 

211 

238 

256 

241 

261 

257 

241 

211 

239 

237 

313 

1,073 

1,003 

Gasoline  service  stations . 

1,566 

1,480 

1,585 

1,617 

1,720 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

7,968 

7,678 

Drug  and  proprietary  stores . 

671 

656 

680 

665 

707 

676 

664 

660 

680 

647 

667 

666 

906 

3,379 

3,285 

Drug  stores . 

652 

636 

657 

643 

683 

655 

640 

636 

655 

622 

643 

643 

871 

3,271 

3,187 

Liquor  stores . 

433 

427 

434 

446 

488 

458 

450 

474 

489 

437 

466 

510 

724 

2,228 

2, 109 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total . * . 

21,000 

21,533 

T 21, 223 

21, 392 

21, 743 

20,200 

20,486 

20,719 

20,666 

20, *26 

20,716 

20, 558 

21,019 

106,  891 

101, 587 

Durable-goods  stores,  total . 

6,855 

7,262 

.  6.939 

7,010 

7,202 

6,512 

6,630 

6,773 

6,562 

6,606 

6,941 

6,734 

6,831 

35, 268 

32,982 

Nondurable-goods  stores,  total . 

14, 145 

14,271 

rX4,284 

14, 382 

14,541 

13,688 

13,856 

13,946 

14,104 

13,820 

13,775 

13,824 

14,188 

71, 623 

68,605 

Food  group. . . 

5,031 

4,991 

^5. 112 

5,064 

5,030 

4,890 

4,923 

5,030 

4,996 

4,897 

4,943 

4,973 

4,991 

25, 228 

24,425 

Grocery  stores  . 

4,548 

4,513 

4,605 

4, 574 

4,531 

4,414 

4,456 

4,540 

4,527 

4,441 

4,484 

4,512 

4,523 

22,771 

22, 109 

gating  and  drinking  places . 

1,580 

1,593 

1,584 

1,599 

1,589 

1,504 

1,511 

1,497 

1,519 

1,470 

1,530 

1,506 

1,528 

7,945 

7, 505 

General  merchandise  group . 

2,481 

2,592 

2,489 

2,  514 

2,574 

2,322 

2,409 

2,415 

2,475 

2,390 

2,303 

2,355 

2,474 

12, 650 

11,688 

Department  stores . 

1,464 

1,538 

1,467 

1,467 

1,536 

1,353 

1,414 

1,403 

1,452 

1,386 

1,321 

1,355 

1,457 

7,472 

6,787 

Variety  stores . 

410 

408 

404 

421 

422 

380 

389 

385 

387 

386 

390 

381 

397 

2,065 

1,884 

Mail  order  houses  (department  store  mdse.).. 

181 

197 

188 

192 

190 

163 

174 

185 

189 

181 

173 

183 

184 

948 

855 

Apparel  group . 

1,250 

1,291 

1,228 

1,272 

1,295 

1,156 

1,179 

1,214 

1,259 

1,204 

1,150 

1,186 

1,250 

6, 336 

5,960 

Men's,  boys'  wear  stores2 . 

231 

246 

233 

241 

247 

221 

222 

239 

247 

238 

217 

224 

239 

1,198 

1,152 

Women's  apparel,  accessory  stores3 . 

497 

505 

477 

504 

502 

447 

471 

475 

480 

465 

451 

463 

482 

2,485 

2,273 

Shoe  stores. . . 

220 

214 

226 

219 

228 

203 

199 

202 

209 

198 

196 

205 

222 

1,107 

1,051 

Furniture  and  appliance  group . 

1,019 

1,073 

1,088 

1,095 

1,087 

938 

935 

979 

939 

985 

1,028 

986 

1,021 

5,362 

4,714 

Furniture,  home  furnishings  stores . 

671 

707 

711 

701 

699 

598 

611 

613 

611 

648 

666 

640 

637 

3,489 

3,037 

Household  appliance,  TV,  radio  stores . 

348 

366 

377 

394 

388 

340 

324 

366 

328 

337 

362 

346 

384 

1,873 

1,677 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,269 

1,348 

1,277 

1,257 

1,369 

1,238 

1,263 

1,262 

1,299 

1,318 

1,350 

1,381 

1,289 

6,520 

6, 368 

Lumber  yards,  building  materials  dealers4 . . . 

730 

779 

727 

707 

749 

738 

750 

746 

771 

761 

764 

754 

716 

3,692 

3, 635 

Hardware  stores . 

219 

228 

209 

205 

223 

202 

212 

212 

221 

214 

222 

240 

236 

1,084 

1,089 

Automotive  group . . . 

3,951 

4,162 

3,894 

4,026 

4,104 

3,740 

3,843 

3,940 

3,733 

3,717 

3,980 

3,791 

3,935 

20,137 

19,002 

Passenger  car,  other  automotive  dealers . 

3,711 

3,925 

3,646 

3,788 

3,864 

3,515 

3,607 

3,709 

3,512 

3,495 

3,748 

3,556 

3,685 

18,934 

17,883 

Tire,  battery,  accessory  dealers . 

240 

237 

248 

238 

240 

225 

236 

231 

221 

222 

232 

235 

250 

1,203 

1,119 

Gasoline  service  stations . . . 

1,638 

1,641 

1,629 

1,674 

1,682 

1,581 

1,584 

1,602 

1,612 

1,605 

1,618 

1,638 

1,681 

8, 264 

8,031 

Drug  and  proprietary  stores . . . 

694 

666 

702 

689 

707 

678 

674 

674 

685 

688 

683 

677 

694 

3,458 

3,386 

Liquor  stores . 

471 

482 

491 

486 

497 

469 

475 

481 

476 

466 

478 

473 

483 

2,427 

2, 311 

Preliminary  estimates,  see  Explanatory  Material,  page  14.  r  Revised. 

j  Includes  men's,  boys'  clothing,  furnishings  stores  and  c us tan  tailors. 

4  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

3  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  United  States  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MAY  1964 


Percentage  changes  in  sales — 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

May  1964 

5  raos. 
1964 

Kind  of  business 

May  1964 

5  mos. 
1964 

May 

1963 

April 

1964 

from 

5  mos. 
1963 

May 

1963 

April 

1964 

from 

5  mos. 
1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+6 

+6 

+6 

Durable-goods  stores,  total . 

+6 

+4 

+7 

Nondurable -goods  stores,  total . 

+6 

+7 

+5 

+3 

+7 

+4 

Grocery  stores . 

+3 

+7 

+4 

Meat  markets . 

-6 

+1 

+1 

Fruit  stores,  vegetable  markets* . 

+4 

+30 

+11 

Candy,  nut,  confectionery  stores* . 

-9 

+6 

-5 

Bakery  products  stores . 

+10 

+5 

+5 

Delicatessen  stores* . 

-4 

+9 

+1 

Eating  and  drinking  places . 

+6 

+7 

+7 

Eating  places . 

+7 

+8 

+8 

Restaurants,  cafeterias,  lunchrooms . 

+7 

+6 

+8 

Drinking  places . 

+2 

+4 

+4 

General  merchandise  group . 

+8 

+7 

+8 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

+9 

+7 

+8 

Department  stores . 

+10 

+7 

+10 

Variety  stores . 

+11 

+11 

+10 

Mail  order  houses  (department  store 

merchandise ) . 

+8 

-3 

+10 

Apparel  group . 

+10 

+12 

+6 

Men's,  boys'  clothing,  furnishings  stores . 

+8 

+16 

+4 

Men's,  boys'  clothing  stores* . 

+7 

+16 

+5 

Men's,  boys'  furnishings  stores* . 

+16 

+19 

+7 

Women's  ready-to-wear  stores . 

+9 

+8 

+8 

Family  clothing  stores . 

+31 

+15 

+14 

Women's  apparel,  accessory,  specialty  stores*.. 

+38 

+16 

+20 

Shoe  stores . 

+13 

+13 

+6 

Furniture  and  appliance  group . 

+12 

+4 

+14 

Furniture  stores . 

+11 

*4 

+15 

Floor  coverings  stores* . 

+8 

-5 

+23 

Household  appliance,  TV,  radio  stores . 

+13 

+7 

+13 

Household  appliance  stores . 

+9 

+7 

+11 

TV,  radio  stores* . 

+24 

+5 

+18 

Lumber,  building,  hardware,  farm  equipment 

+10 

+2 

Lumber,  building  materials  dealers . 

+10 

+1 

Lumber  yards . 

-6 

+9 

0 

Paint,  glass,  wallpaper  stores* . 

+3 

+8 

+6 

Heating  and  plumbing  equipment  dealers* . 

-5 

+11 

+1 

Hardware  stores . 

+4 

+15 

0 

Farm  equipment  dealers* . 

+24 

+8 

+8 

Automotive  group . 

+5 

+2 

+6 

Passenger  car  dealers . 

+6 

+1 

+6 

Passenger  car  dealers  (franchised) . 

+6 

+1 

+7 

Tire,  battery,  accessory  dealers . 

+6 

+8 

+7 

Gasoline  service  stations . 

+6 

+6 

+4 

Fuel  fuel  oil  dealers* . 

-10 

-32 

-4 

Fuel  dealers,  except  fuel  oil* . 

-10 

-27 

-6 

Fuel  oil  dealers* . 

-14 

^0 

-3 

Drug  and  proprietary  stores . 

+5 

+6 

+3 

Drug  stores . 

•t4 

+6 

+3 

Liquor  stores . 

+7 

+9 

+6 

Jewelry  stores* . 

+1 

+28 

+3 

+11 

+45 

+8 

Book  stores* . 

+21 

-15 

+35 

Stationery  stores* . 

0 

0 

+1 

Music  stores* . 

+17 

0 

+15 

Camera,  photographic  supply  stores* . 

-3 

+12 

+2 

Optical  goods  stores* . 

0 

+6 

+12 

Typewriter  stores* . 

-20 

-14 

-8 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+8 

+2 

+5 

Durable-goods  stores,  total . 

+11 

+3 

+7 

Nondurable -goods  stores,  total . 

+6 

+1 

+4 

Food  group . 

+3 

-1 

+3 

Grocery  stores . 

+3 

-1 

+3 

Eating  and  drinking  places . 

+6 

-1 

+6 

General  merchandise  group . 

+11 

+2 

+8 

Department  stores . 

+14 

+5 

+10 

Variety  stores . 

Mail  order  houses  (department  store 

+11 

0 

+10 

merchandise) . 

+17 

-1 

+11 

Apparel  group . 

Men's,  boys'  wear  stores . 

+12 

+2 

+6 

+12 

+2 

+4 

Women's  apparel,  accessory  stores . 

+12 

C 

+9 

Shoe  stores . 

+12 

+4 

+5 

Furniture  and  appliance  group . 

+16 

-1 

+14 

Furniture,  home  furnishings  stores . 

+17 

0 

+14 

Household  appliance,  TV,  radio  stores . 

+14 

-2 

+12 

Lumber,  building,  hardware,  farm  equipment 

+11 

+9 

+2 

Lumber,  building  materials  dealers . 

+1 

+6 

+2 

Hardware  stores . 

+10 

+9 

0 

Automotive  group . 

+10 

+2 

+6 

Passenger  car  and  other  automotive  dealers.... 

+10 

+2 

+6 

Tire,  battery,  accessory  dealers . 

+7 

+1 

+8 

Gasoline  service  stations . 

+6 

+6 

44 

Drug  and  proprietary  stores . 

+5 

+6 

+3 

Liquor  stores . 

+7 

+9 

+6 

*  See  Explanatory  Materials,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES — UNITED  STATES,  BY  KIND  OF  BUSINESS:  MAY  1964 


(Millions  of  dollars) 


Kind  of  business 


United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

Food  group . 

Grocery  stores1 . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Apparel  group . . 

Men's,  boys'  wear  stores2 . 

Women's  apparel,  accessory  stores3 . . 

Women '  s  ready-to-wear  stores . . 

Shoe  stores . 

Furniture  and  appliance  group . 

Tire,  battery,  accessory  dealers . . 


Drug  and  proprietary  stores, 
Liquor  stores . . 


1964 

1963 

Total 

5  months 

Jan. 

Feb. 

Mar.  ^Apr^^ 

May 

May  |  June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


4,478 

4, 330 

4,  859 

1 

4,858 

5,233 

4, 849 

4, 767 

4,  601 

5,107 

4,611 

4,915 

5,364 

6,943 

23,758 

21,972 

310 

315 

359 

390 

421 

384 

385 

388 

389 

365 

412 

411 

501 

1,795 

1,618 

4,168 

4,015 

4,  500 

4,468 

4,812 

4,465 

4,382 

4,213 

4, 718 

4,246 

4,  503 

4,953 

6,442 

2l',  963 

20^354 

2,139 

2,035 

2,026 

2,028 

2,184 

2,123 

2,006 

1,974 

2,193 

1,877 

2,018 

2,192 

2,142 

10,412 

9,955 

2,086 

1,982 

1,970 

1,975 

2,125 

2,063 

1,950 

1,915 

2,137 

1,825 

1,965 

2,140 

2,081 

10,138 

9)679 

102 

100 

111 

111 

120 

107 

108 

111 

115 

107 

109 

105 

107 

544 

491 

1,262 

1,246 

1,564 

1,592 

1,696 

1,491 

1,516 

1,415 

1,641 

1,526 

1,615 

1,843 

2,995 

7,360 

6,479 

909 

871 

1,105 

1,148 

1,232 

1,070 

1,106 

1,011 

1,176 

1,105 

1,149 

1,307 

2,113 

5,265 

4,592 

790 

763 

968 

1,002 

1,074 

935 

965 

879 

1,015 

961 

1,000 

1,137 

1,850 

4,597 

4,006 

216 

238 

304 

281 

306 

276 

276 

263 

301 

272 

292 

321 

611 

l)345 

l)206 

247 

22a 

365 

304 

350 

315 

307 

263 

310 

309 

311 

348 

567 

1,494 

1,385 

26 

22 

29 

26 

33 

29 

30 

25 

25 

25 

30 

34 

60 

136 

126 

97 

95 

147 

132 

148 

135 

130 

115 

138 

128 

131 

152 

246 

619 

567 

89 

88 

135 

122 

136 

124 

120 

106 

128 

118 

120 

141 

226 

570 

73 

66 

119 

86 

100 

90 

87 

71 

84 

93 

83 

83 

133 

444 

424 

78 

83 

96 

92 

103 

91 

92 

91 

98 

94 

102 

108 

128 

452 

402 

75 

72 

82 

96 

106 

97 

103 

102 

94 

83 

93 

94 

132 

431 

397 

140 

138 

148 

141 

152 

138 

141 

138 

143 

135 

138 

143 

226 

719 

91 

93 

98 

97 

102 

100 

95 

99 

105 

92 

102 

111 

171 

481  1 

458 

United  States,  total . 
Grocery  stores . 


Eating  and  drinking  places. 

General  merchandise  group.. 

Department  stores . 

Variety  stores . 


Apparel  group . 

Men's,  boys'  wear  stores2 . 

Women's  apparel,  accessory  stores3. 
Shoe  stores . 


Tire,  battery,  accessory  dealers. 
Drug  and  proprietary  stores ...... 


Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


5,089 

5,111 

5,126 

1 

5,105 

5,165 

4,730 

— 

4, 848 

4,914 

4,983 

4, 871 

4,809 

4,922 

5,043 

25, 596 

23,701 

2,041 

2, 018 

2, 055 

2,030 

1,999 

1,955 

1,964 

1,992 

2,007 

1,970 

1,993 

2,015 

2,017 

10,143 

9,758 

111 

110 

112 

112 

115 

104 

104 

105 

107 

105 

107 

105 

106 

560 

512 

1,698 

1,743 

1,721 

1,718 

1,768 

1,512 

1,593 

1,604 

1,646 

1,605 

1,523 

1,600 

1,674 

8,648 

7,608 

1,057 

1,090 

1,075 

1,049 

1,110 

939 

990 

995 

1,035 

1,000 

932 

993 

1,050 

5)381 

4)681 

318 

318 

319 

329 

320 

285 

297 

295 

294 

297 

298 

296 

305 

l)604 

l)442 

336 

337 

326 

343 

348 

309 

311 

324 

341 

316 

298 

310 

326 

1,690 

1,557 

33 

29 

31 

34 

29 

28 

33 

33 

31 

29 

27 

29 

158 

145 

139 

140 

136 

151 

146 

131 

136 

141 

147 

132 

125 

135 

137 

712 

647 

94 

90 

98 

91 

95 

85 

83 

82 

90 

87 

84 

83 

92 

468 

452 

99 

98 

96 

96 

99 

88 

93 

92 

88 

89 

91 

92 

99 

488 

447 

152 

148 

157 

147 

157 

143 

144 

145 

150 

147 

146 

144 

147 

761 

705 

~  ° -  ukjjihj  uuuois.  nay  weeKiv  saj.es 

Majr  9  =  467  ;  May  16  =  465  ;  May  23  -  459  ;  May  30  =  455  .  ^ 

3  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


For  week  ending  May  2  =  478  ; 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MAY  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Kind  of  business 


United  States,  total . 


Food  group . 

Grocery  stores. 


Eating  and  drinking  places. 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 


:  and  proprietary  stores. 


5,328 


2, 413 

2,  334 

148 

1,372 

1,006 

861 


5,143 


2,288 

2,211 

139 

1,  368 

976 

843 

162 


Mar. 


Apr. 


5,773 


2,273 

2,190 

156 

1,708 

1,232 

1,065 


5,819 


2,272 

2,192 

158 

1,734 

1,277 

1,100 

163 


May1 


6,242 


2,439 

2,355 

172 

1,848 

1,367 

1,175 

177 


Preliminary  estimates,  see  Explanatory  Material,  page  14. 
te.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 


1963 


May 


5,776 


2,385 
2, 302 

156 

1,643 

1,196 

1,024 


2,261 

2,184 

162 

1,669 

1,237 

1,058 


July 


5,518 


2,262 

2,179 

164 

1,550 

1,126 

957 


Aug. 


6,094 


2,497 

2,417 

170 

1,799 

1,312 

1,105 


Sept. 


5,546 


2,150 

2,074 

159 

1,672 

1,231 

1,051 


Oct. 


5,947 


2,294 
2, 217 

166 

1,773 

1,285 

1,095 

168 


6, 411 


2,477 

2,401 

165 

2,019 

1,455 

1,244 

172 


8,239 


2,431 

2,343 


163 

3,275 


Total 
5  months 


28,305 


11,685 

11,282 

773 

8,030 


1963 


26,312 


2, 349  !  5, 858 
2,029  |  5,044 


839 


11,232 

10,851 

715 

7,162 

5,127 

4,393 


6 


Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  coverir*  all  retail  stores  are  provided  in  a  supplemental 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCBHTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES  SPEdFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  MAY  1964 
_ (Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.). 


Area 


STANDARD  METROPOLITAN  AREA 


Akron,  Ohio . 

Albany-Schenectady-Troy,  N.  Y. 

Asheville,  N.  . . 

Atlanta,  . . 

Augusta,  . . 


Baltimore,  Md.... 
Baton  Rouge,  La. . 
Binghamton,  N.  Y. 
Birmingham,  Ala.. 
Boston,  Mass . 


Buffalo,  N.  Y . 

Canton,  Ohio . 

Chattanooga,  Tenn. 

Chicago,  Ill . 

Cincinnati,  Ohio.. 


Cleveland,  Ohio . 

Columbus,  Ga . 

Columbus,  Ohio . 

Corpus  Christi,  Tex. 
Dallas,  Tex . 


Denver,  Colo . 

Des  Moines,  Iowa. 
Detroit,  Mich. . . . 

El  Paso,  Tex . 

Erie,  Pa . 


Evansville,  Ind.... 

Flint,  Mich . 

Fort  Wayne,  Ind. . . . 
Fort  Worth,  Tex.... 
Grand  Rapids,  Mich. 


Houston,  Tex . 

Indianapolis,  Ind. 
Jacksonville,  Fla. 
Kansas  City,  Mo... 
Knoxville,  Tenn... 


Lancaster,  Pa . 

Lexington,  Ky . 

Los  Angeles,  Long  Beach,  Calif. 

Louisville,  Ky . 

Macon,  Ga . 


Memphis,  Tenn... 

Miami,  Fla . 

Milwaukee,  Wis.. 

Mobile,  Ala . 

New  Orleans,  La. 


Percentage  change  in  sales 


May  1964 

from-- 

May 

April 

1963 

1964  5 

+4 

+6 

NA 

NA 

+6 

+  15 

+9 

+4 

+7 

+  17 

+10 

+9 

+5 

+  10 

-7 

+6 

+9 

+5 

+  2 

+6 

+5 

+5 

+4 

+12 

+7 

+  21 

+11 

+9 

+7 

0 

+7 

+6 

NA 

NA 

+6 

+  1 

+3 

+10 

+8 

+7 

+4 

+6 

+  10 

+4 

+8 

+10 

+9 

+11 

NA 

NA 

+8 

-9 

NA 

+1 

+3 

+3 

+  13 

+  12 

+  22 

+7 

+  10 

+  14 

-4 

+6 

-5 

+11 

+1 

...  +5 

+  27 

...  o 

+7 

-3 

-1 

+19 

+1 

from 


+8 

NA 

+4 

+9 

+9 


+  11 
+3 
-5 
+4 
+5 


+6 

+7 

+9 

+11 

+10 


+9 
NA 
+7 
+1 
+  10 


+7 
+  8 
+  14 
+8 
+7 


NA 

+10 

+4 

NA 

+8 


+15 

+2 

+19 

+7 

+7 


+7 

+12 

+10 

+10 

+5 


+6 

+13 

+5 

+1 

+8 


Area 


New  York- Northeastern  New  Jersey1 . 

New  York  City . 

Newark,  N.  . . 

Norfolk-Portsmouth,  Va . 

Oklahoma  City,  0kla: . 


Omaha,  Nebr . 

Peoria,  Ill . 

Philadelphia,  Pa. 
Phoenix,  Ariz.... 
Pittsburgh,  Pa... 


Portland,  Oreg. . . . 

Reading,  Pa . 

Richmond,  Va . 

Rochester,  N.  Y... 
Sacramento,  Calif. 


St.  Louis,  Mo . 

Salt  Lake  City,  Utah.. 

San  Antonio,  Tex . 

San  Bernardino,  Calif. 
San  Diego,  Calif . 


Savannah,  Ga.... 
Seattle,  Wash... 
Shreveport,  La.. 
South  Bend ,  Ind . 
Spokane,  Wash... 


Springfield,  Mo . 

Springfield,  Ohio . 

Syracuse,  N.  . . 

Tacoma,  Wash . 

Tampa-fit..  Petersburg,  Fla. 


Toledo,  Ohio . 

Trenton,  N.  J. . . . 

Tulsa,  Okla . 

Utica- Rome,  N.  Y. 
Waco,  Tex . 


Washington,  D.  C. 
Wheeling,  W.  Va.. 
Wichita,  Kans.... 
Worcester,  Mass.. 
Youngstown,  Ohio. 


CITIES 


Bridgeport,  Conn . 

Bristol,  Tenn.-Va . 

Duluth,  Minn. -Superior,  Wis. 

Minneapolis,  Minn . 

Oakland- Berkeley,  Calif . 


Portsmouth,  Ohio . 

Rome,  Ga . 

St.  Paul,  Minn . 

San  Francisco,  Calif. 
Springfield,  Mass.... 


Percentage  change  in  sales 


May  1964  from—  a 

May 

April 

1963 

1964  5 

+7 

+10 

+4 

+8 

+  2 

+7 

+  14 

+12 

+  1 

+4 

+  10 

+7 

+  3 

+5 

+  10 

+14 

NA 

NA 

+5 

+  2 

-2 

-1 

+16 

+13 

+6 

+14 

+1 

-13 

+  10 

+3 

-1 

+9 

+  1 

+3 

+10 

+14 

NA 

NA 

+3 

-5 

.  +6 

+7 

-3 

+8 

+5 

+  13 

+2 

+11 

-2 

+2 

+7 

+7 

+4 

+13 

0 

-1 

-6 

-4 

+  2 

-3 

+  5 

0 

+13 

+15 

+6 

+9 

NA 

NA 

+  10 

+10 

+14 

+11 

.  +2 

+  12 

+  10 

+  16 

+1 

-3 

+9 

+2 

+  27 

+11 

+  16 

+4 

-2 

+8 

+10 

+  2 

+10 

+  21 

-7 

0 

-2 

NA 

NA 

from 


+8 

+8 

+2 

+10 

+4 


+6 

+3 

+7 

NA 

+7 


+3 
+10 
+5 
+3 
+  16 


+1 
+4 
+  8 
NA 
+  9 


+8 
-2 
+3 
+  2 
0 


+6 

+4 

+2 

-1 

+7 


+6 

+11 

+5 

NA 

+10 


+1 
+  3 
+4 
+8 
-3 


I  i 


+12 
+  2 
+7 
+7 
+9 


+7 

+6 

+18 

NA 

NA 


oftbe  January  1963  publication. 


Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revis:  • 


Table  6.  ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALMENT  ACCOUNTS— UNITED  STATES,  BY  KIND  OF  BUSINESS:  MAY  1964 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


7 


Kind  of  business 


TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable -goods  stores,  total. 


Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . . 

Mail  order  houses  (department  store  mdse.)., 

Apparel  group . . 

Women's  ready-to-wear  stores . . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equip,  group. 
Lumber  yards,  building  materials  dealers2... 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers3 . 

Passenger  car  dealers  (franchised) . 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Other  retail  stores . 


CHARGE  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . . . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . . . 

Furniture,  home  furnishing  stores . 

Lumber,  building,  hardware,  farm  equip,  group. 
Lumber  yards,  building  materials  dealers2 * *... 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers  (franchised) . 

Gasoline  service  stations  . 


INSTALLMENT  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores . 

Lumber,  building,  hardware,  farm  equip,  group. 

Automotive  group . 

Tire,  battery,  accessory  dealers . 


1964 

1963 

Percentage 
change, 
May  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

May 

1963 

Apr. 

1964 

14, 628 

14, 123 

14, 335 

14, 638 

15,308 

13, 634 

13,799 

13,781 

14,016 

13,990 

14, 269 

14, 361 

15,484 

+12 

+5 

6, 259 

6,083 

6,131 

6,218 

6,447 

6,160 

6,  339 

6,457 

6,  559 

6,532 

6,586 

6,456 

6,626 

+5 

+4 

8, 369 

8,040 

8, 204 

8,420 

8, 861 

7,474 

7, 460 

7, 324 

7,457 

7,458 

7,681 

7,905 

8,858 

+19 

+5 

352 

346 

344 

336 

333 

342 

341 

349 

364 

335 

353 

348 

354 

-3 

-1 

288 

283 

290 

282 

281 

291 

292 

298 

305 

300 

293 

289 

293 

-3 

0 

84 

85 

86 

87 

92 

74 

78 

71 

74 

60 

7C 

84 

89 

+24 

+6 

4,943 

4, 723 

4,792 

4,912 

5,221 

4,  228 

4, 325 

4,  287 

4, 371 

4,452 

4,  592 

4, 762 

5,423 

+23 

+6 

3,788 

3,587 

3,648 

3,763 

4,005 

3,227 

3, 288 

3,274 

3,336 

3, 381 

3,521 

3,641 

4,164 

+24 

+6 

3,385 

3,167 

3,241 

3,343 

3,572 

2,853 

2,914 

2,904 

2,971 

3,000 

3,124 

3,240 

3,730 

+25 

+7 

972 

960 

977 

983 

1,039 

836 

868 

846 

86  8 

899 

918 

952 

1,062 

+24 

1,062 

962 

986 

986 

1,031 

892 

879 

837 

855 

898 

941 

953 

1,186 

+16 

+5 

454 

424 

459 

465 

467 

418 

400 

371 

379 

406 

422 

421 

512 

+12 

0 

2,199 

2, 143 

2, 101 

2,055 

2, 072 

2, 067 

2,031 

2,005 

2,026 

2,035 

2,042 

2, 061 

2, 278 

0 

+1 

1,675 

1,620 

1,577 

1,556 

1,562 

1,575 

1,543 

1,528 

1,555 

1,573 

1,565 

1,551 

1,716 

-1 

0 

1,511 

1,457 

1,411 

1,405 

1,416 

1,446 

1,426 

1,401 

1,433 

1,426 

1,419 

1,394 

1,532 

-2 

+1 

523 

523 

524 

499 

510 

492 

488 

477 

471 

462 

477 

510 

562 

+4 

+2 

461 

459 

461 

437 

447 

428 

434 

429 

413 

403 

413 

446 

490 

+4 

+2 

1,662 

1,631 

1,682 

1,810 

1,943 

1,854 

1,925 

2,050 

2,117 

2,076 

2,097 

1,932 

1,778 

+5 

+7 

1,216 

1,185 

1,201 

1,309 

1,370 

1,283 

1,  345 

1,445 

1,510 

1,498 

1,520 

1,441 

1,300 

+7 

+5 

883 

873 

857 

945 

975 

962 

1,014 

1,098 

1,134 

1, 104 

1,114 

1,046 

948 

+3 

+3 

1,481 

1,442 

1,460 

1,488 

1,559 

1,408 

1,456 

1,510 

1,462 

1,457 

1,514 

1,538 

1,560 

+11 

+5 

992 

955 

954 

997 

1,023 

936 

943 

1,011 

944 

974 

1,020 

1,028 

1,048 

+9 

+3 

914 

881 

887 

909 

935 

861 

869 

910 

878 

880 

952 

957 

980 

+9 

+3 

462 

460 

472 

465 

503 

442 

479 

500 

485 

483 

461 

482 

479 

+14 

+8 

451 

439 

461 

457 

469 

472 

471 

448 

456 

452 

467 

469 

442 

-1 

+3 

2,394 

2, 352 

2,423 

2,507 

2,588 

2,  297 

2,  293 

2, 224 

2,291 

2,205 

2, 193 

2,214 

2,374 

+13 

+3 

7,409 

7,126 

7, 221 

7,431 

7, 739 

7, 202 

7, 147 

7,157 

7,264 

7,178 

7, 381 

7, 381 

7,826 

+7 

+4 

3,337 

3,224 

3,268 

3,399 

3, 543 

3,390 

3,478 

3,594 

3,  669 

3,654 

3,774 

3,658 

3,622 

+5 

+4 

4, 072 

3,902 

3,953 

4,032 

4, 196 

3,812 

3,669 

3,563 

3,595 

3,524 

3,607 

3,723 

4,204 

+10 

+4 

341 

334 

333 

326 

323 

331 

329 

339 

349 

337 

340 

336 

342 

-2 

-1 

1,039 

958 

916 

905 

958 

918 

885 

846 

839 

855 

857 

910 

1,160 

+4 

+6 

950 

871 

835 

823 

874 

821 

781 

745 

740 

750 

768 

819 

1,065 

+6 

844 

765 

721 

705 

751 

705 

684 

652 

647 

656 

661 

710 

950 

+7 

+7 

748 

666 

689 

694 

731 

632 

617 

598 

609 

648 

681 

697 

873 

+16 

+5 

667 

648 

639 

634 

640 

629 

631 

612 

630 

626 

652 

677 

760 

+2 

+1 

486 

466 

461 

478 

482 

483 

475 

464 

480 

484 

49  C 

498 

562 

0 

+1 

1, 496 

1,452 

1,490 

1,625 

1,742 

1,655 

1,730 

1,845 

1,912 

1,876 

1,914 

1,761 

1,606 

+5 

+7 

1, 166 

1,136 

1,146 

1,252 

1,314 

1,221 

1,286 

1,385 

1,448 

1,437 

1,460 

1,386 

1,246 

+8 

+5 

848 

840 

822 

910 

941 

915 

968 

1,051 

1,089 

1,061 

1,073 

1,009 

911 

+3 

+3 

882 

858 

849 

855 

891 

817 

813 

844 

809 

818 

885 

884 

902 

+9 

+4 

641 

620 

607 

624 

637 

579 

572 

594 

572 

577 

632 

638 

662 

+10 

+2 

439 

430 

447 

444 

456 

463 

461 

438 

447 

441 

455 

455 

429 

-2 

+3 

7,219 

6,997 

7,114 

7, 207 

7,569 

6,432 

6, 652 

6, 624 

6,752 

6,812 

6,  888 

6,980 

7,658 

+18 

+5 

2,922 

2, 859 

2,863 

2,819 

2,904 

2,770 

2,861 

2,863 

2,890 

2,878 

2,814 

2,798 

3,004 

+5 

+3 

4, 297 

4,138 

4,251 

4,388 

4, 665 

3,662 

3,791 

3,761 

3,  862 

3,934 

4,074 

4,182 

4^  654 

+27 

,  +6 

3,904 

3,765 

3, 876 

4,007 

4, 263 

3, 310 

3,440 

3,441 

3,532 

3,597 

3,735 

3,852 

4,263 

+29 

+6 

2,838 

2,716 

2, 813 

2,940 

3, 131 

2,406 

2, 507 

2,529 

2,  596 

2,631 

2,753 

2,822 

3,099 

+30 

♦6 

2,541 

2,402 

2,520 

2,638 

2,  821 

2,148 

2,230 

2, 252 

2,324 

2,344 

2,463 

2,530 

2,780 

+31 

+7 

314 

296 

297 

292 

300 

260 

262 

239 

246 

250 

26C 

256 

313 

+15 

+  3 

1,532 

1,495 

1,462 

1,421 

1,432 

1,438 

1,400 

1,393 

1,396 

1,409 

1,  39C 

1,384 

1,518 

0 

+  1 

1,189 

1,154 

1,116 

1,078 

1,080 

1,092 

1,068 

1,064 

1,075 

1,089 

1,075 

1,053 

1^  154 

-1 

0 

343 

341 

346 

343 

352 

346 

332 

329 

321 

320 

315 

331 

364 

+2 

♦  3 

166 

179 

192 

185 

201 

199 

195 

205 

205 

200 

183 

171 

172 

+1 

+9 

599 

584 

611 

633 

668 

591 

643 

666 

653 

639 

629 

654 

658 

+13 

267 

265 

271 

278 

299 

249 

289 

299 

296 

290 

255 

276 

282 

+20 

+8 

2  acc  cjtpjLajiatory  natenai,  page  14. 

3  T  8}U2eS  yar??'  bulldir«  materials  dealers;  paint,  plumbing,  and  electrical  stores, 

includes  both  franchised  and  nonf ranch! sed  car  dealers. 

°l  ^  transferred  to  co^rclal  ban.cs 

percentage  changes.  United  States  and  group  totals  include  Kinds  of  business^^^^e^^J^r^C^^aH.bnl  U^hoCn^n  UbUlT”^  £  ^ 
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Table  "7.  ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  MAY  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 

change, 

May  1964 
from — 

Jan. 

Feb. 

Mar. 

|  Apr. 

May1 

May  | 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

May. 

1963 

Apr. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,207 

5,012 

5,078 

5,177 

5,480 

4,468 

4,606 

4,605 

4,789 

4,  846 

4,923 

5,072 

5,591 

+23 

+6 

Durable-goods  stores,  total . 

1,180 

1,153 

1,152 

1,159 

1,207 

1,112 

1,150 

1,161 

1,218 

1,211 

1,172 

1,186 

1,222 

+9 

+4 

Nondurable-goods  stores,  total . 

4,  027 

3,859 

3,926 

4,018 

4,273 

3,356 

3,456 

3,444 

3,571 

3,635 

3,751 

3,886 

4,  369 

+27 

+6 

General  merchandise  group . 

3,587 

3,433 

3,495 

3,595 

3,846 

2,953 

3,058 

3,065 

3,187 

3,255 

3,365 

3,488 

3,904 

+30 

+7 

Department  stores  and  dry  goods ,  general 
merchandise  stores . 

2,81 8 

2,680 

2,733 

2,829 

3,014 

2,321 

2,401 

2,405 

2,508 

2,552 

2,  654 

2,744 

3,095 

+30 

+7 

Department  stores . 

2,524 

2,369 

2,449 

2,533 

2,710 

2,077 

2,149 

2,153 

2,  256 

2,280 

2,375 

2,455 

2,779 

+30 

+7 

Apparel  group . 

264 

247 

250 

253 

249 

224 

227 

215 

215 

223 

229 

235 

294 

+11 

-2 

Furniture  and  appliance  group . 

365 

368 

374 

358 

363 

332 

332 

332 

329 

334 

339 

349 

375 

+9 

+1 

Tire,  battery,  accessory  dealers . 

270 

268 

273 

283 

305 

268 

299 

307 

306 

301 

266 

282 

288 

+14 

+8 

CHARGE  ACCOUNTS 

United  States,  total . 

1,055 

983 

956 

940 

1,001 

923 

928 

906 

955 

957 

954 

975 

1,116 

+8 

+6 

Durable-goods  stores,  total . 

309 

290 

290 

3C5 

320 

296 

315 

321 

369 

363 

357 

350 

331 

+8 

+5 

Nondurable-goods  stores,  total . 

746 

693 

666 

635 

681 

627 

613 

585 

586 

594 

597 

625 

785 

+9 

+7 

General  merchandise  group . 

457 

411 

381 

360 

396 

359 

352 

330 

338 

350 

346 

368 

489 

+10 

+10 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

413 

371 

342 

321 

355 

323 

310 

289 

295 

306 

306 

329 

449 

+10 

+11 

Department  stores . 

383 

344 

315 

293 

326 

296 

284 

266 

274 

283 

284 

302 

418 

+10 

+11 

Apparel  group . 

125 

116 

118 

118 

121 

105 

106 

107 

99 

105 

108 

107 

138 

+15 

+3 

Furniture  and  appliance  group . 

41 

44 

44 

42 

40 

37 

39 

37 

37 

37 

39 

40 

43 

+8 

-5 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,152 

4,029 

4,122 

4,237 

4,479 

3,545 

3,678 

3,699 

3,834 

3,889 

3,969 

4,097 

4,475 

+26 

+6 

Durable-goods  stores,  total . 

871 

863 

862 

854 

887 

816 

835 

840 

849 

848 

815 

836 

891 

+9 

+4 

Nondurable-goods  stores,  total . 

3,281 

3,166 

3,260 

3,383 

3,592 

2,729 

2,843 

2,859 

2,985 

3,041 

3,154 

3,261 

3,584 

+32 

+6 

General  merchandise  group . 

3,130 

3,022 

3,114 

3,235 

3,450 

2,594 

2,706 

2,735 

2,849 

2,905 

3,019 

3,120 

3,415 

+33 

+7 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,405 

2,309 

2,  391 

2,508 

2,659 

1,998 

2,091 

2,116 

2,213 

2,246 

2,348 

2,415 

2,646 

+33 

+6 

Department  stores . 

2, 141 

2,025 

2,134 

2,240 

2,384 

1,781 

1,865 

1,887 

1,982 

1,997 

2,091 

2,153 

2,361 

+34 

+6 

Apparel  group . 

139 

131 

132 

135 

128 

119 

121 

108 

116 

118 

121 

128 

156 

+8 

-5 

Furniture  and  appliance  group . 

324 

324 

330 

316 

323 

295 

293 

295 

292 

297 

300 

309 

332 

+9 

+2 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES.  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-MAY  1964  AND  MAY  1963 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 

FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE 


APPAREL 


NOTE:  1964  data  are  based  on  preliminary  estimates  while  1963  data  ore  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  B.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL 


RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 
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(Percent) 


Kind  of  business 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group . 

Grocery  stores . 

Meat  markets . 

Bakery  products  stores. 


Eating  and  drinking  places . 

Eating  places . . .  ’ 

Restaurants,  cafeterias,  lunchrooms. 
Drinking  places . 


General  merchandise  group . 

Department  stores,  dry  goods,  general  merchandise  stores! 

Department  stores . 

Variety  stores . . ..!!.’!!!!!!!!!.” . 

Mail  order  houses  (department  store  merchandise)!!!!!.’!!! 

Apparel  group . 

Men's,  boys'  wear  stores . 

Men's,  boys'  clothing,  furnishings ’stores !!!!!!!!!!!!!! 

Women's  apparel,  accessory  stores . 

Women '  s  ready-to-wear  stores . ! ! ! 

Family  clothing  stores . 

Shoe  stores . 


Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . . . . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores. 
Household  appliance  dealers . 


Lumber,  building,  hardware,  farm  equipment  group. 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Hardware  stores . 


Automotive  group . 

Passenger  car,  other  automotive  dealers. 

Passenger  car  dealers . 

Passenger  car  dealers  (franchised).. 
Tire,  battery,  accessory  dealers . 


Gasoline  service  stations. 


Drug  and  proprietary  stores. 

Drug  stores . 

Liquor  stores . 


Preliminarj 

estimates 

Final  estimates 

Month -to -month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

1. 7-2.0 

1.9 

1. 7-1.9 

1.9 

0.6-0. 7 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

1.4-1. 5 

1.4 

1. 4-1.5 

1.4 

0.2-0. 3 

5. 9-6. 7 

6.1 

5.8-6. 3 

5.9 

1.1-1. 5 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

2. 3-2. 4 

2.3 

2.2-2. 4 

2.3 

0.  5-0.9 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

1. 7-2.3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(ZJ-0.3 

0.2 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

(Z) 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

2. 8-3. 5 

3.3 

2.9-3. 2 

3.1 

0.6-1. 9 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1. 5-2.5 

5. 4-6. 3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

3. 3—4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

4.2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

3. 4-3. 8 

3.7 

3.3-3. 5 

3.4 

1. 3-2.0 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

6. 0-9.9 

7.0 

5.8-7 .2 

6.1 

2. 1-3.0 

2.2 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

4. 8-5. 7 

5.1 

4.4-5. 2 

4.8 

1.3-2. 7 

1.7 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0. 8-1.2 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0. 8-1.2 

2. 6-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

2.  6-3. 0 

2.8 

2. 6-3.0 

2.9 

0. 8-1.2 

5.  0—6.  6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

2.4-3. 2 

2.8 

2. 4-2.8 

2.5 

0.4-0. 7 

2. 5-2.9 

2.9 

2.4-2. 9 

2.6 

0.4-0. 8 

3. 6-3. 8 

3.6  [ 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

(Th!;  E^laI^IvI^aterl^1°h^e^lnT“s1“nt”-^™Se>^loJiftSbj”ii^I^seI^Sgfe^etSt?hrert?he  ^nadJusted  rlml  estivate  for  the  previous 
r*B8!s  ““S&ing  error  shovn  above  for  the  prelivdaary  aod  fSS  estiLtea  !  raUo  °f  ^  flnal  estlmtes  for  the  two  LathrT 

data  for  JaJJS-  through  J™e^960  t*TOUgh  **  1960 '  For  the  month-to-month  percentage  charge  in  sites,  "X'ra^ 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  Ft*  TWO  CONSECUTIVE  MONTHS1 — UNITED  STATES,  F«  SELECTED  KINDS  OF  BUSINESS 

 ( Percent) 


Kind  of  business 


Fruit  stores,  vegetable  markets . 

Candy,  nut,  confectionery  stores . 

Delicatessen  stores . 

Men's,  boys'  clothing  stores . !!!!!!!!!!!! 

Men's,  boys'  furnishings  stores.!!!!.’.*!!!!!!! 
Women's  apparel,  accessory,  specialty  stores. 


Floor  coverings  stores . 

TV,  radio  stores . 

Paint,  glass,  wallpaper  stores . 

Heating,  plumbing  equiprent  dealers. 


Range 

Median 

1. 4-6.6 

3.7 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3.1-5. 9 

4.1 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2. 0-4.8 

4.4 

5. 0-9. 5 

8.3 

3. 8-7. 7 

4.5 

Kind  of  business 


Fuel,  fuel  oil  dealers . . 

Fuel  dealers,  except  fuel  oil. 

Fuel  oil  dealers . 

Jewelry  stores . 

Florists . 

Book  stores . 

Stationery  stores . 


NA  Not  available. 

h’E/SS  *>  the  ratio  of  the 

Note: 


Music  stores . 

Camera,  photographic  supply  stores. 


Optical  goods  stores. 
Typewriter  stores.... 


Range 

Median 

1.2-3. 5 

2.8 

1.9-8. 1 

3.1 

1.6-5. 9 

4.6 

2. 6-3. 6 

3.2 

3. 0-7. 8 

4.6 

2.2-10.3 

5.1 

2. 3-8. 5 

4.2 

3. 7-7. 4 

6.0 

2. 2-4. 2 

3.7 

1.4-6. 7 

3.1 

5.2-10.5 

5.7 

unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF 


ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES — UNITED  STATES,  BY  KIND  OF  BUSINESS 


Preliminary 

estimates 

Final  estimates 

Month-to- 

percent 

change 

month 

ap 

Kind  of  business 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Durable -goods  stores,  total . 

Nondurable-goods  stores,  total . 

1. 6-2.3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

4. 0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

Food  group . 

3.7-4. 6 

4.0 

3 .8-4 .0 

3.9 

1.0-2. 2 

1.7 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

Eating  and  drinking  places . 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

General  merchandise  group . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Department  stores,  dry  goods,  general  merchandise  stores . 

1. 9-3.0 

2.1 

1. 7-3.0 

2.1 

0. 2-1.1 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

1.4 

4. 5-5. 3 

4.8 

4.1-4 .8 

4.7 

1.0-3. 9 

Apparel  group .  . 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4.8-7 .3 

6.8 

1. 2-5.4 

1.6 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture  and  appliance  group . 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Furniture,  home  furnishings  stores . 

4.2-4. 6 

4.4 

4. 1-4.6 

4.3 

0. 6-1.4 

1.1 

Furniture  stores . 

4.4-5. 3 

5.0 

4.1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance,  TV,  radio  stores . 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Household  appliance  dealers . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber,  building,  hardware,  farm  equipment  group . 

4.2-4 .4 

4.3 

4. 0-4.4 

4.1 

0.8-1. 5 

0.9 

Lumber  yards,  building  materials  dealers . 

5. 1-5. 6 

5.3 

4.7-5. 3 

5.1 

0. 9-2.0 

1.1 

Lumber  yards . 

3. 8-5.0 

4.3 

3.7-5. 0 

4.2 

1.1-1. 7 

1.3 

Automotive  group . 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1. 5-2.3 

1.7 

Passenger  car  dealers . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Passenger  car  dealers  (franchised) . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0.8-1 .4 

1.0 

Tire,  battery,  accessory  dealers . 

4. 4-5 .4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

Gasoline  service  stations .  . 

3.9-5. 6 

4.1 

3.7-5. 1 

4.0 

1. 1-5.0 

1.5 

CHARGE  ACCOUNTS 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

2. 3-2. 6 

2.4 

2. 2-2.4 

2.4 

0.7-1. 1 

0.9 

1.0 

Nondurable -goods  stores,  total . 

4. 0-4. 6 

4.5 

4. 0-4 .4 

4.1 

1.0-2. 5 

1.6 

3. 1-4 .4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4.7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

3 .0-4.9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

Department  stores . 

5.3-6. 5 

6.0 

4. 5-6.1 

5.7 

1. 1-5.3 

2.2 

Apparel  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

Furniture  and  appliance  group . 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

2.7 

Furniture,  home  furnishings  stores . 

3. 5-3 .7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber,  building,  hardware,  farm  equipment  group . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Lumber  yards,  building  materials  dealers . 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0. 9-2.1 

1.3 

Lumber  yards . 

4.4-6. 1 

4.9 

3.9-5 .4 

5.1 

1. 5-3.1 

2.2 

Automotive  group . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Passenger  car  dealers  (franchised) . 

4. 7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALMENT  ACCOUNTS 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

0.8 

0.3 

Nondurable -good 8  stores,  total . 

1. 6-2.1 

1.6-2. 2 

1.6 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2.C 

1.8-2. 8 

1.9 

.  1.7-2. £ 

1.8 

1.5-2. 8 

1.7 

0. l-l.o 

0.5 

Department  stores . 

.  6.4-7. £ 

7.2 

5. 6-7. 3 

7.2 

1.3-3 .0 

2.0 

Apparel  group . 

.  3. 9-4.4 

4.1 

3. 9-5. 4 

3.9 

0. 7-3.1 

1.1 

Furniture  and  appliance  group . 

.  4. 7-5 .4 

5.C 

4. 8-5.4 

4.9 

0. 3-2.3 

1.4 

1.3 

Household  appliance,  TV,  radio  stores . 

.  4.4-6.C 

.  7.6-9., 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Lumber,  building,  hardware,  farm  equipment  group . 

.  5.5-7.C 

6.1 

5.7-6. 5 

6.C 

1.0-2. 3 

1.6 

Automotive  group . 

Tire,  battery,  accessory  dealers . . -- 

.  3.7-4. 

3.9 

3. 7-3. 9 

3.£ 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent.  ..  .  the  mnntb  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 

pageSU>fI*'IwI0^n?h^-^rth1?atiotis  ™bjec?  to  lelf  sampling  error  than  the  ratio  of ^  f^est^s^for^tte  tv^monU1^  estljIatee:  June  1959  and  January 

thb  sjsr  tezszz  si-.  ^  -  and — «  »»  - 

January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MDRE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to -month 
percentage 
change1 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-0.1 

0.1 

Durable-goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1 .3 

1.1 

0.2-0. 5 

0.3 

Nondurable -goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2. 2 

2.0 

1. 8-1.9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.9-1 .4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1 .2-1.5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1 .2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2.6-2 .7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1 .3 

1.1 

0.3-0. 9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(Z)-1.4 

(Z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-O.l 

(z) 

Apparel  group . 

3.7^  .4 

4.0 

3.7-3 .8 

3.8 

0.3-0. 7 

0.7 

Furniture  and  appliance  group . 

3. 1-3. 7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0.3-0. 4 

0.3 

(Z)-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0 .A 

0.4 

0.3-0. 5 

0.4 

(Z) —0 .2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

( Z )  —0 . 2 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

( Z )  —0 . 3 

0.1 

Department  stores . 

0.2-0 .3 

0.2 

0.2-0. 3 

0.2 

(Z)-O.l 

(Z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2 .2 

1.8 

(ZJ-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.8-1 .3 

1.0 

(X) 

(Z) 

Z  Sampling  variability  is  less  than  0.1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by- 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances . 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors . 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates  for  all  retail  stores 
are  available .  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected .  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes).  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firmmsy  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included .  Also  excluded  are  accounts  charged  on 
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credit  cards  vised  by  other  organizations,  such  as  oil 
companies,  Central  Charge  Service, Diners '  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables — receivables  out¬ 
standing  on  accounts  which  were  scheduled  to  be  paid 
in  two  or  more  payments,  regardless  of  the  name  of 
the  plan,  such  as  "budget,"  "revolving  credit,"  "cou¬ 
pon"  plan,  etc . 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows : 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection) ,  one  from 
each  of  233  primary  strata .  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample : 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution 'of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  cf  Business . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more.  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I”  stores 
report  monthly  by  mail . 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey .  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed "  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc . 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 
Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses .  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently ofthe  Census  Bureau 
for  department  stores,  mail  order  houses, furniture 
and  home  furnishings  stores ^nd  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics, April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies .  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  or  products. 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Go'xls  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware, farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable .  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate .  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple  . )  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value "  approximately  19  out  of  20  times . 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3#  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3#.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9#  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio"  is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the  same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable. 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple  . 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of-business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .9  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census .  A  descrip¬ 
tion  of  the  sanple  as  constituted  in  October  1955, 
estimating  procedure  used, and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report . " 
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II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging cn  the  average  from  .4  percent  for the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
( see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  5 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  5  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Bu  siness  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store "  total . 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors.  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation, "  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of -business  group  and  total  levels 
were  derived  ty  dividing  the  unad justed  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind -of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards . 


Table  12.  COMBINED  SEASONAL,  TRADING  DAY  AND  HOLIDAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JANUARY  1963— DECEMBER  1964 
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Table  13 .  AVERAGE  MONTH- TO-MONTH  PERCENT  CHANCES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES : 

ALL  STORES  \ND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

I/o' 

MCD 

Average  duration  of 

run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.50 

7.36 

35.5 

.80 

.65 

.43 

1.51 

2 

2.34 

1.77 

10.92 

3.51 

Durable-goods  stores,  total . 

7.51 

7.33 

28.5 

1.80 

1.54 

.88 

1.75 

2 

2.18 

1.58 

9.75 

3.02 

Nondurable -goods  stores,  total . 

8.00 

7.86 

41 .4 

.67 

.51 

.37 

1.38 

2 

1.96 

1.63 

58.50 

3.42 

Food  group . 

5.85 

5.83 

15.6 

.71 

.55 

.35 

1.57 

2 

1.93 

1.50 

58.50 

4.06 

Grocery  stores . 

6.08 

6.08 

15.7 

.71 

.55 

.39 

1.41 

2 

2.05 

1.38 

39.00 

4.06 

Eating  and  drinking  places . 

5.15 

3.61 

20.2 

.84 

.75 

.33 

2.27 

3 

2.05 

1.60 

10.92 

4.96 

General  merchandise  group . 

16.92 

16.65 

104.0 

1.37 

1.20 

.42 

2.86 

3 

1.90 

1.72 

14.63 

3.15 

Department  stores . 

17.91 

16.01 

107.7 

1.71 

1.58 

.46 

3.43 

4 

1.70 

1.51 

11.91 

3.37 

Variety  stores . 

20.41 

18.77 

132.2 

1.55 

1.48 

.48 

3.08 

3 

1.70 

1.58 

16.38 

3.91 

Mail  order  houses  (department  store  merchandise). 

16.86 

14.65 

89.9 

2.20 

2.10 

.66 

3.18 

4 

1.82 

1.70 

11.91 

6.40 

Apparel  group . 

20.06 

19.67 

105.4 

1.73 

1.56 

.43 

3.63 

4 

1.82 

1.46 

10.64 

3.12 

Men's,  boys'  wear  stores . 

22.62 

20.42 

125.4 

2.58 

2.35 

.78 

3.01 

4 

1.93 

1.52 

7.71 

3.28 

Women's  apparel,  accessory  stores . 

19.55 

16.55 

96.9 

1.81 

1.72 

.52 

3.31 

4 

1.90 

1.54 

11.91 

4.13 

Shoe  stores . 

20.50 

17.31 

58.5 

2.36 

2.29 

.63 

3.63 

4 

1.82 

1.72 

10.08 

3.28 

Furniture  and  appliance  group . 

8.73 

8.55 

48.5 

1.39 

1.12 

.51 

2.20 

3 

1.70 

1.43 

19.50 

4.16 

Furniture,  home  furnishings  stores . 

8.66 

7.71 

39.5 

1.42 

1.23 

.58 

2.12 

3 

2.15 

1.47 

14.56 

4.61 

Household  appliance,  TV,  radio  stores . 

9.98 

8.67 

53.8 

2.28 

2.07 

.71 

2.92 

4 

1.90 

1.70 

9.36 

3.20 

Lumber,  building,  hardware,  farm  equipment  group... 

8.84 

8.91 

44.7 

1.92 

1.79 

.55 

3.25 

4 

2.02 

1.65 

6.50 

3.66 

Lumber  yards,  building  materials  dealers . 

9.54 

8.43 

46.0 

1.89 

1.66 

.71 

2.34 

3 

1.87 

1.56 

8.73 

4.78 

Hardware  stores . 

12.07 

10.53 

53.8 

1.73 

1.64 

.53 

3.09 

4 

2.05 

1.87 

9.36 

4.92 

Automotive  group . 

7.80 

7.13 

34.8 

3.06 

2.70 

1.31 

2.06 

3 

2.11 

1.54 

8.36 

3.31 

Passenger  car,  other  automotive  dealers . 

7.94 

7.11 

36.1 

3.22 

2.86 

1.37 

2.09 

3 

2.11 

1.54 

9.75 

3.31 

Tire,  battery,  accessory  dealers . 

12.34 

10.26 

49.7 

2.39 

2,14 

.92 

2.33 

3 

1.98 

1.60 

9.36 

4.30 

Gasoline  service  stations . 

4.24 

2.62 

12.3 

.81 

.60 

.51 

1.18 

2 

2.22 

1.66 

43.67 

4.48 

Drug  and  proprietary  stores . 

6.88 

6.06 

34.5 

.98 

.84 

.46 

1.83 

2 

2.38 

1.66 

16.38 

4.19 

Liquor  stores . 

11.66 

9.11 

61.5 

1.21 

1.04 

.57 

1.82 

2 

2.02 

1.47 

14.56 

4.19 

GROUP  II  STORES 

United  States,  total . 

11.98 

10.79 

57.0 

1.15 

1.04 

.53 

1.96 

3 

1.95 

1.57 

14.11 

6.58 

Grocery  stores . 

7.94 

2.29 

10.5 

1.02 

.89 

.53 

1.68 

2 

1.82 

1.42 

65.50 

3.94 

Eating  and  drinking  places . 

4.37 

2.73 

14 .6 

1.39 

1.27 

.62 

2.05 

3 

2.73 

2.34 

14.56 

6.14 

General  merchandise  group . 

17.57 

17.43 

111  .4 

2.36 

2.29 

.77 

2.97 

3 

1.76 

1.53 

11.30 

3.41 

Department  stores . 

17.11 

15.38 

103.7 

3.42 

3.35 

1.12 

2.99 

3 

3.42 

1.44 

8.19 

3.31 

Variety  stores . 

21.23 

19.78 

135.3 

1.57 

1.53 

.42 

3.64 

4 

1.98 

1.68 

13.10 

5.33 

Apparel  group . 

23.31 

22.62 

108.7 

2.48 

2.36 

.72 

3.28 

4 

1.79 

1.57 

14.13 

4.20 

Men's,  boys'  wear  stores . 

27.69 

24.05 

134.1 

5.01 

5.10 

1.33 

3.83 

4 

2.22 

1.96 

8.73 

5.57 

Women's  apparel,  accessory  stores . 

22.25 

18.91 

111.5 

2.74 

2.57 

.31 

3.17 

4 

1.93 

1.72 

10.08 

5.57 

Shoe  stores . 

24.17 

20.69 

70.6 

3.36 

3.32 

.56 

5.93 

6 

1.70 

1.51 

10.92 

4.85 

Tire,  battery,  accessory  dealers . 

14.10 

12.29 

60.6 

2.86 

2.68 

.78 

3.44 

4 

1.93 

1.64 

9.36 

4.57 

Drug  and  proprietary  stores . 

10.50 

9.36 

61.5 

1.65 

1.55 

.59 

2.63 

3 

2.18 

1.87 

21.83 

11.73 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  'Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 


0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

~T  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

Vc  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb. -Mar 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  ”6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  <*or  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95^  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  Indicates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  colianns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  MAY  1963  TO  MAY  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 


Jan. 

Feb. 

Mar. 

P 

May1 

May  | 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

from — 
Jan. -May 
1963 

man-— 

May 

1963 

Apr. 

1964 

19,154 

18,758 

20, 502 

21,186 

22,471 

21,228 

20,737 

20,540 

21,018 

19,267 

21,528 

21,494 

25,104 

+6 

+6 

+6 

6,031 

6,122 

6,741 

7,360 

7,675 

7,239 

7,044 

6,976 

6,556 

5,999 

7,599 

6,985 

7,208 

+7 

+6 

+4 

13,123 

12,636 

13,761 

13, 826 

14,796 

13,989 

13,693 

13,564 

14,462 

13,268 

13,929 

14,509 

17,896 

+5 

+6 

+7 

5,018 

4,849 

4,891 

4,898 

5,243 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

+4 

+3 

+7 

4,558 

4,395 

4,406 

4,414 

4,729 

4,578 

4,483 

4,502 

4,828 

4,238 

4,449 

4,689 

4,679 

+4 

+3 

+7 

1,436 

1,386 

1,485 

1,547 

1,650 

1,562 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

+7 

+6 

+7 

3,803 

3,722 

4,559 

4,454 

4,794 

4,375 

4,326 

4,083 

4,603 

4,416 

4,703 

5,113 

7,904 

+9 

+10 

+8 

1,872 

1,875 

2,303 

2,310 

2,463 

2,278 

2,266 

2,108 

2,444 

2,275 

2,417 

2,728 

4,399 

+8 

+8 

+7 

1,094 

1,069 

1,336 

1,366 

1,456 

1,325 

1,340 

1,212 

1,408 

1,340 

1,408 

1,590 

2,625 

+10 

+10 

+7 

1,026 

927 

1,283 

1,140 

1,282 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

+6 

+10 

+12 

905 

920 

973 

1,004 

1,049 

934 

933 

965 

992 

980 

1,095 

1,077 

1,333 

+14 

+12 

+4 

936 

956 

1,134 

1, 344 

1,484 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

+2 

+4 

+10 

3,677 

3,684 

4,058 

4,453 

4,527 

4,301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

+6 

+5 

+2 

1,566 

1,480 

1,585 

1,617 

1,720 

1,626 

1,659 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

+4 

+6 

+6 

671 

656 

680 

665 

707 

676 

664 

660 

680 

647 

667 

666 

906 

+3 

+5 

+6 

4,933 

4,766 

5,283 

5,370 

5,695 

5,494 

5,287 

5,213 

5,262 

4,837 

5,390 

5,492 

6,595 

+5 

+4 

+6 

1,356 

1,348 

1,553 

1,714 

1,808 

1,760 

1,632 

1,598 

1,458 

1,257 

1,679 

1,595 

1,685 

+5 

+3 

+5 

3,577 

3,418 

3,730 

3,656 

3,887 

3,734 

3,655 

3,615 

3,804 

3,580 

3,711 

3,897 

4,910 

+4 

+4 

+6 

1,435 

1,373 

1,385 

1,381 

1,480 

1,422 

1,381 

1,434 

1,482 

1,318 

1,367 

1,426 

1,459 

+5 

+4 

+7 

1,208 

1,152 

1,152 

1,159 

1,242 

1,189 

1,153 

1,167 

1,243 

1,094 

1,142 

1,196 

1,205 

+5 

+4 

+7 

423 

409 

447 

466 

497 

477 

493 

507 

524 

472 

485 

454 

467 

+6 

+4 

+7 

1,036 

997 

1,246 

1,181 

1,303 

1,220 

1,213 

1,099 

1,217 

1,210 

1,280 

1,413 

2,208 

+7 

+7 

+10 

447 

435 

537 

529 

569 

554 

562 

503 

567 

559 

588 

674 

1,106 

+5 

+3 

+8 

280 

263 

333 

330 

356 

346 

350 

295 

339 

347 

358 

409 

697 

+5 

+3 

+8 

340 

306 

439 

376 

437 

389 

390 

320 

362 

388 

388 

425 

700 

+6 

+9 

+12 

+7 

+16 

+8 

i  i  * 

i  i  “  i 

i  i  i  i 

1963 


Percentage  change 


Jan . -May 


May  1964 


UNITED  STATES,  TOTAL. 


Durable-goods  stores,  total.... 
Nondurable -goods  stores,  total. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group. . . . 

Lumber, bldg . ,  hdve . , farm  equip . grp . . 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


THE  NORTHEASTERN  STATES,  TOTAL. 


Durable-goods  stores,  total .... 
Nondurable -goods  stores,  total. 


Food  group . 

Grocery  stores . . . 

Eating  and  drinking  places . 

G AF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group. 


Lumber,  bldg . , hdwe . , farm  equip .  grp . 

C 

+16 

Gasoline  service  stations . 

284 

276 

301 

307 

326 

304 

305 

325 

322 

298 

303 

300 

308 

+4 

+7 

+6 

Drug  and  proprietary  stores . 

153 

146 

151 

146 

153 

151 

152 

154 

159 

152 

154 

154 

203 

+1 

+1 

+5 

THE  NORTH  CENTRAL  STATES,  TOTAL . 

5,516 

5,397 

5,872 

6, 254 

6, 668 

6,294 

6,216 

6,110 

6,237 

5,819 

6,616 

6, 510 

7,347 

+5 

+6 

+7 

Durable-goods  stores,  total . 

1,713 

1,737 

1,918 

2,i9e 

2,240 

2,138 

2,150 

2,132 

1,996 

1,899 

2,437 

2,172 

2,121 

+7 

+5 

+2 

Nondurable -goods  stores,  total.. 

3,803 

3,660 

3,954 

4,056 

4,428 

4,156 

4,066 

3,978 

4,241 

3,920 

4,179 

4,338 

5,226 

+5 

+7 

+9 

Food  group . 

1,390 

1,360 

1,356 

1,359 

1,464 

1,411 

1,401 

1,368 

1,456 

1,303 

1,379 

1,449 

1,446 

44 

44 

+8 

Grocery  stores . 

1,276 

1,253 

1,246 

1,248 

1,340 

1,289 

1,281 

1,256 

1,335 

1,193 

1,261 

1,329 

1,319 

+4 

+4 

+7 

Eating  and  drinking  places . 

436 

410 

440 

458 

495 

473 

480 

491 

507 

.463 

475 

450 

452 

+8 

+5 

+8 

GAF2,  total . 

1,091 

1,064 

1,300 

1,310 

1,386 

1,264 

1,263 

1,191 

1,357 

1,324 

1,402 

1,548 

2,309 

+10 

+10 

+6 

General  merchandise  group . 

585 

590 

724 

735 

781 

717 

717 

655 

777 

735 

771 

887 

1,386 

+9 

+9 

+6 

Department  stores . 

342 

337 

419 

444 

468 

425 

407 

384 

455 

436 

449 

512 

832 

+11 

+10 

+5 

Apparel  group . 

259 

227 

307 

295 

329 

298 

286 

257 

298 

289 

298 

351 

553 

+5 

+10 

+12 

Furniture  and  appliance  group . 

247 

247 

269 

280 

276 

249 

260 

279 

282 

300 

333 

310 

370 

+17 

+11 

-1 

Lumber,  bldg ., hdwe ., farm  equip,  grp. 

350 

348 

401 

489 

533 

519 

535 

535 

555 

584 

622 

536 

467 

+6 

+3 

+9 

Automotive  group . 

977 

993 

1,103 

1,291 

1,283 

1,217 

1,206 

1,177 

1,013 

846 

1,315 

1,157 

1,030 

+4 

+5 

-1 

Gasoline  service  stations . 

501 

475 

502 

521 

557 

526 

531 

541 

547 

505 

542 

529 

570 

+2 

+6 

+7 

Drug  and  proprietary  stores . 

205 

197 

198 

191 

209 

199 

193 

198 

203 

199 

206 

209 

278 

+2 

+5 

+9 

THE  SOUTH,  TOTAL . 

5,190 

5,171 

5,702 

5,809 

6, 170 

5,691 

5,523 

5,443 

5,663 

5,102 

5,668 

5,640 

6,575 

+7  * 

+8 

+6 

Durable-goods  stores,  total . 

1,767 

1,860 

2,067 

2,163 

2,297 

2,038 

1,972 

1,911 

1,845 

1,692 

2,056 

1,907 

1,999 

+10 

+13 

+6 

Nondurable-good 6  stores,  total.. 

3,423 

3,311 

3,635 

3,646 

3,873 

3,653 

3,551 

3,532 

3,818 

3,410 

3,612 

3,733 

4,576 

+5 

+6 

+6 

Food  group . 

1,308 

1,255 

1,266 

1,282 

1,364 

1,347 

1,316 

1,325 

1,428 

1,232 

1,307 

1,364 

1,357 

+3 

+1 

+6 

Grocezy  stores . 

1,247 

1,196 

1,201 

1,212 

1,298 

1,280 

1,251 

1,259 

1,360 

1,177 

1,247 

1,306 

1,290 

+3 

+1 

+7 

Eating  and  drinking  places . 

306 

301 

323 

345 

360 

329 

329 

344 

351 

309 

316 

308 

319 

+9 

49 

+4 

GAF2,  total . 

986 

982 

1,232 

1,188 

1,292 

1,139 

1,109 

1,065 

1,226 

1,122 

1,195 

1,277 

2,007 

+10 

+13 

+9 

General  merchandise  group . 

491 

500 

626 

624 

679 

593 

579 

548 

642 

566 

617 

676 

1,104 

+9 

+15 

49 

Department  stores . 

241 

238 

311 

312 

309 

290 

287 

270 

316 

285 

308 

346 

564 

+7 

+7 

-1 

Apparel  group . 

272 

254 

361 

304 

330 

305 

284 

277 

333 

310 

327 

349 

586 

+7 

+8 

+9 

Furniture  and  appliance  group . 

223 

228 

245 

260 

283 

241 

246 

240 

251 

246 

251 

252 

317 

+14 

+17 

+9 

Lumber,  bldg., hd we ., farm  equip,  grp. 

250 

266 

344 

396 

431 

388 

358 

365 

361 

340 

371 

332 

283 

+3 

+11 

Automotive  group . 

1,160 

1,210 

1,314 

1,355 

1,411 

1,256 

1,224 

1,169 

1,085 

955 

1,295 

1,169 

1,140 

+10 

+12 

+4 

Gasoline  service  stations . 

471 

444 

477 

486 

514 

474 

480 

497 

514 

469 

473 

466 

490 

+7 

+8 

+6 

Drug  and  proprietary  stores . . 

181 

180 

188 

186 

195 

187 

182 

175 

179 

167 

172 

173 

229 

+3 

+4  ' 

+5 

THE  WEST,  TOTAL . 

3,515 

3,424 

3,645 

3,753 

3,938 

3,749 

3,711 

3,774 

3,856 

3,509 

3,854 

3,852 

4,587 

+5 

+5 

+5 

Durable-goods  stores,  total . 

1,195 

1,177 

1,203 

1,285 

1,330 

1,303 

1,290 

1,335 

1,257 

1,151 

1,427 

1,311 

1,403 

+5 

+2 

+4 

Nondurable-goods  stores,  total . . 

2,320 

2,247 

2,442 

2,468 

2,608 

2,446 

2,421 

2,439 

2,599 

2,358 

2,427 

2,541 

3,184 

+5 

+7 

+6 

Food  group . 

885 

861 

884 

876 

935 

886 

859 

876 

952 

831 

857 

914 

932 

+4 

+6 

+7 

Grocery  stores . 

827 

794 

807 

795 

849 

820 

798 

820 

890 

774 

799 

858 

865 

+3 

44 

+7 

Eating  and  drinking  places . 

271 

266 

275 

278 

298 

283 

290 

304 

316 

282 

280 

274 

295 

+5 

+5 

+7 

GAF2,  total . 

690 

679 

781 

775 

813 

752 

741 

728 

803 

760 

826 

875 

1,380 

+10 

+8 

+5 

General  merchandise  group . 

349 

350 

416 

422 

434 

414 

408 

402 

458 

415 

441 

491 

803 

+7 

+5 

+3 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group. 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


155 


140 


186  | 


174 


178 


183  | 


333 


I 


I 


I 


I 


I 


I 


i 


I 


I 


I 


L 


+14 

+7 

+20 

+2 

+7 


+12 

+9 

+16 

0 

+8 


+5 

+13 

-*-c  -► 

+7 

+6 


Preliminary  estimates.  2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in 

department  store  types  of  merchandise. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shewn  separately. 

States  in  geographic  regions  are  shown  on  last  page  of  report. 
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Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  MAY  1963  TO  MAY  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Geographic  division  and 
kind  of  business 

1964 

1963 

Percentage  change 

Jan. -May 
1964 
from — 
Jan. -May 

1963 

May  1964 
from — 

Jan. 

Feb. 

Mar. 

|  Apr. 

May1 

May  | 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

May 

1963 

Apr. 

1964 

New  England  Division,  total . 

1,238 

1,162 

1,272 

1,313 

1,389 

1,348 

1,311 

1,311 

1,325 

1,170 

1,289 

1,336 

1,662 

+4 

+3 

+6 

Durable-goods  stores . 

376 

357 

417 

477 

308 

472 

449 

423 

392 

318 

412 

401 

469 

+11 

+8 

+6 

Nondurable-goods  stores . 

862 

805 

855 

836 

881 

876 

862 

888 

933 

852 

877 

935 

1,193 

+1 

+1 

+5 

Food  group . 

340 

317 

318 

318 

348 

345 

338 

36 8 

370 

317 

321 

342 

347 

+1 

+1 

+9 

OAF2,  total . 

230 

218 

263 

256 

277 

272 

270 

240 

282 

256 

266 

313 

505 

+4 

+2 

+8 

-5 

-5 

Middle  Atlantic  Division,  total.... 

3,695 

3,604 

4,011 

4,057 

4, 306 

4, 146 

3,976 

3,902 

3,937 

3,667 

4,101 

4,156 

4,933 

+5 

♦4 

+6 

Durable-goods  stores . 

980 

991 

1,136 

1,237 

1,300 

1,283 

1,183 

1,175 

1,066 

939 

1,267 

1,194 

1,216 

+3 

+1 

+5 

Nondurable-goods  stores . 

2,715 

2,613 

2,875 

2, 820 

3,006 

2,  *58 

2,793 

2,727 

2,871 

2,728 

2,  834 

2,962 

3,717 

+5 

+5 

+7 

GAF2,  total . 

806 

779 

983 

925 

1,026 

948 

943 

859 

935 

954 

1,014 

1,100 

1,703 

+7 

+8 

+11 

General  merchandise  group . 

357 

351 

430 

421 

452 

431 

436 

390 

432 

440 

465 

528 

861 

+8 

+5 

+7 

East  North  Central  Division,  total. 

3,931 

3,886 

4,247 

4,497 

4,797 

4,427 

4,  366 

4,289 

4,401 

4,095 

4,  657 

4,619 

5,283 

+7 

+8 

i  • 

+7 

Durable-goods  stores . 

1,179 

1,210 

1,357 

1,558 

1 , 578 

1,470  • 

1,478 

1,474 

1,365 

1,283 

1,676 

1,473 

1,472 

+9 

+7 

+1 

Nondurable-goods  stores . 

2,752 

2,676 

2,890 

2,939 

3,219 

2,957 

2,888 

2,815 

3,036 

2,812 

2,981 

3,146 

3,811 

+6 

+9 

+10 

Food  group . 

1,044 

1,039 

1,034 

1,033 

1,115 

1,049 

1,035 

1,007 

1,080 

964 

1,017 

1,081 

1,085 

+6 

+6 

+8 

GAF2,  total . . 

801 

785 

968 

970 

1,024 

920 

919 

866 

998 

970 

1,027 

1,149 

1,717 

+12 

♦11 

+6 

General  merchandise  group . 

427 

433 

536 

541 

573 

515 

516 

469 

562 

535 

563 

661 

1,024 

+13 

+11 

+6 

West  North  Central  Division,  total. 

1,585 

1,511 

1,625 

1,757 

1,871 

1,867 

1,850 

1,821 

1,836 

1,724 

1,959 

1,891 

2,064 

+1 

0 

+6 

Durable-goods  stores . 

534 

527 

561 

640 

662 

668 

672 

658 

631 

616 

761 

699 

649 

+1 

-1 

+3 

Nondurable-goods  stores . 

1,051 

984 

1,064 

1, 117 

1,209 

1,199 

1,178 

1,163 

1,205 

1,108 

1,198 

1,192 

1,415 

•+1 

+1 

+8 

Food  group . 

346 

321 

322 

326 

349 

362 

366 

361 

376 

339 

362 

368 

361 

-2 

-4 

+7 

GAF2,  total . 

290 

279 

332 

340 

362 

344 

344 

325 

359 

354 

375 

399 

592 

+4 

+5 

+6 

General  merchandise  group . 

158 

157 

•188 

194 

208 

202 

201 

186 

215 

200 

208 

226 

362 

+1 

+3 

+7 

South  Atlantic  Division,  total . 

2,523 

2, 505 

2,789 

2,828 

2,980 

2,776 

2,700 

2,  637 

2,749 

2,438 

2,740 

2,775 

3,273 

+6 

+7 

+5 

Durable-goods  stores . 

821 

861 

976 

1,028 

1,084 

967 

936 

908 

860 

780 

975 

914 

942 

+9 

+12 

+5 

Nondurable-goods  stores . 

1,702 

1,644 

1,813 

1,  800 

1,896 

1,809 

1,764 

1,729 

1,889 

1,658 

1,765 

1,861 

2,331 

+4 

♦5 

+5 

GAF2,  total . 

490 

501 

637 

601 

653 

565 

563 

531 

615 

571 

596 

651 

1,037 

+8 

+16 

♦9 

General  merchandise  group . 

250 

257 

328 

321 

347 

306 

.  302 

281 

332 

291 

315 

351 

579 

+6 

+13 

+8 

East  South  Central  Division,  total. 

963 

982 

1,092 

1,114 

1,186 

1,061 

1,019 

994 

1,055 

983 

1,093 

1,075 

1,248 

+10 

+12 

+6 

Nondurable-goods  stores . 

628 

614 

677 

689 

744 

694 

648 

651 

707 

658 

698 

713 

856 

+7 

+7 

+8 

GAF2,  total . 

185 

184 

236 

236 

256 

224 

209 

201 

234 

219 

•236 

246 

378 

+12 

+14 

+8 

General  merchandise  group . 

97 

97 

121 

124 

138 

117 

112 

108 

123 

115 

126 

135 

216 

+13 

+18 

+11 

West  South  Central  Division,  total. 

1,704 

1,684 

1,821 

1,867 

2,004 

1,854 

1,804 

1,812 

1, 859 

1,681 

1,835 

1,790 

2,054 

+7 

+8 

+7 

Nondurable-goods  stores . 

1,093 

1,053 

1,145 

1,157 

1,233 

1,150 

1,139 

1,152 

1,  222 

1,094 

1,149 

1,159 

1,  389 

+6 

♦7 

+7 

GAF2,  total . 

311 

297 

359 

351 

383 

350 

337 

333 

378 

332 

363 

380 

592 

+10 

+9 

+9 

General  merchandise  group . 

144 

146 

177 

179 

194 

170 

165 

159 

187 

160 

176 

190 

309 

+13 

+14 

+8 

Mountain  Division,  total . 

765 

711 

762 

795 

852 

877 

878 

944 

936 

839 

912 

902 

1,010 

-2 

-3 

+7 

Nondurable-goods  stores . 

511 

484 

529 

527 

552 

581 

578 

596 

625 

555 

550 

566 

(02 

-3 

-5 

♦5 

GAF2,  total . 

133 

129 

151 

150 

159 

153 

145 

147 

162 

148 

160 

167 

270 

+9 

+4 

+6 

General  merchandise  group . 

66 

66 

83 

84 

86 

88 

81 

80 

93 

76 

82 

91 

155 

+6 

-2 

♦2 

Pacific  Division,  total . 

2,750 

2,713 

2,883 

2,958 

3,086 

2,  872 

2, 833 

2,  830 

2,920 

2,670 

2,942 

2,950 

3,577 

+8 

+7 

+4 

IXirable-goods  stores . 

941 

950 

970 

1,017 

1,030 

1,007 

990 

987 

946 

867 

1,065 

975 

1,085 

♦7 

♦2 

♦1 

Nondurable-goods  stores . 

1,809 

1,763 

1,913 

1,941 

2,056 

1,865 

1,843 

1,  843 

1,974 

1,  803 

1,877 

1,975 

2,492 

+8 

+10 

♦6 

Food  group . 

684 

666 

686 

689 

736 

683 

658 

673 

733 

634 

655 

702 

719 

+5 

+8 

♦7 

GAF2,  total . 

557 

550 

630 

625 

654 

599 

596 

581 

641 

612 

666 

708 

1,110 

♦10 

♦9 

+5 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  Include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 

1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specialising  in  department  store  types  of  merchandise. 
(C)  (c)  See  footnote  to  table  1. 


4 


Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  SELECTED  LARGE  STATES:  MAY  1963  TO  MAY  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1964 

1963 

Percentage  change 

Jan. -May 
1964 
from — 
Jan. -May 
1963 

May  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May1 

May  | 

June 

July 

Aug. 

'  Sept . 

Oct. 

Nov. 

Dec. 

May 

1963 

April 

1964 

California . 

2,154 

2,109 

2,195 

2,260 

2,369 

2,204 

2,156 

2,140 

2, 192 

2,011 

2,248 

2,277 

2,783 

+7 

+7 

+5 

Illinois . 

1,143 

1,131 

1,276 

1,336 

1,432 

1,290 

1,235 

1,193 

1,234 

1,172 

1,332 

1,386 

1,602 

+7 

+11 

+7 

Massachusetts . 

586 

561 

630 

665 

684 

662 

636 

606 

607 

549 

607 

631 

778 

+4 

+3 

+3 

Michigan . 

853 

823 

884 

952 

1,014 

947 

936 

945 

953 

859 

981 

973 

1,109 

+6 

+7 

+7 

New  Jersey . 

697 

699 

802 

808 

866 

780 

752 

749 

735 

675 

780 

782 

920 

+8 

+11 

+7 

New  York . 

1,910 

1,839 

2,028 

2,036 

2,159 

2,075 

1,992 

1,940 

1,997 

1,892 

2,081 

2,110 

2,493 

+5 

44 

+6 

Ohio . 

986 

977 

1,063 

1,115 

1,183 

1,100 

1,087 

1,088 

1,135 

1,074 

1,212 

1,182 

1,340 

+7 

+8 

+6 

Pennsylvania . 

1,088 

1,066 

1,181 

1,213 

1,281 

1,291 

1,232 

1,213 

1,205 

1,100 

1,240 

1,264 

1,520 

+2 

-1 

+6 

Texas . 

1,010 

1,021 

1,113 

1,129 

1,209 

1,149 

1,104 

1,088 

1,130 

1,013 

1,107 

1,074 

1,228 

+4 

+5 

+7 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 

1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  MAY  1963  TO  MAY  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1964 

Percentage  change 

Jan. -May 
1964 

May  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

from — 
Jan. -May 
1963 

May 

1963 

April 

1964 

Standard  Consolidated  Areas2 

Chicago,  Ill.- Northwestern  Ind., 

812 

802 

910 

942 

998 

913 

884 

837 

869 

818 

928 

963 

1,145 

+6 

+9 

+6 

OAF3 . 

New  York- Northeastern  N.  J., 

1,708 

1,666 

1,846 

1,829 

1,940 

1,864 

1,778 

1,693 

1,693 

1,635 

1,838 

1,869 

2, 216 
813 

+4 

44 

+6 

GAF3 . 

'412 

'395 

'488 

456 

513 

'457 

'461 

'413 

'445 

'484 

'505 

'537 

+9 

+12 

+13 

Standard  Metropolitan 
Statistical  Areas2 

Chicago,  Ill.,  total . 

GAF5 . 

758 

742 

853 

877 

927 

841 

810 

765 

797 

753 

847 

894 

1,071 

+7 

+11 

+6 

+24 

+9 

+15 

+4 

+10 

+14 

+6 

i  i  i  i  i  i  “  i  i  i 

1 

+6 

+11 

+4 

i  i  i  i  i  i  i  i  i  i  ii  i 

+25 

+9 

+15 

+3 

Los  Angeles,  Calif.,  total . 

1,018 

963 

1,004 

1,022 

1,065 

978 

953 

965 

989 

918 

1,039 

1,064 

1,337 

New  York,  N.  Y.,  total . 

1,229 

1, 195 

1,308 

1,282 

1,355 

1,312 

C 

1,250 

1,204 

1,220 

1,191 

1,312 

1,345 

'  1,603 

+6 

+6 

+12 

+7 

+13 

i  ii  i  i  i  “  i  i  i  i  i  i 

+9 

+9 

+9 

+8 

GAF3 . 

_ 

_ 

_ 

_ 

_ 

— 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated 

Dollar  volume  sales  and  percent 
change  from  the  same  month  a  year  ago1 

A  =  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


Sampling  Variability  Ranges 

Percent  change  over  2  consecutive  months2 


a  =  0  to  1.5  percent 
b  -  1.6  to  3.0  percent 
c  ■  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  3-1.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar 

volume  estimates 

Percentage  change  from  same 
month  a  year  ago 

Month- to- month  percent  change 
2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

IXirable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  placee . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

c 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  statione . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

3 

GAF,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Perce 

ntage  change 

fran  same  n 

onth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

,  B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

R 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

3 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

a 

b 

a 

a 

GAF,  total . . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
fran  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

A 

B 

B 

b 

B 

B 

b 

B 

B 

B 

A 

B 

B 

a 

Table  S-4 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York-Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

a 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

a 

a 

Philadelphia,  Pa . 

C 

c 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called'  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist- 
ance  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti- 
mate^published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used . 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business.  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  is  measurable. 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value "  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates.) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published  (feta  fran  their  respective  totals .  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
,rbuilding  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 

CHICAGO,  ILL . — NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 

GARY-HAMMOND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATTRSON-CLIFTON-PASSAIC,  N.  J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 


DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES -LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties.  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 
N.  J. 


Middlesex  and  Somerset  counties,  N.  J. 

Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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tail  stores  tn  Sr^Lt1^at%2"imon?%S?LtTal  ^  °f  re~ 
uepartment's  Bureau  of  the  Census  show  that  this  advance  figure  ?af te^ad  iust*16 
chanif  Seas™al+variations  and  trading  day  differences,  but  nit  £r  price 

ce“SabiveaMay  W63?"  Per0ent  abOVe  April  1964  and  afe°^  7  per- 


The  Office  of  Business  Economics  noted  that  after  adjustment  the  annrp- 
ciable  increase  in  sales  from  April  to  May  occurred  mostly  at  nondurable 

fief  ^rabie^^dfsal  argeStMrelatlVe  gainS  ln  apparel  “d  Seneral  ™erchan- 
Based  00 If?  j  SS  “  Were  ma“tained  at  April's  high  rate. 

Based  on  the  full  sample,  seasonally  adjusted  sales  of  all  retail  stores  in 
April  were  almost  1  percent  higher  than  the  March  level. 


^  May  sales  figures  are  based  on  a  monthly  survey  of  the  Bureau 

f  the  Census  conducted  in  cooperation  with  a  representative  cros^ 

m  in  ^  zr^ooo 

stores  m  the  United  States.  The  firms  which  are  cooperating  in  the 
rly  reporting  of  sales  are  part  of  a  larger  sample  group  which  fur- 

revision^^he^st -later  ^  advance  estimates  are  subject  to 

vision  by  the  estimates  subsequently  derived  from  the  full  sample. 

nast  ^fl/hJoS1°n  °f  total  seldom  exceeds  1.5  percent  and  for  the 

grols  re^sinnfhg  £'?  percent*  For  individual  kind-of-business 

percent  for  f*  been  ^ater,  ranging  on  the  average  from  0.7 

hardwaL  °  gr°UP  t0  3‘°  Percent  for  the  lumber,  building, 

hardware,  farm  equipment  group.  ^ 


(more) 


ADVANCE  RETAIL  SALES  FOR  MAY  1964 

Tabie  1.  SALES  OF  RETAIL  STORES  IN  THE  UNITED  STATES,  BY  KIND-OF-BUSINESS  GROUP 

(NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 

Sales  (millions  of  dollars) 


Kind-of -business  group 


Retail  stores,  total3 . . 

3 

Durable-goods  stores,  total  . . 

Nondurable-goods  stores,  total  . 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . . . 

Lumber,  building,  hardware,  farm  equip,  group 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

See  footnotes  below  table  2. 


1964 

1963 

May1 

April2 

May 

22,439 

21,183 

21,228 

7,503 

7,361 

7,  ?39 

14,936 

13,822 

13,  19 

5,278 

4,928 

5,066 

4, 743 

4,433 

4,578 

1,629 

1,534 

1,562 

2,506 

2,322 

2,278 

1,433 

1,363 

l,32c 

1,330 

1,140 

1,16 

1,033 

1,011 

93*, 

1,393 

1,342 

1,422 

4,495 

4,446 

4,301 

1,742 

1,631 

1,626 

696 

657 

676 

Source:  Bureau  of  the  Cen 


Table  2.  SALES  OF  RETAIL  STORES  IN  THE  UNITED  STATES,  BY  KIND-OF-BUSINESS  GROUP 
(ADJUSTED  for  seasonal  variations  and  trading  day  differences  )  _ 


Kind -of -bus in ess  group 

Percentage 

change, 

May  1964 
from — 

Sales 

(millions  of  dollars) 

Perc 

ch 

Apri 

fre 

Apr. 

May 

1964 

1963 

Mar. 

1964 

1964 

1963 

May1 

Apr.  2 

Mar. 

Apr. 

+1 

+7 

21,  694 

21,399 

21,263 

20,276 

+1 

Durable-goods  stores, total  ... 
Nondurable -goods  stores, total3 

0 

+2 

+8 

+7 

7,030 
14, 664 

7,014 

14,385 

6,939 

14,324 

6,646 

13,630 

+1 

0 

5,097 

5,152 

4,864 

-1 

1,586 

1,584 

1,518 

0 

Eating  and  drinking  places . 

2,529 

2,489 

2,301 

+2 

General  merchandise  group . 

1,272 

1,228 

1,166 

+4 

1,104 

1,088 

945 

+1 

jfurnixure  anu  app-Lj.eu_i.uc  6^^*.. 
Lumber,  building,  hardware,  farm 

p>n  +.  err 

'OUp  * . 

1,254 

1,277 

1,290 

-2 

4,020 

3,894 

3,824 

+3 

1,688 

1,629 

1,594 

44- 

Gasoline  service  s ua xiuxib . . 

681 

702 

677 

-3 

1  Advance  sample  estimates.  2  Preliminary  estimates  of  full  sample. 

3  Totals  include  data  for  kinds  of  business  not  shown  separately. 

4  Data  adjusted  for  seasonal  variations  and  trading  day  differences. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  June  1964 

SALES 


Total  sales  of  all  retail  stores  in  the  United 
States  during  June  1964  were  estimated  at  $22.1  bil¬ 
lion,  2  percent  below  sales  for  May  1964  but  7  per¬ 
cent  above  June  1963 .  After  adjustment  for  seasonal 
variations  and  trading  day  differences,  but  not  for 
price  changes,  June  sales  amounted  to  $21.7  billion, 
little  changed  from  May  1964  but  6  percent  above 
June  1963 .  Adjusted  June  sales  of  durable-goods 
stores  decreased  3  percent  from  May  1964  but  were  5 
percent  higher  than  June  1963.  Adjusted  sales  of 
nondurable -goods  stores  were  1  percent  higher  than 
May  1964  and  6  percent  above  June  1963 . 

Based  on  adjusted  data,  a  comparison  with  May  1964 
in  the  durable-goods  stores  category  showed  decreases 
in  the  automotive  group  (-7$)  and  in  the  lumber, 
building,  hardware,  farm  equipment  group  (-3$),  and 
an  increase  in  the  furniture  and  appliance  group  ( +3$). 
In  the  nondurable -goods  stores  category,  month-to- 
month  increases  were  reported  by  the  food  group  (+3$), 
and  the  apparel  group  (+2$)  while  the  eating  and 
drinking  places,  and  the  general  merchandise  group 
increased  (+1$)  each. 

In  the  durable-goods  stores  category,  a  comparison 
of  adjusted  data  for  June  1964  with  those  for  June 
1963,  reflects  increases  in  the  furniture  and  ap¬ 
pliance  group  (+19$)  and  lumber,  building,  hardware, 
farm  equipment  group  (+5$) .  The  automotive  group 
remained  virtually  unchanged.  In  the  nondurable- 
goods  stores  category,  all  major  kind-of -business 
groups  reported  year-to-year  increases  with  the  ap¬ 
parel  group  increasing  (+12$),  general  merchandise 
grcnip  (+8$),  eating  and  drinking  places  (+6$),  and 
food  group  (t5$) . 

Unadjusted  cumulative  sales  of  all  retail  stores 
for  the  first  six  months  of  1964  amounted  to  $124.2 
billion,  6  percent  above  the  first  six  months  of  1963. 
On  an  adjusted  basis,  all  major  kind-of -business 
groups  increased.  Major  increases  were  reported  by 
the  furniture  and  appliance  group  (+14$),  general 
merchandise  group  (+8$),  apparel  group  (+7$),  eating 
and  drinking  places  (+6$) and  automotive  group  (+5$). 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $15.1 
billion  in  total  accounts  receivable  balances  owed 


SALES  OF  ALL  RETAIL  STORES  - 
FIRST  SIX  MONTHS-1961  THROUGH  1964 


[Not  adjusted  for  seasonal  variations  or  trading  day  differences] 


by  customers  as  of  June  30,  1964.  Based  on  data  not 
adjusted  for  seasonal  variations  or  price  changes, 
this  total  was  1  percent  below  the  May  1964  level  but 
9  percent  higher  than  the  $13.8  estimated  as  of 
June  30,  1963.  Year-to-year  increases  were  reported 
in  both  the  installment  account  balances  (+12$)  and 
in  the  charge  account  balances  (+7$) . 


Total  receivable  balances  of  durable-goods  stores 
as  of  June  30,  1964,  were  1  percent  above  the  bal¬ 
ances  for  May  1964,  and  3  percent  higher  than  those 
outstanding  at  the  end  of  June  last  year.  Nondurable- 
goods  stores  reflected  a  2  percent  decrease  in  total 
credit  outstanding  from  the  May  31,  1964  level  but  a 
15  percent  increase  from  the  total  reported  for 
June  1963. 


For  sale  by  the  Superintendent  of  Documents,  Government  Printing  Office,  Washington,  D.C.  20402.  Annual  subscription  to  Current  Retail  Trade  Report  s 
(Weekly  Retail  Sales  Report,  Advance  Monthly  Retail  Sales  Report,  Monthly  Retail  Trade  Report,  and  Annual  Retail  Trade  Report  sold  as  a  single 
subscription)  16.00.  Single  copies,  available  from  the  Government  Printing  Office,  10<  each 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATE,  BY  KIND  OF  BUSINESS:  JUNE  1964 


(Millions  of  dollars) 


Kind  of  business 

1964 

1963 

Total 

months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1964 

1963 

Data 

HOT  ADJUSTED  for 

seasonal  variations  or 

trading  day  differences 

United  States,  total . 

19, 154 

18,758 

20,502 

21,186 

22,508 

22,141 

20,737 

20,540 

21,018 

19,  267 

21,528 

21,494 

25,104 

124,249 

117,480 

Durable-goods  stores,  total . 

6,031 

6,122 

6,741 

7,360 

7,693 

7,682 

7,044 

6,976 

6,556 

5,999 

7, 599 

6,985 

7,208 

41,629 

38,775 

Nondurable-goods  stores,  total . 

13,123 

12,636 

13,761 

13,826 

14,815 

14,459 

13,693 

13,564 

14,462 

13,  268 

13,929 

14,509 

17,896 

82,620 

78,705 

Food  group . 

5,018 

4,849 

4,891 

4,  898 

5,248 

5,087 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

29,991 

28,881 

Grocery  stores  . 

4,558 

4,395 

4,406 

4, 414 

4,739 

4,578 

4,483 

4,502 

4,  828 

4, 238 

4,449 

4,  689 

4,679 

27,090 

26,166 

Meat  markets . 

133 

125 

129 

123 

127 

124 

124 

131 

132 

118 

123 

124 

133 

761 

749 

Bakery  products  stores . 

93 

89 

95 

94 

96 

94 

90 

86 

93 

91 

95 

97 

104 

561 

536 

Eating  and  drinking  places . 

1,436 

1,386 

1,485 

1,547 

1,650 

1,693 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

9,197 

8,626 

Eating  places . 

990 

964 

1,045 

1,092 

1,179 

1,221 

1,127 

1,159 

1,202 

1,070 

1,083 

1,028 

1,054 

6,491 

6,013 

Restaurants,  cafeterias,  lunchrooms . 

831 

811 

869 

895 

942 

960 

896 

925 

972 

870 

892 

855 

883 

5,308 

4,936 

Drinking  places . 

446 

422 

440 

455 

471 

472 

465 

487 

496 

456 

473 

458 

479 

2,706 

2,613 

General  merchandise  group . 

1,872 

1,875 

2, 303 

2,  31C 

2,479 

2,479 

2,266 

2,108 

2,444 

2,275 

2,417 

2,728 

4,399 

13,318 

12,301 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,344 

1,320 

1,638 

1,677 

1,800 

1,801 

1,656 

1,512 

1,757 

1,646 

1,734 

1,956 

3,165 

9,580 

8,841 

Department  stores . 

1,  C94 

1,069 

1,336 

1,366 

1,463 

1,470 

1,340 

1,212 

1,408 

1,340 

1,404 

1,590 

2,625 

7,798 

7,103 

Variety  stores . 

289 

313 

389 

361 

399 

398 

357 

341 

390 

354 

378 

414 

793 

2,149 

1,955 

Mail  order  houses  (department  store 

merchandise) . . 

140 

146 

178 

179 

173 

170 

141 

148 

183 

172 

197 

248 

307 

986 

882 

Apparel  group . 

1,026 

927 

1, 283 

1,140 

1,282 

1,237 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

6,895 

6,447 

Men's,  boys'  wear  stores 2 . 

208 

176 

206 

204 

240 

254 

239 

200 

209 

203 

218 

254 

471 

1,288 

1,231 

Men's,  boys'  clothing,  furnishings  stores. 

202 

171 

200 

196 

231 

246 

233 

194 

203 

197 

210 

246 

462 

1,246 

1,192 

Women's  apparel,  accessory  stores3 . 

407 

375 

502 

463 

506 

468 

421 

390 

446 

448 

472 

509 

834 

2,721 

2,494 

Women's  ready-to-wear  stores . 

347 

327 

440 

406 

440 

402 

372 

342 

394 

399 

418 

446 

727 

2,362 

2,195 

Family  clothing  stores . 

187 

178 

247 

262 

252 

242 

224 

196 

238 

231 

247 

282 

472 

1,368 

1,259 

Shoe  stores . 

177 

156 

266 

211 

233 

222 

202 

179 

212 

214 

197 

202 

295 

1,265 

1,188 

Furniture  and  appliance  group . 

905 

920 

973 

1,004 

1,043 

1,112 

933 

965 

992 

980 

1,095 

1,077 

1,333 

5,957 

5,170 

Furniture,  home  furnishings  stores . 

584 

600 

638 

663 

685 

725 

599 

608 

651 

647 

719 

703 

790 

3,895 

3,347 

Furniture  stores . 

421 

425 

443 

478 

497 

535 

443 

455 

496 

476 

517 

509 

591 

2,799 

2,412 

Household  appliance,  TV,  radio  stores . 

321 

320 

335 

341 

358 

387 

334 

357 

341 

333 

376 

374 

543 

2,062 

1,823 

Household  appliance  dealers . . 

228 

229 

241 

244 

263 

287 

252 

271 

256 

247 

273 

270 

393 

1,492 

1,338 

Lumber,  building,  hardware,  farm  equipment 

936 

956 

1,134 

1,344 

1,484 

1,554 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

7,408 

7,133 

Lumber  yards,  building  materials  dealers  ... 

536 

542 

616 

721 

801 

872 

819 

876 

911 

842 

897 

771 

610 

4,088 

4,012 

Lumber  yards . 

355 

366 

403 

473 

525 

570 

555 

600 

632 

582 

608 

515 

396 

2,692 

2,673 

Hardware  stores . 

176 

167 

182 

217 

246 

247 

231 

224 

227 

213 

222 

231 

308 

1,235 

1,222 

Automotive  group . 

3,677 

3,684 

4,058 

4,453 

4,551 

4,355 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

24,778 

23,411 

Passenger  car,  other  automotive  dealers . 

3,488 

3,505 

3,847 

4,215 

4,289 

4,079 

3,865 

3,746 

3,288 

2,779 

4,148 

3,712 

3,377 

23,423 

22,147 

Passenger  car  dealers5 . .. . . 

3,404 

3,412 

3,734 

4,077 

4,141 

3,927 

3,715 

3,608 

3,151 

2,677 

4, 042 

3,613 

3,291 

22,695 

21,357 

Passenger  car  dealers  (franchised) . 

3,116 

3,128 

3,429 

3,768 

3,809 

3,626 

3,404 

3,313 

2,883 

2,402 

3,745 

3,330 

3,054 

20,876 

19,484 

Tire,  battery,  accessory  dealers . 

189 

179 

211 

238 

262 

276 

261 

257 

241 

211 

239 

237 

313 

1,355 

1,264 

Gasoline  service  stations . 

1,566 

1,480 

1,585 

1,617 

1,708 

1,740 

1,659 

1,712 

1,730 

1, 599 

1,649 

1,625 

1,713 

9,696 

9,337 

Drug  and  proprietary  stores . 

671 

656 

680 

665 

713 

709 

664 

660 

680 

647 

667 

666 

906 

4,094 

3,949 

Drug  stores . 

652 

636 

657 

643 

689 

685 

640 

636 

655 

622 

643 

643 

871 

3,962 

3,827 

Liquor  stores . 

433 

427 

434 

446 

485 

472 

450 

474 

489 

437 

466 

510 

724 

2,697 

2,559 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total . 

21,000 

21, 533 

21, 223 

21,392 

21,777 

21,675 

20,486 

20,719 

20, 666 

20,426 

20,716 

20,558 

21,019 

128,600 

122,073 

Durable-goods  stores,  total . 

6,  855 

7, 262 

6,939 

7,010 

7,218 

6,969 

6,630 

6,773 

6,562 

6,606 

6,941 

6,734 

6,  831 

42,253 

39,612 

Nondurable-goods  stores,  total . 

14, 145 

14,271 

14,284 

14, 382 

14, 559 

14,706 

13,856 

13,946 

14,104 

13,820 

13,775 

13,  824 

14,188 

86,347 

82,461 

Food  group . 

5,031 

4,991 

5,112 

5,064 

5,034 

5,175 

4,923 

5,030 

4,996 

4,897 

4,943 

4,973 

4,991 

30,407 

29,348 

Grocery  stores  . 

4,548 

4,513 

4,605 

4,  574 

4,540 

4,670 

4,456 

4,540 

4,527 

4,441 

4,  484 

4,512 

4,523 

27,450 

26,565 

Eating  and  drinking  places . 

1,580 

1,593 

1,584 

1,599 

1,589 

1,605 

1,511 

1,497 

1,519 

1,470 

1,530 

1,506 

1,528 

9,550 

9,016 

General  merchandise  group . 

2,481 

2,592 

2,489 

2,514 

2,589 

2,607 

2,409 

2,415 

2,475 

2,390 

2,  303 

2,355 

2,474 

15,272 

14,097 

Department  stores . 

1,464 

1,538 

1,467 

1,467 

1,543 

1,521 

1,414 

1,403 

1,452 

1,386 

1,321 

1,355 

1,457 

9,000 

8,201 

Variety  stores . 

410 

408 

404 

421 

420 

430 

389 

385 

387 

386 

39C 

381 

397 

2,493 

2,2^3 

Mail  order  houses  (department  store  mdse.).. 

181 

197 

188 

192 

190 

200 

174 

185 

189 

181 

173 

183 

184 

1,148 

1,029 

Apparel  group . 

1,250 

1,291 

1,228 

1,272 

1,295 

1,320 

1,179 

1,214 

1,259 

1,204 

1,150 

1,186 

1,250 

7,656 

7,139 

Men's,  boys'  wear  stores' . 

231 

246 

233 

241 

250 

244 

222 

239 

247 

2  3£ 

21-7 

224 

2  39 

1,445 

1,374 

Women's  apparel,  accessory  stores  . 

497 

505 

477 

504 

502 

525 

471 

475 

480 

465 

451 

463 

482 

3,010 

2,744 

Shoe  stores . . . . . . 

220 

214 

226 

219 

223 

223 

199 

202 

209 

196 

196 

205 

222 

1,325 

1,250 

Furniture  and  appliance  group . 

1,019 

1,073 

1,088 

1,095 

1,080 

1,108 

935 

979 

939 

985 

1,02£ 

986 

1,021 

6,463 

5,649 

Furniture,  home  furnishings  stores . 

671 

707 

711 

701 

699 

725 

611 

613 

611 

646 

666 

64C 

637 

4,214 

3,648 

Household  appliance,  TV,  radio  stores . 

348 

366 

377 

394 

381 

383 

324 

366 

328 

337 

36; 

346 

384 

2,249 

2,001 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,269 

1,  34£ 

1,277 

1,257 

1,370 

1,332 

1,263 

1,262 

1,299 

1,316 

1,  35C 

1,381 

1,289 

7,853 

7,631 

Lumber  yards,  building  materials  dealers4... 

730 

779 

727 

707 

754 

759 

75C 

746 

771 

761 

764 

75  4 

716 

4,456 

4,385 

Hardware  stores . 

219 

22 1 

209 

205 

220 

224 

212 

212 

221 

21/ 

222 

24C 

236 

1,305 

1,301 

Automotive  group . . . 

3,951 

4,i6; 

3,894 

4,026 

4,126 

3,856 

3,843 

3,94C 

3,733 

3,71-7 

3,98C 

3,791 

3,935 

24,015 

22,845 

Passenger  car,  other  automotive  dealers . 

3,711 

3,921 

3,646 

3, 78£ 

3,880 

3,617 

3,607 

3,709 

3,512 

3,495 

3,74£ 

3,556 

3,  685 

22,567 

21,490 

Tire,  battery,  accessory  dealers . 

24C 

237 

24 8 

238 

246 

239 

23£ 

231 

221 

222 

23; 

235 

25C 

1,448 

1,355 

Gasoline  service  stations . 

1,638 

1,641 

1,629 

1,674 

1,670 

1,669 

1,584 

1,602 

1,612 

1,  605 

1,61 

1,63? 

1,681 

9,921 

9,615 

Drug  and  proprietary  stores . 

694 

666 

702 

689 

713 

726 

674 

674 

685 

68f 

68: 

677 

6 94 

4,190 

4,060 

Liquor  stores . 

471 

48; 

491 

486 

495 

503 

47 * 

481 

476 

466 

47  f 

47] 

48: 

2,928 

2,786 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  reacty-to-wear;  other  apparel,  accessory,  specialty  3hops;  and  furriers. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Indues  both  franchised  and  nonfranchised  car  dealers. 

Note:  United  States  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JUNE  1964 


Percentage  changes 

in  sales — 

Percentage  changes  in  sales — 

all 

retail  stores 

all 

retail  stores 

June 

1964 

6  mos. 

June 

1964 

6  mos. 

Kind  of  business 

from — 

1964 

Kind  of  business 

from — 

1964 

from 

frem 

June 

May 

6  mos . 

June 

May 

£  mos. 

1963 

1964 

1963 

1963 

1964 

1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+7 

-2 

+6 

Durable-goods  stores,  total . 

+9 

0 

+7 

Nondurable -goods  stores,  total . 

+6 

-2 

+5 

+3 

-3 

+4 

Grocery  stores . 

+2 

-3 

+4 

Meat  markets . 

0 

-2 

+2 

Fruit  stores,  vegetable  markets* . 

+2 

+4 

+9 

Candy,  nut,  confectionery  stores* . 

+6 

-4 

-3 

Bakery  products  stores . 

+4 

-2 

+5 

Delicatessen  stores* . 

0 

0 

+1 

Eating  and  drinking  places . 

+6 

+3 

+7 

Eating  places . 

+8 

+4 

+8 

Restaurants,  cafeterias,  lunchrooms . 

+7 

+2 

+8 

Drinking  places . 

+2 

0 

+4 

General  merchandise  group . 

+9 

0 

+8 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

+9 

0 

+8 

Department  stores . 

+10 

0 

+10 

Variety  stores . 

+11 

0 

+10 

Mail  order  houses  (department  store 
merchandise) . 

+21 

-2 

+12 

Apparel  group . 

+10 

+7 

Men's,  boys'  clothing,  furnishings  stores . 

+6 

+6 

+  5 

Men's,  boys'  clothing  stores* . 

+3 

+6 

+5 

Men's,  boys'  furnishings  stores* . 

+17 

+9 

+10 

Women's  ready-to-wear  stores . 

+8 

-9 

+8 

Family  clothing  stores . 

+8 

-4 

+9 

Women's  apparel,  accessory,  specialty  stores*.. 

+30 

0 

+18 

Shoe  stores . 

+10 

-5 

+6 

Furniture  and  appliance  group . 

+19 

+7 

+15 

Furniture  stores . 

+21 

+8 

+16 

Floor  coverings  stores* . 

+25 

+9 

+23 

Household  appliance,  TV,  radio  stores . 

+16 

+8 

+13 

Household  appliance  stores . 

+14 

+9 

+12 

TV,  radio  stores* . 

+22 

+5 

+17 

Lumber,  building,  hardware,  farm  equipment 

+10 

+5 

+4 

Lumber,  building  materials  dealers . 

+6 

+9 

+2 

Lumber  yards . 

+3 

+9 

+1 

Paint,  glass,  wallpaper  stores* . 

+5 

+5 

+5 

Heating  and  plumbing  equipment  dealers* . 

+12 

+23 

+3 

Hardware  stores . 

+7 

0 

+1 

Farm  equipment  dealers* . 

+19 

0 

+10 

Automotive  group . 

+6 

-A 

+6 

Passenger  car  dealers . 

+6 

-5 

+6 

Passenger  car  dealers  (franchised) . 

+7 

-5 

+7 

Tire,  battery,  accessory  dealers . 

+6 

+5 

+7 

Gasoline  service  stations . 

+5 

+2 

+4 

Fuel  fuel  oil  dealers* . 

+11 

-6 

-3 

Fuel  dealers,  except  fuel  oil* . 

-1 

-4 

-6 

Fuel  oil  dealers* . 

+24 

-7 

-1 

Drug  and  proprietary  stores . 

+7 

-1 

+4 

Drug  stores . 

+7 

-1 

+4 

Liquor  stores . 

+5 

-3 

+5 

Jewelry  stores* . 

+12 

+4 

+6 

+4 

+51 

-28 

+19 

+6 

+37 

Book  stores* . 

Stationery  stores* . 

+10 

+2 

+2 

Music  stores* . 

+22 

+9 

+16 

Camera,  photographic  supply  stores* . 

+4 

+7 

+2 

Optical  goods  stores* . 

+18 

+11 

+14 

Typewriter  stores* . 

-28 

0 

-10 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+6 

0 

+5 

Durable-goods  stores,  total . 

+5 

-3 

+7 

Nondurable-goods  stores,  total . 

+6 

+1 

+5 

Food  group . 

+5 

+3 

+4 

Grocery  stores . 

+5 

+3 

+3 

Eating  and  drinking  places . 

+6 

+1 

+6 

General  merchandise  group . 

+8 

+1 

+8 

Department  stores . 

+8 

-1 

+10 

Variety  stores . 

Mail  order  houses  (department  store 

+11 

+2 

+10 

merchandise) . 

+15 

+5 

+12 

Apparel  group . 

+12 

+2 

+7 

Men's,  boys'  wear  stores . 

+10 

-2 

+5 

Women's  apparel,  accessory  stores . 

+11 

+5 

+10 

Shoe  stores . 

+12 

0 

+6 

Furniture  and  appliance  group . 

+19 

+3 

+14 

Furniture,  home  furnishings  stores . 

+19 

+4 

+16 

Household  appliance,  TV,  radio  stores . 

+18 

+1 

+  12 

Lumber,  building,  hardware,  farm  equipment 

+5 

-3 

+3 

Lumber,  building  materials  dealers . 

+1 

+1 

+2 

Hardware  stores . 

+6 

+2 

0 

Automotive  group . 

0 

-7 

+5 

Passenger  car  and  other  automotive  dealers.... 

0 

-7 

+5 

Tire,  battery,  accessory  dealers . 

+1 

-3 

+7 

Gasoline  service  stations . 

+5 

0 

+3 

Drug  and  proprietary  stores . 

+8 

+2 

+3 

Liquor  stores . 

+6 

+2 

+5 

*  See  Explanatory  Materials,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shewn  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  .JUNE  1964 

(Ml  11  lone  of  dollars) 


Kind  of  business 

1964 

1963 

Total 

6  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec. 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,478 

4,330 

4,859 

4,858 

5,233 

5,107 

1 

4,767 

4,601 

5,107 

4,611 

4,915 

5,364 

6,943 

28, 865 

26,739 

310 

315 

359 

390 

421 

450 

385 

388 

389 

365 

412 

411 

501 

2, 245 

2,003 

Nondurable-goods  stores,  total . 

4,168 

4,015 

4,500 

4,468 

4, 812 

4,657 

4,382 

4,213 

4,718 

4,246 

4,503 

4,953 

6,442 

26,620 

24, 736 

2, 139 

2, 035 

2,026 

2,028 

2,184 

2,041 

2,006 

1,974 

2, 193 

1,877 

2,018 

2, 192 

2, 142 

12,453 

11,961 

Grocery  stores* . 

2,086 

1,982 

1,970 

1, 975 

2,125 

1,981 

1,950 

1,915 

2,137 

1,825 

1, 965 

2, 140 

2,081 

12,119 

11,629 

Eating  and  drinking  places . . . 

102 

100 

111 

111 

120 

131 

108 

111 

115 

107 

109 

105 

107 

675 

599 

General  merchandise  group . 

1,262 

1,246 

1,564 

1,592 

1,696 

1,698 

1,516 

1,415 

1,641 

1,526 

1,615 

1,843 

2, 995 

9,058 

7,995 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

909 

871 

1, 105 

1,148 

1,232 

1,232 

1,106 

1,011 

1, 176 

1,105 

1,149 

1,307 

2,113 

6,497 

5,698 

Department  stores . 

790 

763 

968 

1,002 

1,074 

1,075 

965 

879 

1,015 

961 

1,000 

1,137 

1,850 

5,672 

4,971 

Variety  stores . 

216 

238 

304 

281 

306 

304 

276 

263 

301 

272 

292 

321 

611 

1,649 

1,482 

247 

228 

365 

304 

350 

335 

307 

263 

310 

309 

311 

348 

567 

1,829 

1,692 

26 

22 

29 

26 

33 

32 

30 

25 

25 

25 

30 

34 

60 

168 

156 

Women's  apparel,  accessory  stores . 

97 

95 

147 

132 

148 

144 

130 

115 

138 

128 

131 

152 

^46 

763 

697 

Women's  ready-to-wear  stores . 

89 

88 

135 

122 

136 

132 

120 

106 

128 

118 

120 

141 

702 

642 

Shoe  stores . 

73 

66 

119 

86 

100 

94 

87 

71 

84 

93 

83 

83 

133 

538 

511 

Furniture  and  appliance  group . 

78 

83 

96 

92 

103 

105 

92 

91 

98 

94 

102 

108 

128 

557 

494 

Tire,  battery,  accessory  dealers . 

75 

72 

82 

96 

106 

115 

103 

102 

94 

83 

93 

94 

132 

546 

500 

Drug  and  proprietary  stores . 

140 

138 

148 

141 

152 

152 

141 

138 

143 

135 

138 

143 

226 

871 

805 

Liquor  stores . 

91 

93 

98 

97 

102 

97 

95 

99 

105 

92 

102 

111 

171 

578 

553 

Data  ADJUSTED 

for  seasonal  variations 

and  trading  day  differences 

United  States,  total . 

5,089 

5,111 

5,126 

5,105 

1 

5,165 

5,240 

1 

4,848 

4,914 

4,983 

4,871 

4,809 

4,922 

5,043 

30, 836 

28, 549 

Grocery  stores . 

2,041 

2,018 

2,055 

2,030 

1,999 

2,066 

1,964 

1, 992 

2,007 

1,970 

1,993 

2,015 

2,017 

12,209 

11,722 

Eating  and  drinking  places . 

111 

110 

112 

112 

115 

127 

104 

105 

107 

105 

107 

105 

106 

687 

616 

General  merchandise  group . 

1,698 

1,743 

1,721 

1, 718 

1,768 

1,759 

1,593 

1,604 

1,646 

1,605 

1,523 

1,600 

1,674 

10,407 

9,201 

1,057 

1,090 

1,075 

1,049 

1,110 

1,087 

990 

995 

1,035 

1,000 

932 

993 

1,050 

6, 46 8 

5,671 

Variety  stores . 

318 

318 

319 

329 

320 

324 

297 

295 

294 

297 

298 

296 

305 

1,928 

1,739 

336 

337 

326 

343 

348 

349 

311 

324 

341 

316 

298 

310 

326 

2,039 

1,868 

31 

33 

29 

31 

34 

32 

28 

33 

33 

31 

29 

27 

29 

190 

173 

Women's  apparel,  accessory  stores? . 

139 

140 

136 

151 

146 

153 

136 

141 

147 

132 

125 

135 

137 

865 

783 

Shoe  stores . 

94 

90 

98 

91 

95 

91 

83 

82 

90 

87 

84 

83 

92 

Tire,  battery,  accessory  dealers . 

99 

98 

96 

96 

99 

100 

93 

92 

88 

89 

91 

92 

99 

588 

540 

Drug  and  proprietary  stores...; . 

152 

148 

157 

147 

157 

156 

144 

145 

150 

147 

146 

144 

147 

917 

849 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  June  1964  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending  June  6  "495  . 
June  13  ■  472  ;  June  20  •  476  •  June  27  -  466  . 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JUNE  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Kind  of  business 

1964 

1963 

Total 

6  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

i 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1964 

1963 

United  States,  total . 

5,328 

5,143 

5,773 

5,819 

6,253 

6,100 

5,685 

5,518 

6,094 

5,546 

5,947 

6,411 

8,239 

34,416 

31,997 

Food  group . 

2,413 

2, 288 

2,273 

2, 272 

2,444 

2,292 

2, 261 

2,262 

2,497 

2,150 

2,294 

2,477 

2,431 

13,982 

13,493 

Grocery  stores . 

2,334 

2,  211 

2,190 

2, 192 

2,359 

2,205 

2, 184 

2,179 

2,417 

2,074 

2,217 

2,401 

2,343 

13,491 

13,035 

Eating  and  drinking  places . 

148 

139 

156 

158 

171 

183 

162 

164 

170 

159 

166 

165 

163 

955 

877 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,372 

1,368 

1,708 

1,734 

1,849 

1,859 

1,669 

1,550 

1,799 

1,672 

1,773 

2,019 

3,275 

9,890 

8,831 

merchandise  stores . 

1,006 

976 

1,232 

1,277 

1,369 

1,379 

1, 237 

1,126 

1,312 

1,231 

1,285 

1,455 

2, 349 

7,239 

6,364 

Department  stores . 

861 

843 

1,065 

1,100 

1,178 

1,188 

1,058 

957 

1, 105 

1,051 

1,095 

1,244 

2,029 

6,235 

5,451 

Drug  and  proprietary  stores . 

165 

162 

172 

163 

180 

182 

169 

167 

176 

165 

168 

172 

266 

1,024 

968 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  JUNE  1964 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Area 

Percentage  change  in 

sales 

Percentage  change  in 

sales 

June  1964 

from — 

6  mos.  1964 
from 

6  mos .  1963 

Area 

June  1964  fron — 

6  mos .  1964 
from 

6  mos .  1963 

June 

1963 

May 

1964 

June 

1963 

May 

1964 

STANDARD  METROPOLITAN  AREA 

New  York-Northeastern  New  Jersey1 . . . 

+9 

+1 

+8 

New  York  City . 

+10 

0 

+8 

Newark,  N.  J . 

+3 

-6 

+3 

+12 

-1 

+9 

+21 

+6 

NA 

+9 

+4 

Asheville,  N.  C . 

NA 

NA 

NA 

+21 

0 

+11 

-8 

+5 

+10 

-7 

+9 

-1 

+3 

Philadelphia,  Pa . 

+5 

-9 

+7 

Phoenix,  Ariz . 

NA 

NA 

NA 

+15 

+10 

+8 

Baton  Rouge,  La . 

+6 

-4 

+4 

+14 

+8 

+8 

+5 

-8 

Rochester,  N.  Y . 

+2 

+1 

+3 

Sacramento,  Calif . 

+18 

+5 

+16 

Buffalo,  N.  Y . 

+13 

+3 

+8 

-4 

+14 

+8 

+10 

+10 

San  Diego,  Calif . 

+14 

+12 

+10 

+15 

-8 

+10 

Springfield,  Mo . 

+13 

-5 

+7 

+7 

+11 

+2 

+7 

Erie,  Pa . 

+6 

+4 

+7 

Toledo,  Ohio . 

+9 

+2 

+7 

NA 

NA 

NA 

+5 

-3 

+10 

Flint,  Mich . 

+8 

+1 

+9 

+9 

-5 

+6 

+2 

+3 

+3 

NA 

NA 

NA 

NA 

NA 

NA 

+8 

-8 

+10 

Grand  Rapids,  Mich . 

+8 

0 

+8 

Washington,  D.  C . 

+13 

-4 

+12 

Wheeling,  W.  Va . 

+6 

-12 

+2 

+18 

-6 

+16 

+7 

-7 

+7 

0 

-2 

+1 

+  5 

+7 

+26 

-4 

+20 

+9 

-1 

+9 

Kansas  City,  Mo . 

+2 

-7 

+6 

Knoxville,  Term . 

+12 

-14 

+8 

CITIES 

+8 

-13 

+8 

f-8 

+13 

+2 

+12 

+5 

+14 

+9 

+11 

+8 

+10 

-2 

+10 

+8 

+15 

-A 

+7 

0 

+8 

+6 

-12 

+6 

+7 

+5 

+12 

+8 

+5 

-1 

+5 

+5 

-13 

+2 

+8 

+8 

-4 

+8 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 
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Table  6.  ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALMENT  ACCOUNTS -UN  I  TED  STATES,  BY  KIND  OF  BUSINESS:  JUNE  1964 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 
change, 
June  1964 
from — 

Jan. 

Feb. 

Mar. 

.  Apr. 

May 

June1 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

June 

1963 

May 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

.United  States,  total . 

14,628 

14,123 

14,335 

14,638 

15,197 

15,089 

13,799 

13,781 

14,016 

13,990 

14,269 

14,361 

15,484 

+9 

-1 

Durable -goods  stores,  total . 

6,259 

6,083 

6,131 

6, 218 

6,491 

6,533 

6, 339 

6,457 

6,559 

6,532 

6,588 

6,456 

6, 626 

+3 

+1 

Nondurable -goods  stores,  total . 

8,369 

8,040 

8,204 

8,420 

8, 706 

8,556 

7,460 

7,324 

7,457 

7,458 

7,  681 

7,905 

8,  858 

+15 

-2 

Food  group . 

352 

346 

344 

336 

335 

339 

341 

349 

364 

335 

353 

348 

354 

-1 

+1 

Grocery  stores . 

288 

283 

290 

282 

286 

289 

292 

298 

305 

300 

293 

289 

293 

-1 

♦1 

Eating  and  drinking  places . 

84 

85 

86 

87 

89 

90 

78 

71 

74 

60 

70 

84 

89 

+15 

+1 

General  merchandise  group . 

4,943 

4, 723 

4,792 

4,912 

5,121 

5,054 

4,325 

4,287 

4, 371 

4,452 

4,  592 

4,762 

5,423 

+17 

-1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,788 

3,587 

3,648 

3,763 

3,897 

3,890 

3,288 

3,274 

3,336 

3,381 

3,521 

3,641 

4,164 

+18 

0 

Department  stores . 

3,385 

3,167 

3,241 

3,343 

3,462 

3,449 

2,914 

2,904 

2,971 

3,000 

3,124 

3,240 

3,730 

+18 

0 

Mail  order  houses  (department  store  mdse.)... 

972 

960 

977 

983 

1,039 

984 

868 

846 

868 

899 

918 

952 

1,062 

+13 

-5 

Apparel  group . 

1,062 

962 

986 

986 

1,006 

1,003 

879 

837 

855 

898 

941 

953 

1,186 

+14 

0 

Women's  ready-to-wear  stores . 

454 

424 

459 

465 

457 

448 

400 

371 

379 

406 

422 

421 

512 

+12 

-2 

Furniture  and  appliance  group . 

2,199 

2,143 

2,101 

2,055 

2,104 

2,139 

2,031 

2,005 

2,026 

2,035 

2,042 

2,061 

2,278 

+5 

+2 

Furniture,  home  furnishings  stores . 

1,675 

1,620 

1,577 

1,556 

1,587 

1,609 

1,543 

1,528 

1,555 

1,573 

1,565 

1,551 

1,716 

44 

+1 

Furniture  stores . 

1,511 

1,457 

1,411 

1,405 

1,442 

1,451 

1,426 

1,401 

1,433 

1,426 

1,419 

1,394 

1,532 

+2 

♦1 

Household  appliance,  TV,  radio  stores . 

523 

523 

524 

499 

517 

530 

488 

477 

471 

462 

477 

510 

562 

+9 

+3 

Household  appliance  dealers . 

461 

459 

461 

437 

457 

463 

434 

429 

413 

403 

413 

446 

490 

+7 

+1 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,662 

1,631 

1,682 

1,810 

1,960 

1,936 

1,925 

2,050 

2,117 

2,076 

2,097 

1,932 

1,778 

+1 

-1 

Lumber  yards,  building  materials  dealers2.... 

1,216 

1,185 

1,201 

1,309 

1,384 

1,344 

1,345 

1,445 

1,510 

1,498 

1,520 

1,441 

1,300 

0 

-3 

Lumber  yards . 

883 

873 

857 

945 

1,003 

959 

1,014 

1,098 

1,134 

1,104 

1,114 

1,046 

948 

-5 

Automotive  group . 

1,481 

1,442 

1,460 

1,488 

1,553 

1,581 

1,456 

1,510 

1,462 

1,457 

1,514 

1,538 

1,560 

+9 

+2 

Passenger  car  dealers3 . 

992 

955 

954 

997 

1,002 

994 

943 

1,011 

944 

974 

1,020 

1,028 

1,048 

+5 

-1 

Passenger  car  dealers  (franchised) . 

914 

881 

887 

909 

920 

916 

869 

910 

878 

880 

952 

957 

980 

+5 

0 

Tire,  battery,  accessory  dealers . 

462 

460 

472 

465 

521 

554 

479 

500 

485 

483 

461 

482 

479 

+16 

+6 

Gasoline  service  stations . 

451 

439 

461 

457 

465 

473 

471 

448 

456 

452 

467 

469 

442 

0 

+2 

Other  retail  stores . 

2,394 

2,352 

2,423 

2,507 

2,564 

2,474 

2,293 

2, 224 

2,291 

2,205 

2,193 

2,214 

2,374 

+8 

CHARGE  ACCOUNTS 

United  States,  total . 

7,409 

7,126 

7,221 

7,431 

7,718 

7,614 

7,147 

7,157 

7,264 

7,178 

7,381 

7,381 

7, 826 

+7 

-1 

Durable-goods  stores,  total . 

3,337 

3, 224 

3,  268 

3,399 

3,582 

3,605 

3,478 

3,594 

3,669 

3,654 

3,774 

3,658 

3,622 

+4 

4l 

Nondurable-goods  stores,  total . 

4,072 

3,902 

3,953 

4, 032 

4,136 

4,009 

3,669 

3,563 

3,  595 

3,524 

3,607 

3,723 

4,204 

+9 

-3 

Food  group . 

341 

334 

333 

326 

322 

325 

329 

339 

349 

337 

340 

336 

342 

-1 

-1 

General  merchandise  group . 

1,039 

958 

916 

905 

959 

918 

885 

846 

839 

855 

857 

910 

1,160 

44 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

950 

871 

835 

823 

868 

820 

781 

745 

740 

750 

768 

819 

1,065 

+5 

-6 

Department  stores . 

844 

765 

721 

705 

751 

702 

684 

652 

647 

656 

661 

710 

950 

+3 

-7 

Apparel  group . 

74 8 

666 

689 

694 

708 

707 

617 

598 

609 

648 

681 

697 

873 

+5 

0 

Furniture  and  appliance  group . 

667 

648 

639 

634 

655 

674 

631 

612 

630 

626 

652 

677 

760 

+7 

+3 

Furniture,  home  furnishing  stores . 

486 

466 

461 

478 

496 

509 

475 

464 

480 

484 

490 

498 

562 

+7 

♦3 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,496 

1,452 

1,490 

1,625 

1,760 

1,743 

1,730 

1,845 

1,912 

1,876 

1,914 

1,761 

1,606 

+1 

-1 

Lumber  yards,  building  materials  dealers2.... 

1,166 

1,136 

1,146 

1,252 

1,328 

1,292 

1,286 

1,385 

1,448 

1,437 

1,460 

1,386 

1,246 

0 

-3 

Lumber  yards . 

848 

840 

822 

910 

970 

929 

968 

1,051 

1,089 

1,061 

1,073 

1,009 

911 

-4 

-4 

Automotive  group . 

882 

858 

849 

855 

899 

915 

813 

844 

809 

818 

885 

884 

902 

+13 

+2 

Passenger  car  dealers  (franchised) . 

641 

620 

607 

624 

632 

633 

572 

594 

572 

577 

632 

638 

662 

+11 

0 

Gasoline  service  stations  . 

439 

430 

447 

444 

452 

459 

461 

438 

447 

441 

455 

455 

429 

0 

+2 

INSTALMENT  ACCOUNTS 

United  States,  total . 

7,219 

6,997 

7,114 

7, 207 

7,479 

7,475 

6, 652 

6,  624 

6, 752 

6, 812 

6,888 

6,980 

7,658 

+12 

0 

2,  859 

2,  863 

2,819 

2,909 

2,928 

Nondurable -goods  stores,  total . 

4, 297 

4,138 

4,  251 

4,388 

4^570 

4,547 

3,791 

3,761 

3,862 

3,934 

4,074 

4,182 

4,  654 

+20 

-1 

General  merchandise  group . 

3,904 

3, 765 

3,876 

4,007 

4,162 

4,136 

3,440 

3,441 

3,532 

3,597 

3,735 

3,852 

4,263 

420 

-1 

Department  stores  and  dry  goods,  general 

3,029 

3,070 

Department  stores . 

2,541 

2,402 

2,520 

2,638 

2,711 

2^747 

2,230 

2,252 

2,  324 

2,344 

2,463 

2,530 

2,780 

♦23 

+1 

Apparel  group . 

314 

296 

297 

292 

298 

296 

262 

239 

246 

250 

260 

256 

313 

+13 

-1 

Furniture  and  appliance  group . 

1,532 

1,495 

1,462 

1,421 

1,449 

1,465 

1,400 

1,393 

1,396 

1,409 

1,390 

1,384 

1,518 

♦5 

♦  1 

Furniture,  home  furnishings  stores . 

1,189 

1,154 

1,116 

1,078 

1,091 

1,100 

1,068 

1,064 

1,075 

1,089 

1,075 

1,053 

1,154 

♦3 

♦1 

Household  appliance,  TV,  radio  stores . 

343 

341 

346 

343 

358 

365 

332 

329 

321 

320 

315 

331 

364 

♦10 

♦2 

Lumber,  building,  hardware,  farm  equip,  group.. 

166 

179 

192 

185 

200 

193 

195 

205 

205 

200 

183 

171 

172 

-1 

-4 

Automotive  group . 

599 

584 

611 

633 

654 

666 

643 

666 

653 

639 

629 

654 

658 

44 

♦2 

Tire,  battery,  accessory  dealers . 

267 

265 

271 

278 

300 

321 

289 

299 

296 

290 

255 

276 

282 

4ll 

♦7 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

3  Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  In  these  totals  but  do  contribute  to  the  variations  in  the  month- to- month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  Include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 
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Table  7.  ESTIMATED  END-0 F-MD NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  JUNE  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 

change, 

June  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

June 

1963 

May 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,207 

5,012 

5,078 

5,177 

5,377 

5,394 

4,606 

4,605 

4,789 

4,846 

4,923 

5,072 

5,591 

+17 

0 

Durable-goods  stores,  total . 

1, 180 

1,153 

1,152 

1,159 

1,200 

1,214 

1, 150 

1,161 

1,  218 

1,  211 

1, 172 

1, 186 

1,  222 

+6 

+1 

Nondurable-goods  stores,  total . 

4,027 

3,859 

3,926 

4,018 

4,177 

4,180 

3,456 

3,444 

3,571 

3,635 

3, 751 

3,886 

4,369 

+21 

0 

General  merchandise  group . 

3,587 

3,433 

3,495 

3,595 

3,749 

3,742 

3,058 

3,065 

3, 187 

3,  255 

3,365 

3,488 

3,904 

+22 

0 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,818 

2,680 

2,733 

2,829 

2,910 

2,929 

2,401 

2,405 

2,508 

2,552 

2,654 

2,744 

3,095 

+22 

+1 

Department  stores . 

2,524 

2,369 

2,449 

2,533 

2,606 

2,620 

2,149 

2,153 

2,  256 

2,280 

2, 375 

2,455 

2, 779 

+22 

+1 

Apparel  group . 

264 

247 

250 

253 

248 

259 

227 

215 

215 

223 

229 

235 

294 

+14 

+4 

Furniture  and  appliance  group . 

365 

368 

374 

358 

361 

358 

332 

332 

329 

334 

339 

349 

375 

+8 

-1 

Tire,  battery,  accessory  dealers . 

270 

268 

273 

283 

302 

313 

299 

307 

306 

301 

266 

282 

288 

+5 

+4 

CHARGE  ACCOUNTS 

United  States,  total . 

1,055 

983 

956 

940 

995 

999 

928 

906 

955 

957 

954 

975 

1,116 

+8 

0 

Durable-goods  stores,  total . 

309 

290 

290 

305 

313 

325 

315 

321 

369 

363 

357 

350 

331 

+3 

+4 

Nondurable-goods  stores,  total . 

746 

693 

666 

635 

682 

674 

613 

585 

586 

594 

597 

625 

785 

+10 

-1 

General  merchandise  group . 

457 

411 

381 

360 

401 

388 

352 

330 

338 

350 

346 

368 

489 

+10 

-3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

413 

371 

342 

321 

355 

336 

310 

289 

295 

306 

306 

329 

449 

+8 

-5 

Department  stores . 

383 

344 

313 

293 

326 

307 

284 

266 

274 

283 

284 

302 

418 

+8 

-6 

Apparel  group . 

125 

116 

118 

118 

119 

126 

106 

107 

99 

105 

108 

107 

138 

+19 

+6 

Furniture  and  appliance  group . 

41 

44 

44 

42 

39 

42 

39 

37 

37 

37 

39 

40 

43 

+8 

+8 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,152 

4,029 

4, 122 

4,237 

4,382 

4,395 

3,678 

3,699 

3,834 

3,889 

3,969 

4,097 

4,475 

+19 

0 

Durable-goods  stores,  total . 

871 

863 

862 

854 

887 

889 

835 

840 

849 

848 

815 

836 

891 

+6 

0 

Nondurable-goods  stores,  total . 

3,281 

3, 166 

3,  260 

3, 383 

3,495 

3,  506 

2,843 

2, 859 

2,985 

3,041 

3, 154 

3,261 

3,584 

+23 

0 

General  merchandise  group . 

3, 130 

3,022 

3, 114 

3,  235 

3,348 

3,354 

2,706 

2,735 

2,849 

2, 905 

3,019 

3, 120 

3,415 

+24 

0 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,405 

2, 309 

2, 391 

2,508 

2,555 

2,593 

2, 091 

2,116 

2,  213 

2,246 

2,348 

2,415 

2,646 

+24 

+1 

Department  stores . 

2, 141 

2,025 

2,134 

2,240 

2,280 

2,313 

1,865 

1,887 

1,982 

1,997 

2,091 

2,153 

2,361 

+24 

+1 

Apparel  group . 

139 

131 

132 

135 

129 

133 

121 

108 

116 

118 

121 

128 

156 

+10 

+3 

Furniture  and  appliance  group . 

324 

324 

330 

316 

322 

316 

293 

295 

292 

297 

300 

309 

332 

+8 

-2 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-JUNE  1964  AND  JUNE  1963 


GENERAL 

MERCHANDISE 

GROUP 

DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDINC- 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE 


APPAREL 


1964 

1963 

1964 

1963 

1964 

1963 

1964 

1963 

1964 

1963 

1964 

1963 

1964 
1963 


(Billions  of  dollars) 

0  0.6  1.2  1.8  2.4  3.0  3.6  4.2  4.8  5.4  6.0 


Based  on  data  shown  in  tablo  6. 


0  0.6  1.2  1.8  2.4  3.0  3.6  4.2  4.8  5.4  6.0 


NOTE:  1964  data  are  based  on  preliminary  estimates  while  1963  doto  ore  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  ST  ORES --UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month - to-month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1. 7-1.9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6.7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6. 5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0. 5-0.9 

0.7 

Eating  places . . . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1.9-2. 1 

2.0 

(ZJ-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

CZ) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5.0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boyB'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3.7 

3.2 

0.8-1. 2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0. 9-2.0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3.7 

3.6 

3. 1-3. 4 

3.3 

1.4-2. 1 

1.6 

Lumber  yards,  building  materials  dealers . 

3. 9-4.3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4.4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0. 8-1.2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0. 8-1.2 

0.9 

Tire,  battery,  accessory  dealers . . . 

5. 0-6.6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0. 5-0.9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3.2 

2.8 

2. 4-2.8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2. 9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3.4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shewn  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCR  TWO  CONSECUTIVE  MOffTHS 1  — UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

2.8 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

2. 6-3. 6 

3.2 

3. 0-5.9 

3.6 

3. 1-5. 9 

4.1 

2.2-10.3 

5.1 

Stationery  stores . . . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

6.1 

6.0 

2. 3-8. 6 

4.8 

2. 2-4. 2 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

HA  Not  available. 

1  The  ranges  of  sampling  errors  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  15. 

Note:  'Die  ranges  of  sampling  error  shewn  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  vjie  unadjusted  data  for  January  through  June  1960. 
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Table  1U.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change)  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable -goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6.8-7 .2 

7.2 

4. 8-7. 3 

6.8 

1.2-5. 4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4.0-4 .3 

4.1 

3. 9-4. 3 

4.0 

0. 6-1.3 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4.2-4 .4 

4.3 

4. 0-4. 4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . . . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4 .4-5.4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2.3-2. 6 

2.4 

2. 2-2 .4 

2.4 

0. 7-1.1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3. 1-4.4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3.0-4. 7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4.3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4. 7-5 .4 

4.9 

4.3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3 .4 

2.7 

0. 7-1.7 

0.8 

Nondurable -goods  stores,  total . 

1. 6-2.1 

1.6 

1.4-2. 1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

Furniture  and  appliance  group . 

3. 9-4 .4 

4.1 

3. 9-5 .4 

3.9 

0.7-3. 1 

1.1 

Furniture,  home  furnishings  stores . 

4. 7-5. 4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9.3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . 

Tire,  battery,  accessory  dealers . 

3. 7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

sampling  errors  shewn  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  14.)  This  month-to-month  ratio  is  subject  to  less  sang) ling  error  than  tha  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  gnd  December  1959  and 
January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MDRE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to -month 
percentage 
change1 

Rarys 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

Jnited  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-O.l 

0.1 

Durable-goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1 .3 

1.1 

0.2-0. 5 

0.3 

Nondurable-goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0. 2-0.3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2. 2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Ftimiture  and  appliance  group . 

0.8-1. 3 

1.0 

0.9-1 .4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1 .3 

1.3 

1.0-1 .2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2. 6-2 .7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1 .3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(Z)-l  .4 

(z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(z) 

Apparel  group . 

3.7-4 .4 

4.0 

3.7-3 .8 

3.8 

0.3-0. 7 

0.7 

Fiimiture  and  appliance  group . 

3. 1-3. 7 

3.2 

2 .9-4  .3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0. 3-0.4 

0.3 

(Zj-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

Department  stores . 

0.2-0.3 

0.2 

0. 2-0.3 

0.2 

(Z)-0.1 

(Z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2 .2 

1.8 

(Z)-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.8-1 .3 

1.0 

(X) 

(Z) 

Z  Sarqpling  variability  is  less  than  0.1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors . 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected .  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes).  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade . 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firmm^r  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies,  Central  Charge  Service, Diners'  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables — receivables  out¬ 
standing  on  accounts  which  were  scheduled  to  be  paid 
in  two  or  more  payments,  regardless  of  the  name  of 
the  plan,  suchas  "budget,"  "revolving  credit,"  "cou¬ 
pon"  plan,  etc . 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows : 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States . 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas .  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection) ,  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample : 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with'  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census cf Business . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  salesaf  $5  millionar  more.  All  "National 
List  Stores "  report  monthly  by  mail . 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail . 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores "  report  monthly  by  mail . 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small " 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 


13 


II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows : 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960 . 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 
Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently ofthe  Census  Bureau 
for  department  stores,  mail  order  houses, furniture 
and  home  furnishings  stores ^rd  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics, April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies .  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  or  products. 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services . 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize, ' and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing .  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable -Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware, farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  stations, 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  Ihe  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of 20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equi valent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio"  is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the  same  statistic  from  month  to  month,  therefore, 
may  be  -due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be-  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  try  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of- business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .9  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census .  A  descrip¬ 
tion  of  the  sanple  as  constituted  in  October  1955, 
estimating  procedure  used, and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report . " 
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II .  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of-business  groups,  revisions  have  been  greater, 
ranging cn  the  average  from  .4  percent  forlhe  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
( see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  5 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  5  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores .  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors.  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version,  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters  ,  the  "Measurement  of  Calendar  Variation, "  pp . 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind -of -business  group  and  total  levels 
were  derived  ty  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 


Table  12.  COMBINED  SEASONAL,  TRADING  DAY  AND  HOLIDAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JANUARY  1963— DECEMBER  1964 
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Table  13.  AVERAGE  MONTH- TO-MONTH  PERCENT  CHANCES  AMD  RELATED  SUWARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

1/c 

MCD 

Average  duration  of 

run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.50 

7.36 

35.5 

.80 

.65 

.43 

1.51 

2 

2.34 

1.77 

10.92 

3.51 

Durable-goods  stores,  total . 

7.51 

7.33 

28.5 

1.80 

1.54 

.88 

1.75 

2 

2.18 

1.58 

9.75 

3.02 

Nondurable-goods  stores,  total . 

8.00 

7.86 

41 .4 

.67 

.51 

.37 

1.38 

2 

1.96 

1.63 

58.50 

3.42 

Food  group . 

5.85 

5.83 

15.6 

.71 

.55 

.35 

1.57 

2 

1.93 

1.50 

58.50 

4.06 

Grocery  stores... . 

6.08 

6.08 

15.7 

.71 

.55 

.39 

1.41 

2 

2.05 

1.38 

39.00 

4.06 

Eating  and  drinking  places . 

5.15 

3.61 

20.2 

.84 

.75 

.33 

2.27 

3 

2.05 

1.60 

10.92 

4.96 

General  merchandise  group . 

16.92 

16.65 

104.0 

1.37 

1.20 

.42 

2.86 

3 

1.90 

1.72 

14.63 

3.15 

Department  stores . 

17.91 

16.01 

107.7 

1.71 

1.58 

.46 

3.43 

4 

1.70 

1.51 

11.91 

3.37 

Variety  stores . 

20.41 

18.77 

132.2 

1.55 

1.48 

.48 

3.08 

3 

1.70 

1.58 

16.38 

3.91 

Mail  order  houses  (department  store  merchandise). 

16.86 

14.65 

89.9 

2.20 

2.10 

.66 

3.18 

4 

1.82 

1.70 

11.91 

6.40 

Apparel  group . 

20.06 

19.67 

105.4 

1.73 

1.56 

.43 

3.63 

4 

1.82 

1.46 

10.64 

3.12 

Men's,  boys'  wear  stores . 

22.62 

20.42 

125.4 

2.58 

2.35 

.78 

3.01 

4 

1.93 

1.52 

7.71 

3.28 

Women's  apparel,  accessory  stores . 

19.55 

16.55 

96.9 

1.81 

1.72 

.52 

3.31 

4 

1.90 

1.54 

11.91 

4.13 

Shoe  stores . 

20.50 

17.31 

58.5 

2.36 

2.29 

.63 

3.63 

4 

1.82 

1.72 

10.08 

3.28 

Furniture  and  appliance  group . 

8.73 

8.55 

48.5 

1.39 

1.12 

.51 

2.20 

3 

1.70 

1.43 

19.50 

4.16 

Furniture,  home  furnishings  stores . 

8.66 

7.71 

39.5 

1.42 

1.23 

.58 

2.12 

3 

2.15 

1.47 

14.56 

4.61 

Household  appliance,  TV,  radio  stores . 

9.98 

8.67 

53.8 

2.28 

2.07 

.71 

2.92 

4 

1.90 

1.70 

9.36 

3.20 

Lumber,  building,  hardware,  farm  equipment  group... 

8.84 

8.91 

44.7 

1.92 

1.79 

.55 

3.25 

4 

2.02 

1.65 

6.50 

3.66 

Lumber  yards,  building  materials  dealers . 

9.54 

8.43 

46.0 

1.89 

1.66 

.71 

2.34 

3 

1.87 

1.56 

8.73 

4.78 

Hardware  stores . 

12.07 

10.53 

53.8 

1.73 

1.64 

.53 

3.09 

4 

2.05 

1.87 

9.36 

4.92 

Automotive  group . 

7.80 

7.13 

34.8 

3.06 

2/70 

1.31 

2.06 

3 

2.11 

1.54 

8.36 

3.31 

Passenger  car,  other  automotive  dealers . 

7.94 

7.11 

36.1 

3.22 

2.86 

1.37 

2.09 

3 

2.11 

1.54 

9.75 

3.31 

Tire,  battery,  accessory  dealers . 

12.34 

10.26 

49.7 

2.39 

2,14 

-.92 

2.33 

3 

1.98 

1.60 

9.36 

4.30 

Gasoline  service  stations . 

4.24 

2.62 

12.3 

.81 

.60 

.51 

1.18 

2 

2.22 

1.66 

43.67 

4.48 

Drug  and  proprietary  stores . 

6.88 

6.06 

34.5 

.98 

.84 

.46 

1.83 

2 

2.38 

1.66 

16.38 

4.19 

Liquor  stores . 

11.66 

9.11 

61.5 

1.21 

1.04 

.57 

1.82 

2 

2.02 

1.47 

14.56 

4.19 

GROUP  II  STORES 

United  States,  total . 

11.98 

10.79 

57.0 

1.15 

1.04 

.53 

1.96 

3 

1.95 

1.57 

14.11 

6.58 

Grocery  stores . 

7.94 

2.29 

10.5 

1.02 

.89 

.53 

1.68 

2 

1.82 

1.42 

65.50 

3.94 

Eating  and  drinking  places . 

4.37 

2.73 

14.6 

1.39 

1.27 

.62 

2.05 

3 

2.73 

2.34 

14.56 

6.14 

General  merchandise  group . 

17.57 

17.43 

111.4 

2.36 

2.29 

.77 

2.97 

3 

1.76 

1.53 

11.30 

3.41 

Department  stores . 

17.11 

15.38 

103.7 

3.42 

3.35 

1.12 

2.99 

3 

3.42 

1.44 

8.19 

3.31 

Variety  stores . 

21.23 

19.78 

135.3 

1.57 

1.53 

.42 

3.64 

4 

1.98 

1.68 

13.10 

5.33 

Apparel  group . 

23.31 

22.62 

108.7 

2.48 

2.36 

.72 

3.28 

4 

1.79 

1.57 

14.13 

4.20 

Men's,  boys'  wear  stores . 

27.69 

24.05 

134.1 

5.01 

5.10 

1.33 

3.83 

4 

2.22 

1.96 

8.73 

5.57 

Women's  apparel,  accessory  stores . 

22.25 

18.91 

111.5 

2.74 

2.57 

.81 

3.17 

4 

1.93 

1.72 

10.08 

5.57 

Shoe  stores . 

24.17 

20.69 

70.6 

3.36 

3.32 

.56 

5.93 

6 

1.70 

1.51 

10.92 

4.85 

Tire,  battery,  accessory  dealers . 

14.10 

12.29 

60.6 

2.86 

2.68 

.78 

3.44 

4 

1.93 

1.64 

9.36 

4.57 

Drug  and  proprietary  stores . 

10.50 

9.36 

61.5 

1.65 

1.55 

.59 

2.63 

3 

2.18 

1.87 

21.83 

11.73 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

!7C  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1 -month  spars  (Jan. -Feb.,  Feb. -Mar., 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  Is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95^  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.65  for  household  appliances.  This  indicate:} 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  columns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 


PENALTY  FOR  PRIVATE  USE  TO  AVOID 
PAYMENT  OF  POSTAGE,  *300 
(GPO) 


United  States 

Government  printing  Office 

DIVISION  OF  PUBLIC  DOCUMENTS 
Washington,  d.c.  20402 

OFFICIAL  BUSINESS 


FIRST  CLASS  MAIL 


p 


Current  Retail  Trade  Reports 


RETAIL  TRADE 


AREA  SALES  SUP 


U.8.  DEPARTMENT  OF  COMMERCE.  Luther  H.  Hodge.,  Secret^ 
BUREAU  OF  THE  CENSUS.  RicWd  M.  Saunmon,  Director 


For  release 
August  18.  1964 


B  R-  64-  6-  Supp 


WEST  north  central" 


east  north  central 


sou™ 

ATLANTIC 


'east  south, 
CENTRAL  \ 


WEST  SOUTH  CENTRAL 


NT" 


(Bated  on  data  NOT  ADJUSTED  (or  .aosonal  variations  and  trading  doy  difference.) 


PERCENTAGE  CHANGE  IN  SALES  OF  RETAIL  STORES,  JANUARY-JUNE  1964  COMBINED 
COMPARED  WITH  THE  SAME  MONTHS  A  YEAR  AGO 
UNITED  STATES,  BY  GEOGRAPHIC  DIVISION 


baSe"°n  a  probability  sample  and  there  forTth^aSling  variabiltty  5^£se 
able.  These  estimates  are  less  reliable  for  the  ®D:u-lty  01  these  estimates  is  measur- 

metropolitan  statistical  areas,  arri  for  durable  kinds-of  '  sych  SS  States  ajld  3tandard 

ssr* 

ansa -e:rr»uvrms:tos“ 

ssw  -  - 

for  publication.  (See  footnote  to  TnMe  i  orri  +>,  ht  tained  on  request  for  internal  use  but  not 

Tabulations-  on  pagf?.)  6  1  “*  the  discussion  oP  Unpublished  Data-  and  of  -Special 


Washington,  D.C.  20402.  Annual  ft^filption  ro  Current Re, a,  I  Trade  Resort 

.Witflf  Retail  Trade  "Repot 


(Weeklv  R««.;r^u.  ill  -  rnnun®umce*Wa™n«wn,D.C.  20402.  Annual 

sttocrin^VJi^n  ^  '  Advance  Retail  Sales  Report,  Monthly  Retail  Trade  Report,  and  AWnra 

subscription)  16.00.  Single  copies,  available  only  from  the  Bureau  of  the  Census  10<  each  ? 


Report  sold  as  a  single 


UNIVERSITY  OF  IUIN 


j!  \ 


2 


Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  JUNE  1963  TO  JUNE  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1964 

1963 

Percentage  change 

Jan. -June 
1964 
from — 
Jan. -June 
1963 

June 

fro 

1964 

T1 — 

Region  and  kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

June  I 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

June 

1963 

May 

1964 

UNITED  STATES,  TOTAL . 

19,154 

18,758 

20,502 

21,186 

22,508 

22,141 

20,737 

20,540 

21,018 

19,267 

21,528 

21,494 

25, 104 

+6 

+7 

-2 

Durable-goods  stores,  total . 

6,031 

6,122 

6,741 

7,360 

7,693 

7,682 

7,044 

6,976 

6,556 

5,999 

7,599 

6,985 

7,208 

+7 

+9 

0 

Nondurable-goods  stores,  total.. 

13,123 

12,636 

13,761 

13,826 

14,815 

14,459 

13,693 

13,564 

14,462 

13,268 

13,929 

14,509 

17,896 

+5 

+6 

-2 

Food  group . 

5,018 

4,849 

4,891 

4,898 

5,248 

5,087 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

+4 

+3 

-3 

Grocery  stores . 

4,558 

4,395 

4,406 

4,414 

4,739 

4,578 

4,483 

4,502 

4,828 

4,238 

4,449 

4,689 

4,679 

+4 

+2 

-3 

Eating  and  drinking  places . 

1,436 

1,386 

1,485 

1,547 

1,650 

1,693 

1,592 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

+7 

+6 

+3 

OAF2,  total . 

3,803 

3,722 

4,559 

4,454 

4,804 

4,828 

4,326 

4,083 

4,603 

4,416 

4,703 

5,113 

7,904 

+9 

+12 

0 

General  merchandise  group . 

1,872 

1,875 

2,303 

2,310 

2,479 

2,479 

2,266 

2,108 

2,444 

2,275 

2,417 

2,728 

4,399 

+8 

+9 

0 

Department  stores . 

1,094 

1,069 

1,336 

1,366 

1,463 

1,470 

1,340 

1,212 

1,408 

1,340 

1,408 

1,590 

2,625 

+10 

+10 

0 

Apparel  group . 

1,026 

927 

1,283 

1,140 

1,282 

1,237 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

+7 

+10 

905 

920 

973 

1,004 

1,043 

1,112 

933 

965 

992 

980 

1,095 

1,077 

1,333 

+15 

+19 

+7 

Lumber,  bldg . ,  hdwe . ,  farm  equip .  grp . . 

936 

956 

1,134 

1,344 

1,484 

1,554 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

+4 

+10 

+5 

Automotive  group . 

3,677 

3,684 

4,058 

4,453 

4,551 

4,355 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

+6 

+6 

-4 

Gasoline  service  stations . 

1,566 

1,480 

1,585 

1,617 

1,708 

1,740 

1,659 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

+4 

+5 

+2 

Drug  and  proprietary  stores . 

671 

656 

680 

665 

713 

709 

664 

660 

680 

647 

667 

666 

906 

+4 

+7 

-1 

THE  NORTHEASTERN  STATES,  TOTAL . 

4,933 

4,766 

5,283 

5,370 

5,734 

5,662 

5,287 

5,213 

5,262 

4,837 

5,390 

5,492 

6,595 

+5 

+7 

-1 

Durable-goods  stores,  total . 

1,356 

1,348 

1,553 

1,714 

1,817 

1,773 

1,632 

1,598 

1,458 

1,257 

1,679 

1,595 

1,685 

+6 

+9 

-2 

Nondurable-goods  stores,  total.. 

3,577 

3,418 

3,730 

3,656 

3,917 

3,889 

3,655 

3,615 

3,804 

3,580 

3,711 

3,897 

4,910 

+5 

+6 

-1 

Food  group . 

1,435 

1,373 

1,385 

1,381 

1,484 

1,448 

1,381 

1,434 

1,482 

1,318 

1,367 

1,426 

1,459 

+5 

+5 

-2 

Grocery  stores . 

1,208 

1,152 

1,152 

1,159 

1,249 

1,211 

1,153 

1,167 

1,243 

1,094 

1, 142 

1,196 

1,205 

+5 

+5 

-3 

Eating  and  drinking  places . 

423 

409 

447 

466 

508 

534 

493 

507 

524 

472 

485 

454 

467 

+6 

+8 

+5 

OAF1,  total . 

1,036 

997 

1,246 

1,181 

1,314 

1,324 

1,213 

1,099 

1,217 

1,210 

1,280 

1,413 

2,208 

+7 

+9 

+1 

General  merchandise  group . 

447 

435 

537 

529 

585 

593 

562 

503 

567 

559 

588 

674 

1,106 

+6 

+6 

+1 

Department  stores . 

280 

263 

333 

330 

368 

378 

350 

295 

339 

347 

358 

409 

697 

+7 

+8 

+3 

Apparel  group . 

340 

306 

439 

376 

435 

432 

390 

320 

362 

388 

388 

425 

700 

+7 

+  11 

-1 

_  C 

+6 

Gasoline  service  stations . 

284 

276 

301 

307 

325 

333 

305 

325 

322 

298 

303 

300 

308 

+5 

+9 

+2 

Drug  and  proprietary  stores . 

153 

146 

151 

146 

152 

156 

152 

154 

159 

152 

154 

154 

203 

+1 

+3 

+3 

THE  NORTH  CENTRAL  STATES,  TOTAL . 

5,516 

5,397 

5,872 

6,254 

6,674 

6,481 

6,216 

6,110 

6,237 

5,819 

6,616 

6,510 

7,347 

+5 

+4 

-3 

Durable-goods  stores,  total . 

1,713 

1,737 

1,918 

2,198 

2,242 

2,239 

2,150 

2,132 

1,996 

1,899 

2,437 

2,172 

2,121 

+6 

+4 

0 

Nondurable -goods  stores,  total.. 

3,803 

3,660 

3,954 

4,056 

4,432 

4,242 

4,066 

3,978 

4,241 

3,920 

4,179 

4,338 

5,226 

+5 

44 

-4 

Food  group . 

1,390 

1,360 

1,356 

1,359 

1,472 

1,424 

1,401 

1,368 

1,456 

1,303 

1,379 

1,449 

1,446 

+4 

+2 

-3 

Grocery  stores . 

1,276 

1,253 

1,246 

1,248 

1,349 

1,300 

1,281 

1,256 

1,335 

1,193 

1,261 

1,329 

1,319 

+4 

+1 

-A 

Eating  and  drinking  places . . 

436 

410 

440 

458 

493 

501 

480 

491 

507 

463 

475 

450 

452 

+7 

+4 

+2 

OAF2,  total . 

1,091 

1,064 

1,300 

1,310 

1,386 

1,382 

1,263 

1,191 

1,357 

1,324 

1,402 

1,548 

2,309 

+10 

+9 

0 

General  merchandise  group . 

585 

590 

724 

735 

785 

784 

717 

655 

777 

735 

771 

887 

1,386 

+9 

+9 

0 

Department  stores . 

342 

337 

419 

444 

468 

468 

407 

384 

455 

436 

449 

512 

832 

+12 

+15 

0 

Apparel  group . 

259 

227 

307 

295 

327 

301 

286 

257 

298 

289 

298 

351 

553 

+5 

+5 

-8 

Furniture  and  appliance  group.... , 

247 

247 

269 

280 

274 

297 

260 

279 

282 

300 

333 

310 

370 

+16 

+14 

+8 

Lumber, bldg., hdwe.,  farm  equip,  grp. 

350 

348 

401 

489 

533 

560 

535 

535 

555 

584 

622 

536 

467 

+6 

+5 

+5 

Automotive  group . 

977 

993 

1,103 

1,291 

1,285 

1,222 

1,206 

1,177 

1,013 

846 

1,315 

1,157 

1,030 

+4 

+1 

-5 

Gasoline  service  stations . 

501 

475 

502 

521 

551 

541 

531 

541 

547 

505 

542 

529 

570 

+2 

+2 

-2 

Drug  and  proprietary  stores . 

205 

197 

198 

191 

214 

210 

193 

198 

203 

199 

206 

209 

278 

+3 

+9 

-2 

THE  SOUTH,  TOTAL . 

5,190 

5,171 

5,702 

5,809 

6,198 

5,980 

5,523 

5,443 

5,663 

5,102 

5,668 

5,640 

6,575 

+7 

+8 

Durable-goods  stores,  total . 

1,767 

1,860 

2,067 

2,163 

2,303 

2,239 

1,972 

1,911 

1,845 

1,692 

2,056 

1,907 

1,999 

+11 

+14 

-3 

Nondurable-goods  stores,  total.. 

3,423 

3,311 

3,635 

3,646 

3,895 

3,741 

3,551 

3,532 

3,818 

3,410 

3,612 

3,733 

4,576 

+5 

+5 

-4 

Food  group . 

1,308 

1,255 

1,266 

1,282 

1,373 

1,322 

1,316 

1,325 

1,428 

1,232 

1,307 

1,364 

1,357 

+3 

0 

-4 

Grocery  stores . 

1,247 

1,196 

1,201 

1,212 

1,304 

1,261 

1,251 

1,259 

1,360 

1,177 

1,247 

1,306 

1,290 

+3 

+1 

-3 

Eating  and  drinking  places . 

306 

301 

323 

345 

357 

349 

329 

344 

351 

309 

316 

308 

319 

+8 

+6 

-2 

GAP2,  total . 

986 

982 

1,232 

1,188 

1,286 

1,264 

1,109 

1,065 

1,226 

1,122 

1,195 

1,277 

2,007 

+10 

+14 

-2 

General  merchandise  group . 

491 

500 

626 

624 

673 

647 

579 

548 

642 

566 

617 

676 

1,104 

+9 

+12 

-4 

Department  stores . 

241 

238 

311 

312 

337 

324 

287 

270 

316 

285 

308 

346 

564 

+10 

+13 

Apparel  group . 

272 

254 

361 

304 

333 

307 

284 

277 

333 

310 

327 

349 

586 

+7 

+8 

-8 

Furniture  and  appliance  group . 

223 

228 

245 

260 

280 

310 

246 

240 

251 

246 

251 

252 

317 

+16 

+26 

+11 

Lumber, bldg., hdwe .,  farm  equip,  grp. 

250 

266 

344 

396 

436 

409 

358 

365 

361 

340 

371 

332 

283 

+5 

+14 

c 

Automotive  group . 

1,160 

1,210 

1,314 

1,355 

1,412 

1,330 

1,224 

1,169 

1,085 

955 

1,295 

1,169 

1,140 

+10 

+9 

-6 

Gasoline  service  stations . 

471 

444 

477 

486 

512 

532 

480 

497 

514 

469 

473 

466 

490 

+7 

+11 

+4 

Drug  and  proprietary  stores . 

181 

180 

188 

186 

201 

197 

182 

175 

179 

167 

172 

173 

229 

+4 

+8 

-2 

THE  WEST,  TOTAL . 

3,515 

3,424 

3,645 

3,753 

3,902 

4,018 

3,711 

3,774 

3,856 

3,509 

3,854 

3,852 

4,587 

+6 

+8 

+3 

Durable -good s  stores,  total . 

1,195 

1,177 

1,203 

1,285 

1,331 

1,431 

1,290 

1,335 

1,257 

1,151 

1,427 

1,311 

1,403 

+6 

+11 

+8 

Nondurable -goods  stores,  total.. 

2,320 

2,247 

2,442 

2,468 

2,571 

2,587 

2,421 

2,439 

2,559 

2,358 

2,427 

2,541 

3,184 

+5 

+7 

+1 

Food  group . 

885 

861 

884 

876 

919 

887 

859 

876 

952 

831 

857 

914 

932 

+3 

+3 

-3 

Grocery  stores . 

827 

794 

807 

795 

837 

806 

798 

820 

890 

774 

799 

858 

865 

+2 

+1 

-4 

Eating  and  drinking  places . 

271 

266 

275 

278 

292 

309 

290 

304 

316 

282 

280 

274 

295 

+5 

+7 

+6 

GAP2,  total . 

690 

679 

781 

775 

818 

858 

741 

728 

803 

760 

826 

875 

1,380 

+11 

+16 

+5 

General  merchandise  group . 

349 

350 

416 

422 

436 

455 

408 

402 

458 

415 

441 

491 

803 

+8 

+12 

44 

r. 

+13 

+13 

Apparel  group . 

155 

140 

1  176 

165 

187 

|  197 

167 

156 

174 

174 

178 

183 

333 

+9 

+18 

+5 

c 

+21 

+24 

*  r  » 

n 

+1 

-3 

+4 

Drug  and  proprietary  stores . 

+  i  C 

+6 

+7 

0 

1  Preliminary  estimates.  2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing 

in  department  store  types  of  merchandise. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplies  on  request  but  may  not  be  published. 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  regions  are  shown  on  last  page  of  report. 


Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  JUNE  1963  TO  JUNE  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 
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Geographic  division  and 

196- 

1963 

Percentage  change 

Jan. -June 
1964 
frcm — 
Jan. -June 
1963 

June 

from 

1964 

— 

kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

|  May 

June1 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

June 

1963 

May 

1964 

New  England  Division,  total . 

1,238 

1,162 

1,272 

1,313 

1,423 

1,401 

1,311 

1,311 

1,325 

1,170 

1,289 

1,336 

1,662 

+5 

47 

-2 

Durable-goods  stores . 

376 

357 

417 

477 

513 

489 

449 

423 

392 

318 

412 

401 

469 

+11 

49 

-5 

Nondurable -goods  stores . 

862 

805 

855 

836 

910 

912 

862 

888 

933 

852 

877 

935 

1,193 

4-3 

46 

0 

Food  group . 

340 

317 

318 

318 

353 

348 

338 

368 

370 

317 

321 

342 

347 

4-1 

43 

-1 

GAF2,  total . 

230 

218 

263 

256 

289 

294 

270 

240 

282 

256 

266 

313 

505 

4-6 

49 

42 

_  c 

-1 

46 

♦5 

Middle  Atlantic  Division,  total . 

3,695 

3,604 

4,011 

4,057 

4,311 

4,  261 

3,976 

3,902 

3,937 

3,667 

4,101 

4,156 

4,933 

4-5 

47 

-1 

Durable-goods  stores . 

980 

991 

1,136 

1,237 

1,304 

1,284 

1,183 

1,175 

1,066 

939 

1,267 

1,194 

1,216 

44 

49 

-2 

Nondurable-goods  stores . 

2,715 

2,613 

2,875 

2,820 

3,007 

2,977 

2,793 

2,727 

2,871 

2,728 

2,834 

2,962 

3,717 

46 

47 

-1 

GAF2,  total . 

806 

779 

983 

925 

1,025 

1,030 

943 

859 

935 

954 

1,012 

1,100 

1,703 

4-8 

49 

0 

General  merchandise  group . 

357 

351 

430 

421 

457 

459 

436 

390 

432 

440 

465 

528 

861 

+8 

45 

0 

East  North  Central  Division,  total.. 

3,931 

3,886 

4,247 

4,497 

4, 778 

4,  615 

4,366 

4,289 

4,401 

4,095 

4,657 

4,619 

5,283 

4-7 

46 

-3 

Durable-goods  stores . 

1,179 

1,210 

1,357 

1,  558 

1,  574 

1,548 

1,478 

1,474 

1,365 

1,283 

1,676 

1,473 

1,472 

48 

45 

-2 

Nondurable -goods  stores . 

2,752 

2,676 

2,890 

2,939 

3,  204 

3,067 

2,888 

2,815 

3,036 

2,812 

2,981 

3,146 

3,811 

46 

46 

-4 

Food  group . 

1,044 

1,039 

1,034 

1,033 

1,116 

1,073 

1,035 

1,007 

1,080 

964 

1,017 

1,081 

1,085 

4-6 

44 

-4 

GAF2,  total . 

801 

785 

968 

970 

1,023 

1,015 

919 

866 

998 

970 

1,027 

1,149 

1,717 

412 

410 

-1 

General  merchandise  group . 

427 

433 

536 

541 

577 

577 

516 

469 

562 

535 

563 

661 

1,024 

4-13 

+12 

0 

West  North  Central  Division,  total . . 

1,585 

1,511 

1,625 

1,757 

1,896 

1,866 

1,850 

1,821 

1,836 

1,724 

1,959 

1,891 

2,064 

4l 

4l 

-2 

Durable -goods  stores . 

534 

527 

561 

640 

668 

691 

672 

658 

631 

616 

761 

699 

649 

42 

43 

43 

Nondurable -goods  stores . 

1,051 

984 

1,064 

1,117 

1,228 

1,175 

1,178 

1,163 

1,205 

1,108 

1,198 

1,192 

1,415 

+1 

0 

-4 

Food  group . 

346 

321 

322 

326 

356 

351 

366 

361 

376 

339 

362 

368 

361 

-2 

-4 

-1 

GAF2,  total . 

290 

279 

332 

340 

363 

367 

344 

325 

359 

354 

375 

399 

592 

45 

47 

4l 

General  merchandise  group . 

158 

157 

188 

194 

208 

207 

201 

186 

215 

200 

208 

226 

362 

42 

43 

0 

South  Atlantic  Division,  total . 

2,523 

2,505 

2,789 

2,828 

3,035 

2,927 

2,700 

2,637 

2,749 

2,438 

2,740 

2,775 

3,273 

46 

+8 

-4 

Durable-goods  stores . 

821 

861 

976 

1,028 

1,107 

1,067 

936 

908 

860 

780 

975 

914 

942 

410 

414 

-4 

Nondurable -goods  stores . 

1,702 

1,644 

1,813 

1,800 

1,928 

1,860 

1,764 

1,729 

1,889 

1,658 

1,765 

1,861 

2,331 

44 

45 

-4 

GAF2,  total . 

490 

501 

637 

601 

651 

646 

563 

531 

615 

571 

596 

651 

1,037 

49 

415 

-1 

General  merchandise  group . 

250 

257 

328 

321 

345 

338 

302 

281 

332 

291 

315 

351 

579 

47 

412 

-2 

East  South  Central  Division,  total.. 

963 

982 

1,092 

1,114 

1,195 

1,160 

1,C19 

994 

1,055 

983 

1,093 

1,075 

1,248 

411 

414 

-3 

Nondurable-goods  stores . 

628 

614 

677 

689 

749 

718 

648 

651 

707 

658 

698 

713 

856 

47 

4ll 

-4 

-  C  — 

46 

47 

-2 

GAF2,  total . 

185 

184 

236 

236 

251 

240 

209 

201 

234 

219 

236 

246 

378 

412 

415 

-4 

General  merchandise  group . 

97 

97 

121 

124 

133 

125 

112 

108 

123 

115 

126 

135 

216 

412 

+12 

-6 

West  South  Central  Division,  total . . 

1,704 

1,684 

1,821 

1,867 

1,968 

1,893 

1,804 

1,812 

1,859 

1,681 

1,835 

1,790 

2,054 

46 

45 

-4 

Nondurable-goods  stores . 

1,093 

1,053 

1,145 

1,157 

1,218 

1,163 

1,139 

1,152 

1,222 

1,094 

1,149 

1,159 

1,389 

45 

+2 

-5 

c 

1 

-5 

3 

GAF2,  "total . 

311 

297 

359 

351 

384 

378 

337 

333 

378 

332 

363 

380 

592 

411 

+12 

-2 

General  merchandise  group . 

144 

146 

177 

179 

195 

184 

165 

159 

187 

160 

176 

190 

309 

413 

412 

-6 

Mountain  Division,  total . 

765 

711 

762 

795 

837 

885 

878 

944 

936 

839 

912 

902 

1,010 

-2 

4l 

46 

Nondurable -good s  stores . 

511 

484 

529 

527 

544 

560 

578 

596 

625 

555 

550 

566 

692 

-3 

-3 

43 

c  — 

5 

3 

GAF2, "total . 

133 

129 

151 

150 

159 

165 

145 

147 

162 

148 

160 

167 

270 

+10 

414 

44 

GJeneral  merchandise  group . 

66 

66 

83 

84 

88 

90 

81 

80 

93 

76 

82 

91 

155 

47 

4ll 

42 

Pacific  Division,  total . 

2,750 

2,713 

2,883 

2,958 

3,065 

3,133 

2,833 

2,830 

2,920 

2,670 

2,942 

2,950 

3,577 

48 

411 

42 

Durable-goods  stores . 

941 

950 

970 

1,017 

1,038 

1,106 

990 

987 

946 

867 

1,065 

975 

1,085 

♦8 

4l  2 

47 

Nondurable-goods  stores . 

1,809 

1,763 

1,913 

1,941 

2,027 

2,027 

1,843 

1,843 

1,974 

1,803 

1,877 

1,975 

2,492 

48 

+10 

0 

Food  group . 

684 

666 

686 

689 

722 

696 

658 

673 

733 

634 

655 

702 

719 

45 

46 

-4 

GAF2,  total . 

557 

550 

630 

625 

659 

693 

596 

581 

641 

612 

666 

708 

1,110 

412 

416 

45 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 


1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department  store  types  of  merchandise. 
(C)  (c)  See  footnote  to  table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  SELECTED  LARGE  STATES:  JUNE  1963  TO  JUNE  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1964 

1963 

Percentage  change 

Jan. -June 
1964 
frcxn — 
Jan. -June 
1963 

June 

from 

1964 

— 

Jan. 

Feb. 

Mar. 

Apr. 

|  May 

June1 

June  | 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

June 

1963 

May 

1964 

2,154 

2,109 

2,195 

2,140 

2,011 

2,277 

2,783 

+8 

Illinois . 

1,143 

1,131 

1,276 

1,336 

1,418 

1,396 

1,235 

] ,  193 

1,234 

1,172 

1,332 

1^386 

1,602 

+8 

+13 

-2 

Massachusetts . 

586 

561 

630 

665 

697 

672 

636 

606 

607 

549 

607 

631 

778 

+4 

-+6 

-4 

Michigan . 

853 

823 

884 

952 

1,017 

976 

936 

945 

953 

859 

981 

973 

1,109 

+6 

+4 

-4 

New  Jersey . 

697 

699 

802 

808 

869 

851 

752 

749 

735 

675 

780 

782 

920 

+9 

+13 

-2 

New  York . 

1,910 

1,839 

2,028 

2,036 

2,156 

2,139 

1,992 

1,940 

1,997 

1,892 

2,081 

2,110 

2,493 

+5 

+7 

-1 

Ohio . 

986 

977 

1,063 

1,115 

1,176 

1,109 

1,087 

1,088 

1,135 

1,074 

1,212 

1,182 

1,340 

+6 

+2 

-6 

Pennsylvania . . 

1,088 

1,066 

1,181 

1,213 

1,286 

1,271 

1,232 

1,213 

1,205 

1,100 

1,240 

1,264 

1,520 

+3 

+3 

-1 

Texas . 

1.010 

1.021 

i-L-iU 

1.129 

1JL22. 

1.151 

1.104 

1.088 

1.130 

1.013 

1.107 

1.074 

1.228, 

±4 - 

— ~h4 

*-3 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4 .  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS :  JUNE  1963  TO  JUNE  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1964 

1963 

Percentage  change 

Jan. -June 
1964 
from — 
Jan. -June 
1963 

June  1964 
from — 

Statistical  areas 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

June 

1963 

May 

1964 

Standard  Consolidated  Areas2 

Chicago,  Ill. -Northwestern  Ind . , 

total . 

812 

802 

910 

942 

986 

966 

884 

837 

869 

818 

928 

963 

1,145 

+6 

+9 

-2 

OAF3 . 

_  C 

+12 

+1 

New  York-Northeastern  N.J., 

total . 

1,708 

1,666 

1,846 

1,829 

1,951 

1,928 

1,778 

1,693 

1,693 

1,635 

1,838 

1,869 

2,216 

+5 

+8 

-1 

GAF3 . 

412 

395 

488 

456 

517 

522 

461 

413 

445 

484 

505 

537 

813 

+10 

+13 

+1 

Standard  Metropolitan 

Statistical  Areas2 

Chicago,  Ill . ,  total . 

758 

742 

853 

877 

914 

894 

810 

765 

797 

753 

847 

894 

1,071 

+8 

+10 

-2 

GAF3 . 

C 

+12 

+18 

0 

-  fi  -  , 

+6 

+5 

-5 

GAF3 . . . 

C  _ _ 1 

+22 

+13 

-5 

Los  Angeles,  Calif.,  total . 

1,018 

963 

1,004 

1,022 

1,061 

1,071 

953 

965 

989 

918 

1,0391  1,064 

1,337' 

+10 

+12 

+1 

GAF3 . 

C  _ 

+16 

+23 

+7 

New  York,  N.  Y.,  total . 

'l,229 

1,195 

1,308 

1,282 

1,356 

1,343 

1,250 

1,204 

1,220 

1,191 

1,3121  1,345 

1,603 

+5 

+7 

-1 

GAF3 . 

C 

+11 

+16 

+1 

c  _  , 

+9 

+13 

-3 

GAF3 . 

,  ■■  C  — | - — - T - , - * 

+9 

+10 

=2 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 


Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  =  0  to  3.5  percent 
B  *  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  •  1.6  to  3.0  percent 
c  ■  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar 

volume  estimates 

Percentage  change  from  same 
month  a  year  ago 

Month- to- month  percent  change  over 

2  consecutive  months 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group. . . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  voluaie  coJ  °s  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Perce 

ntage  change 

from  same  n 

onth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . . . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable -goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total., . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

3 

b 

Nondurable-goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

a 

b 

a 

a 

GAF,  total.., . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

A 

B 

B 

b 

B 

B 

B 

B 

b 

B 

A 

B 

B 

B 

A 

B 

B 

a 

Table  S-4 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York -Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  ELI . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

a 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

a 

a 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  .  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist¬ 
ence  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  samp led, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sailed  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business .  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  is  measurable. 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval .  ( The  "expected  value "  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates.) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against a  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by- 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published  data  frcm  their  respective  totals.  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
,rbuilding  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of-business  categories  tabulated . 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAP  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METRQPOLIIKN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 


CHICAGO,  ILL _ NCHTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  lake,  McHenry,  and 
Will  counties,  Ill. 

GARY -HAMMCND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERSON -CLIFTON-PASSAIC,  N.  J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J.- 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES-LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif . 

NEW  YCRK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N .  Y . 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties,  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 

N.  J. 


Middlesex  and  Somerset  counties,  N.  J. 

Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  July  1964 


SALES 

Total  sales  of  all  retail  stores  in  the  United  States 
during  July  1964  were  estimated  at  $22.2  billion, 
virtually  unchanged  from  June  1964  but  8  percent 
higher  than  July  1963.  After  adjustment  for  seasonal 
variations  and  trading  day  differences,  but  not  for 
price  changes,  July  sales  amounted  to  $22.0  billion, 
1  percent  higher  than  June  1964  and  6  percent  above 
July  1963.  Adjusted  sales  for  July  1964  for  both 
durable  and  nondurable  goods  stores  were  1  percent 
above  sales  for  the  previous  month.  A  comparison  of 
July  1964  sales  with  those  for  the  same  month  a  year 
ago  show  durable  goods  store  sales  up  4  percent  and 
nondurable  goods  store  sales  up  7  percent. 

Based  on  adjusted  data,  July  1964  sales  of  the  auto¬ 
motive  group  were  3  percent  above  those  for  June,  the 
lumber,  building,  hardware,  farm  equipment  group  sales 
were  down  3  percent,  and  the  furniture  and  appliance 
group  sales  remained  virtually  unchanged  from  the 
previous  month.  In  the  nondurable-goods  stores 
category,  month-to-month  increases  were  reported  by 
the  general  merchandise  group  (+3$i  eating  and  drink¬ 
ing  places  (+2$),  and  the  food  group  (+1$)  while  the 
apparel  group  remained  virtually  unchanged. 

In  the  durable-goods  stores  category,  a  comparison 
of  adjusted  data  for  July  1964  with  those  for  July 
1963  reflects  increases  in  the  furniture  and  appli¬ 
ance  group  (+13$),  lumber,  building,  hardware,  farm 
equipment  group  (+3$) and  the  automotive  group  (+1$) . 
In  the  nondurable-goods  stores  category,  all  major 
kind-of-business  groups  reported  year-to-year  in¬ 
creases  with  eating  and  drinking  places  and  the  gen¬ 
eral  merchandise  groups  each  increasing  (+11$),  the 
apparel  group  (+9$),  and  the  food  group  (+4$). 

Unadjusted  emulative  sales  of  all  retail*  stores 
for  the  first  seven  months  of  1964  amounted  to  $146.5 
billion,  6  percent  above  the  first  seven  months  of 
1963 .  On  an  adjusted  basis  all  major  kind-of-business 
groups  showed  sales  increases  with  the  furniture  and 
appliance  group  reporting  the  largest  emulative 
sales  increase  of  14  percent  followed  by  the  general 
merchandise  group  with  a  9  percent  gain.  Increases 
of  7  percent  each  were  reported  by  the  apparel  group 
and  eating  and  drinking  places  while  the  automotive 
group  increased  5  percent. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $15.5 
billion  in  total  accounts  receivable  balances  owed 


SALES  OF  ALL  RETAIL  STORES  — 

FIRST  SEVEN  MONTHS-1961  THROUGH  1964 


[Not  adjusted  for  seasonal  variations  or  trading  day  differences] 
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by  customers  as  of  July  31,  1964.  Based  on  data  not 
adjusted  for  seasonal  variations  or  price  changes, 
this  total  was  2  percent  above  the  June  1964  level 
an<VA£  than  the  $13-8  billion  esti- 
matVHCaB:bor:dni£y  31, ^1963 .  Year-to-year  increases 
were  reported  in  both  the  installment  account  bal¬ 
ance  c  tl@$)  jai^d  'the  charge  account  balances  (6$). 


MtiMrO^ceit/able  balantees  of  durable-goods  stores 
as  or  My  31,  1964  were  2  percent  above  the  balances 
for  June  1964,  and  5  percent  higher  than  those  out¬ 
standing  at  the  end  of  July  last  year.  Nondurable- 
goods  stores  reflected  a  3  percent  increase  in  total 
credit  outstanding  from  the  June  30,  1964  level  and 
a  19  percent  increase  from  the  total  reported  for 
July  1963. 


For  sale  by  the  Superintendent  of  Documents,  Government  Printing  Office,  Washington,  D.C.  20402.  Annual  subscription  to  Current  Retail  Trade  Repons 
(Weekly  Retail  Sales  Report,  Advance  Monthly  Retail  Sales  Report,  Monthly  Retail  Trade  Report,  and  Annual  Retail  Trade  Report  sold  as  a  single 
subscription)  $6.00.  Single  copies,  available  from  the  Government  Printing  Office,  lOf  each. 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OT  BUSINESS:  JULY  1964 
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(Millions  of  dollars) 


Kind  of  business 

1964 

1963 

Total 

7  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

I  June 

July1 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal  variations  or 

trading  day  differences 

United  States,  total . 

19,154 

18,758 

20,502 

21,186 

22,508 

22,242 

22,172 

20,540 

21,018 

19,267 

21,528 

21,494 

25,104 

146,522 

138,020 

Durable-goods  stores,  total . 

6,031 

6,122 

6,741 

7,360 

7,693 

7,719 

7,417 

6,976 

6,556 

5,999 

7,599 

6,985 

7,208 

49,083 

45,751 

Nondurable-goods  stores,  total . 

13,123 

12,636 

13,761 

13,826 

14,815 

14,  523 

14, 755 

13,564 

14,462 

13,268 

13,929 

14,  509 

17,896 

97,439 

92,269 

Food  group . 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

5,455 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

35,473 

33,884 

Grocery  stores  . 

4,558 

4,395 

4,406 

4,414 

4,739 

4,613 

4,949 

4,502 

4,828 

4,238 

4,449 

4,689 

4,679 

32,074 

30,668 

Meat  markets . 

133 

125 

129 

123 

127 

127 

125 

131 

132 

118 

123 

124 

133 

889 

880 

Bakery  products  stores . 

93 

89 

95 

94 

96 

92 

86 

86 

93 

91 

95 

97 

104 

645 

622 

Eating  and  drinking  places . 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,810 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

11,025 

10,272 

Eating  places . 

990 

964 

1,045 

1,092 

1,179 

1,239 

1,305 

1,159 

1,202 

1,070 

1,083 

1,028 

1,054 

7,814 

7,172 

Restaurants,  cafeterias,  lunchrooms . 

831 

811 

869 

895 

942 

983 

1,029 

925 

972 

870 

892 

855 

883 

6,360 

5,861 

Drinking  places . 

446 

422 

440 

455 

471 

472 

505 

487 

496 

456 

473 

458 

479 

3,211 

3,100 

General  merchandise  group . 

1,872 

1,875 

2,303 

2,310 

2,479 

2,491 

2,381 

2,108 

2,444 

2,275 

2,417 

2,728 

4,399 

15,711 

14,409 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,344 

1,320 

1,638 

1,677 

1,800 

1,816 

1,713 

1,512 

1,757 

1,646 

1,734 

1,956 

3,165 

11,308 

10,353 

Department  stores . 

1,094 

1,069 

1,336 

1,366 

1,463 

1,481 

1,392 

1,212 

1,408 

1,340 

1,404 

1,590 

2,625 

9,201 

8,315 

Variety  stores . 

289 

313 

389 

361 

399 

395 

396 

341 

390 

354 

378 

414 

793 

2,542 

2,296 

Mail  order  houses  (department  store 

merchandise) . . . 

140 

146 

178 

179 

173 

170 

158 

148 

183 

172 

197 

248 

307 

1,144 

1,030 

Apparel  group . 

1,026 

927 

1,283 

1,140 

1,282 

1,238 

1,121 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

8,017 

7,457 

Men's,  boys'  wear  stores2 . 

208 

176 

206 

204 

240 

254 

216 

200 

209 

203 

218 

254 

471 

1,504 

1,431 

Men's,  boys'  clothing,  furnishings  stores. 

202 

171 

200 

196 

231 

247 

211 

194 

203 

197 

210 

246 

462 

1,458 

1,386 

Women's  apparel,  accessory  stores3 . 

407 

375 

502 

463 

506 

465 

433 

390 

446 

448 

472 

509 

834 

3,151 

2,884 

Women's  ready-to-wear  stores . 

347 

327 

440 

406 

440 

401 

369 

342 

394 

399 

418 

446 

727 

2,730 

2,537 

Family  clothing  stores . 

187 

178 

247 

262 

252 

249 

216 

196 

238 

231 

247 

282 

472 

1,591 

1,455 

Shoe  stores . 

177 

156 

266 

211 

233 

217 

197 

179 

212 

214 

197 

202 

295 

1,457 

1,367 

Furniture  and  appliance  group . 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

965 

992 

980 

1,095 

1,077 

1,333 

7,055 

6,135 

Furniture,  home  furnishings  stores . 

584 

600 

633 

663 

685 

735 

702 

608 

651 

647 

719 

703 

790 

4,607 

3,955 

Furniture  stores . 

421 

425 

443 

478 

497 

543 

526 

455 

496 

476 

517 

509 

591 

3,333 

2,867 

Household  appliance,  TV,  radio  stores . 

321 

320 

335 

341 

358 

377 

396 

357 

341 

333 

376 

374 

543 

2,448 

2,180 

Household  appliance  dealers . 

228 

229 

241 

244 

263 

282 

293 

271 

256 

247 

273 

270 

393 

1,780 

1,609 

Lumber,  building,  hardware,  farm  equipment 

group . 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,508 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

8,924 

8,584 

Lumber  yards,  building  materials  dealers4... 

536 

542 

616 

721 

801 

879 

874 

876 

911 

842 

897 

771 

610 

4,969 

4,888 

Lumber  yards . 

355 

366 

403 

473 

525 

580 

575 

600 

632 

582 

608 

515 

396 

3,277 

3,273 

Hardware  stores . 

176 

167 

182 

217 

246 

250 

239 

224 

227 

213 

22  2 

231 

308 

1,477 

1,446 

Automotive  group . 

3,677 

3,684 

4,058 

4,453 

4,551 

4,387 

4,162 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

28,972 

27,414 

Passenger  car,  other  automotive  dealers . 

3,488 

3,505 

3,847 

4,215 

4,289 

4,110 

3,896 

3,746 

3,288 

2,779 

4,148 

3,712 

3,377 

27,350 

25,893 

Passenger  car  dealers5 . . 

3,404 

3,412 

3,734 

4,077 

4, 141 

3,947 

3,735 

3,608 

3,151 

2,677 

4,042 

3,613 

3,291 

26,450 

24,965 

Passenger  car  dealers  (franchised) . 

3,116 

3,128 

3,429 

3,768 

3,809 

3,648 

3,439 

3,313 

2,883 

2,402 

3,745 

3,330 

3,054 

24,337 

22,797 

Tire,  battery,  accessory  dealers . 

189 

179 

211 

238 

262 

277 

266 

257 

241 

211 

239 

237 

313 

1,622 

1,521 

Gasoline  service  stations . 

1,566 

1,480 

1,585 

1,617 

1,708 

1,754 

1,836 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

11,546 

11,049 

Drug  and  proprietary  stores . 

671 

656 

680 

665 

713 

705 

705 

660 

680 

647 

667 

666 

906 

4,795 

4,609 

Drug  stores . 

652 

636 

657 

643 

689 

681 

674 

636 

655 

622 

643 

643 

871 

4,632 

4,463 

Liquor  stores . 

433 

427 

434 

446 

485 

472 

500 

474 

489 

437 

466 

510 

724 

3,197 

3,033 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total . * . . 

21,000 

21,533 

21,223 

21,392 

21,777 

21,773 

21,964 

■ 

20,719 

20,666 

20,426 

20,716 

20, 558 

21,019 

150,662 

142,792 

Durable-goods  stores,  total . 

6,855 

7,262 

6,939 

7,010 

7,218 

7,002 

7,076 

6,773 

6,562 

6,606 

6,941 

6,734 

6,831 

49,36 2 

46,385 

Nondurable -goods  stores,  total . 

14,145 

14,271 

14,284 

14,382 

14,559 

14,771 

14,888 

13,946 

14,104 

13, 820 

13,775 

13,824 

14,188 

101,300 

96,407 

Food  group . 

5,031 

4,991 

5,112 

5,064 

5,034 

5,202 

5,234 

5,030 

4,996 

4,897 

4,943 

4,973 

4,991 

35,668 

34,378 

Grocery  stores  . . . 

4,548 

4,513 

4,605 

4,574 

4,540 

4,704 

4,749 

4,540 

4,527 

4,441 

4,484 

4,512 

4,523 

32,233 

31,105 

Eating  and  drinking  places . . . 

1,580 

1,593 

1,584 

1,599 

1,589 

1,623 

1,655 

1,497 

1,519 

1,470 

1,530 

1,506 

1,528 

11,223 

10,513 

General  merchandise  group . 

2,481 

2,592 

2,489 

2,514 

2,589 

2,620 

2,689 

2,415 

2,475 

2,390 

2,303 

2,355 

2,474 

17,974 

16,  512 

Department  stores . 

1,464 

1,538 

1,467 

1,467 

1,543 

1,533 

1,590 

1,403 

1,452 

1,386 

1,321 

1,355 

1,457 

10,602 

9,604 

Variety  stores . 

410 

408 

404 

421 

420 

427 

441 

385 

387 

386 

390 

381 

397 

2,931 

2,658 

Mail  order  houses  (department  store  mdse.).. 

181 

197 

188 

192 

190 

200 

192 

185 

189 

181 

173 

183 

184 

1,340 

1,214 

Apparel  group . 

1,250 

1,291 

1,228 

1,272 

1,295 

1,322 

1,319 

1,214 

1,259 

1, 204 

1,150 

1,186 

1,250 

8,977 

8,353 

Men's,  boys'  wear  stores2 . 

231 

246 

233 

241 

250 

244 

252 

239 

247 

238 

217 

224 

239 

1,697 

1,613 

Women's  apparel,  accessory  stores3 . 

497 

505 

477 

504 

502 

522 

516 

475 

480 

465 

451 

463 

482 

3,523 

3,219 

Shoe  stores . 

220 

214 

226 

219 

223 

218 

218 

202 

209 

198 

1% 

205 

222 

1,538 

1,452 

Furniture  and  appliance  group . 

1,019 

1,073 

1,088 

1,095 

1,080 

1,108 

1,106 

979 

939 

985 

1,028 

986 

1,021 

7,  569 

6,628 

Furniture,  home  furnishings  stores . 

671 

707 

711 

701 

699 

735 

702 

613 

611 

648 

666 

640 

637 

4,926 

4,261 

Household  appliance,  TV,  radio  stores . 

348 

366 

377 

394 

381 

373 

404 

366 

328 

337 

362 

346 

384 

2,643 

2,367 

Lunber,  building,  hardware,  farm  equipment 

Foup . 

1,269 

1,348 

1,277 

1,257 

1,370 

1,339 

1,301 

1,262 

1,299 

1,318 

1,350 

1,381 

1,289 

9,161 

8,893 

Lumber  yards,  building  materials  dealers4... 

730 

779 

727 

707 

754 

765 

734 

746 

771 

761 

764 

754 

716 

5,196 

5,131 

Hardware  stores . 

219 

228 

209 

205 

220 

227 

224 

212 

221 

214 

222 

240 

236 

1,532 

1,513 

Automotive  group . . . 

3,951 

4,162 

3,894 

4,026 

4,126 

3,885 

3,992 

3,940 

3,733 

3,717 

3,980 

3,791 

3,935 

28,036 

26,785 

Passenger  car,  other  automotive  dealers . 

3,711 

3,925 

3,646 

3,788 

3,880 

3,645 

3,755 

3,709 

3,512 

3,495 

3,748 

3,556 

3,685 

26,350 

25,199 

Tire,  battery,  accessory  dealers . . 

240 

237 

248 

238 

246 

240 

237 

231 

221 

222 

232 

235 

250 

1,686 

1,586 

Oaaollne  service  stations . 

1,638 

1,641 

1,629 

1,674 

1,670 

1,683 

1,716 

1,602 

1,612 

1,605 

1,618 

1,638 

1,681 

11,651 

11,217 

Drug  and  proprietary  stores . 

694 

666 

702 

689 

713 

721 

725 

674 

685 

688 

683 

677 

694 

4,910 

4,734 

Liquor  stores . 

471 

482 

491 

486 

495 

503 

495 

481 

476 

466 

478 

473 

483 

3,423 

3,267 

Preliminary  estimates,  see  Explanatory  Material,  page  14. 

*  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

Includes  vcmen'8  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  United  States  totals  include  kinds  of  business  not  shewn  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JULY  1964 


Percentage  changes  in  sales — 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

July  1964 
from — 

7  mos. 
1964 

Kind  of  business 

July  1964 
from — 

7  mos. 
1964 

from 

from 

July 

1963 

June 

1964 

7  mos. 
1963 

July 

1963 

June 

1964 

7  mos. 
1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+8 

0 

+6 

Durable-goods  stores,  total . 

+6 

-4 

+7 

Nondurable-goods  stores,  total . 

+9 

+2 

+6 

Food  group . 

+9 

+7 

+5 

Grocery  stores . 

+10 

+7 

+5 

Meat  markets . 

-5 

-2 

+1 

Fruit  stores,  vegetable  markets* . 

-9 

+10 

+5 

Candy,  nut,  confectionery  stores* . 

0 

+4 

-3 

Bakery  products  stores . 

0 

-7 

+4 

Delicatessen  stores* . 

-20 

-4 

-3 

Eating  and  drinking  places . 

+10 

+6 

+7 

Eating  places . 

+13 

+5 

+9 

Restaurants,  cafeterias,  lunchrooms . 

+11 

+5 

+9 

Drinking  places . 

+4 

+7 

+4 

General  merchandise  group . 

+13 

-4 

+9 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

+13 

-6 

+9 

Department  stores . 

+15 

-6 

+11 

Variety  stores . 

+16 

0 

+11 

Mail  order  houses  (department  store 

merchandise ) . 

+7 

-7 

+11 

Apparel  group . 

+11 

-9 

+8 

Men's,  boys'  clothing,  furnishings  stores . 

+9 

-15 

+5 

Men's,  boys'  clothing  stores* . 

+8 

-13 

+5 

Men's,  boys'  furnishings  stores* . 

+12 

-22 

+10 

Women's  ready-to-wear  stores . 

+8 

-8 

+8 

Family  clothing  stores . 

+10 

-13 

+9 

Women's  apparel,  accessory,  specialty  stores*.. 

+30 

0 

+20 

Shoe  stores . 

+10 

-9 

+7 

Furniture  and  appliance  group . 

Furniture  stores . 

Floor  coverings  stores* . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  stores . 

TV,  radio  stores* . 

Lumber,  building,  hardware,  farm  equipment 

+14 

+16 

+13 

+11 

+8 

+19 

-1 

-3 

-11 

+5 

+4 

+7 

+15 

+16 

+21 

+12 

+11 

+16 

+4 

+2 

Lumber,  building  materials  dealers . 

0 

-1 

Lumber  yards . 

-4 

-1 

0 

Paint,  glass,  wallpaper  stores* . 

-4 

-3 

+3 

Heating  and  plumbing  equipment  dealers* . 

+9 

+9 

+4 

Hardware  stores . 

+7 

-4 

+2 

Farm  equipment  dealers* . 

+13 

-9 

+10 

Automotive  group . 

+4 

-5 

+6 

Passenger  car  dealers . 

+4 

-5 

+6 

Passenger  car  dealers  (franchised) . 

+4 

-6 

+7 

Tire,  battery,  accessory  dealers . 

+4 

-4 

+7 

Gasoline  service  stations . 

+7 

+5 

+4 

Fuel  fuel  oil  dealers* . 

+14 

+1 

-2 

Fuel  dealers,  except  fuel  oil* . 

+14 

+9 

-4 

Fuel  oil  dealers* . 

+13 

-5 

0 

Drug  and  proprietary  stores . 

+7 

0 

+4 

Drug  stores . 

+6 

-1 

+4 

Liquor  stores . 

+5 

+6 

+5 

Jewelry  stores* . r . . . 

+15 

-14 

+7 

+6 

-15 

+6 

Book  stores* . 

+73 

+23 

+41 

Stationery  stores* . 

+11 

-6 

+3 

Music  stores* . 

+19 

-8 

+17 

Camera,  photographic  supply  stores* . 

+11 

+7 

+3 

Optical  goods  stores* . 

+12 

0 

+13 

Typewriter  stores* . 

+7 

+14 

-7 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+6 

+1 

+6 

Durable-goods  stores,  total . 

+4 

+1 

+6 

Nondurable -goods  stores,  total . 

+7 

+1 

+5 

Food  group . 

+4 

+1 

+4 

Grocery  stores . 

+5 

+1 

+4 

Eating  and  drinking  places . 

+11 

+2 

+7 

General  merchandise  group . 

+11 

+3 

+9 

Department  stores . 

+13 

+4 

+10 

Variety  stores . 

Mail  order  houses  (department  store 

+15 

+3 

+10 

merchandise) . 

+4 

-4 

+10 

Apparel  group . 

+9 

0 

+7 

Men's,  boys'  wear  stores . 

+5 

+3 

+5 

Women's  apparel,  accessory  stores . 

+9 

-1 

+9 

Shoe  stores . 

+8 

0 

+6 

Furniture  and  appliance  group . 

+13 

0 

+14 

Furniture,  home  furnishings  stores . 

+15 

-4 

+16 

Household  appliance,  TV,  radio  stores . 

+10 

+8 

+12 

Lumber,  building,  hardware,  farm  equipment 

+3 

-2 

Lumber,  building  materials  dealers . 

-4 

+1 

Hardware  stores . 

+6 

-1 

+1 

Automotive  group . 

+1 

+3 

+5 

Passenger  car  and  other  automotive  dealers.... 

+1 

+3 

+5 

Tire,  battery,  accessory  dealers . 

+3 

-1 

+6 

Gasoline  service  stations . 

+7 

+2 

+4 

Drug  and  proprietary  stores . 

+8 

+1 

+4 

Liquor  stores . 

+3 

-2 

+5 

*  See  Explanatory  Materials,  page  15. 

Note:  Sanpling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JULY  1964 


(Millions  of  dollars) 


Kind  of  business 

1964 

1963 

Total  7 

month  8 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

July  | 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,478 

4,330 

4,859 

4,858 

5,233 

5,107 

5,180 

4,601 

5,107 

4,611 

4,915 

5,364 

6,943 

34,045 

31,340 

310 

315 

359 

390 

421 

450 

457 

388 

389 

365 

412 

411 

501 

2,702 

2, 391 

Nondurable-goods  stores,  total . 

4,168 

4,015 

4,500 

4,468 

4,812 

4,  657 

4,723 

4,213 

4,718 

4,246 

4,503 

4,953 

6,442 

31,343 

28,949 

2,139 

2,035 

2,026 

2,028 

2,184 

2,041 

2,230 

1,974 

2,193 

1,877 

2,018 

2,192 

2,142 

14,683 

13,935 

Grocery  stores1 . 

2,086 

1,982 

1,970 

1,975 

2,125 

1,981 

2,169 

1,915 

2,137 

1,825 

1,965 

2,140 

2,081 

14,288 

13,544 

Eating  and  drinking  places . 

102 

100 

111 

111 

120 

131 

134 

111 

115 

107 

109 

105 

107 

809 

710 

General  merchandise  group . 

1,262 

1,246 

1,564 

1,592 

1,696 

1,698 

1,605 

1,415 

1,641 

1,526 

1,615 

1,843 

2,995 

10,663 

9,410 

Department  stores  and  dry  goods,  general 

909 

871 

1,105 

1,148 

1,232 

1,232 

1,155 

1,011 

1,176 

1,105 

1,149 

1,307 

2,113 

7,652 

6,709 

790 

763 

968 

1,002 

1,074 

1,075 

1,003 

879 

1,015 

961 

1,000 

1,137 

1,850 

6,675 

5,850 

Variety  stores . 

216 

238 

304 

281 

306 

304 

299 

263 

301 

272 

292 

321 

611 

1,948 

1,745 

Apparel  group . 

247 

228 

365 

304 

350 

335 

292 

263 

310 

309 

311 

348 

567 

2, 121 

1,955 

Men's,  boys'  wear  stores2  . 

26 

22 

29 

26 

33 

32 

26 

25 

25 

25 

30 

34 

60 

194 

181 

Women's  apparel,  accessory  stores  . . 

97 

95 

147 

132 

148 

144 

125 

115 

138 

128 

131 

152 

246 

888 

812 

Women's  ready-to-wear  stores . 

89 

88 

135 

122 

136 

132 

114 

106 

128 

118 

120 

141 

226 

816 

748 

Shoe  stores . 

73 

66 

119 

86 

100 

94 

82 

71 

84 

93 

83 

83 

133 

620 

582 

Furniture  and  appliance  group . 

78 

83 

96 

92 

103 

105 

103 

91 

98 

94 

102 

108 

128 

660 

585 

Tire,  battery,  accessory  dealers . 

75 

72 

82 

96 

106 

115 

108 

102 

94 

83 

93 

94 

132 

654 

602 

Drug  and  proprietary  stores . 

140 

138 

148 

141 

152 

152 

153 

138 

143 

135 

138 

143 

226 

1,024 

943 

Liquor  stores . 

91 

93 

98 

97 

102 

97 

100 

99 

105 

92 

102 

111 

171 

678 

652 

Data 

ADJUSTED 

for  seasonal  variations 

and  trading  day  differences 

United  States,  total . 

5,089 

5,111 

5,126 

5,105 

5,165 

5,240 

5,322 

4,914 

4,983 

4,871 

4,809 

4,922 

5,043 

36,158 

33,463 

Grocery  stores . 

2,041 

2,018 

2,055 

2,030 

1,999 

2,066 

2,095 

1,992 

2,007 

1,97C 

1,993 

2,015 

2,017 

14, 304 

13,714 

Eating  and  drinking  places . 

111 

110 

112 

112 

115 

127 

126 

105 

107 

105 

107 

105 

106 

813 

721 

General  merchandise  group . 

1,698 

1,743 

1,721 

1,718 

1,768 

1,759 

1,791 

1,604 

1,646 

1,605 

1,523 

1,600 

1,674 

12, 198 

10,805 

Department  stores . 

1,057 

1,090 

1,075 

1,049 

1,110 

1,087 

1,124 

995 

1,035 

1,000 

932 

993 

1,050 

7,  592 

6,666 

Variety  stores . 

318 

318 

319 

329 

320 

324 

329 

295 

294 

297 

298 

296 

305 

2,257 

2,034 

Apparel  group . 

336 

337 

326 

343 

348 

349 

351 

324 

341 

316 

298 

310 

326 

2,390 

2,192 

Men's,  boys'  wear  stores  2 . 

31 

33 

29 

31 

34 

32 

33 

33 

33 

31 

29 

27 

29 

223 

206 

Women's  apparel,  accessory  stores  3 . 

139 

140 

136 

151 

146 

153 

149 

141 

147 

132 

125 

135 

137 

1,014 

924 

Shoe  stores . 

94 

90 

98 

91 

95 

91 

96 

82 

90 

87 

84 

83 

92 

655 

617 

Tire,  battery,  accessory  dealers . 

99 

98 

96 

96 

99 

100 

96 

92 

88 

89 

91 

92 

99 

684 

632 

Drug  and  proprietary  stores . . . ; . 

152 

1 AS 

157 

147 

157 

156 

161 

145 

150 

147 

146 

144 

147 

1,078 

994 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  July  1964  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending  July  4  ■  477; 
July  11  -  480;  July  18  =  472:  July  25  ■  459;  August  1  =  467. 

2  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  JULY  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Kind  of  business 

1964 

1963 

Total  7 

months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

|  June 

July* 

July  | 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1964 

1963 

United  States,  total . 

5,328 

5,143 

5,773 

5,819 

6,253 

6, 109 

6, 147 

5,518 

6,094 

5,546 

5,947 

6,411 

8,239 

40, 572 

37, 515 

2,413 

2,288 

2,273 

2,272 

2,444 

2,292 

2,493 

2,262 

2,497 

2,150 

2,294 

2,477 

2,431 

16,475 

15,755 

Grocery  stores . 

2,334 

2,211 

2,190 

2,192 

2,359 

2,206 

2,406 

2,179 

2,417 

2,074 

2,217 

2,401 

2,343 

15,898 

15,214 

Eating  and  drinking  places . 

148 

139 

156 

158 

171 

19C 

197 

164 

170 

159 

166 

165 

163 

1,159 

1,041 

General  merchandise  group . 

1,372 

1,368 

1,708 

1,734 

1,849 

1,860 

1,730 

1,550 

1,799 

1,672 

1,773 

2,019 

3,275 

11,621 

10, 381 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

1,006 

976 

1,232 

1,277 

1,369 

1,382 

1,268 

1,126 

1,312 

1,231 

1,285 

1,455 

2,349 

8,510 

7,490 

Department  stores . 

861 

843 

1,065 

1,100 

1,178 

1,190 

1,084 

957 

1,105 

1,051 

1,095 

1,244 

2,029 

7,321 

6,408 

Drug  and  proprietary  stores . 

165 

162 

172 

163 

180 

182 

184 

167 

176 

165 

168 

172 

266 

1,208 

1,135 

1  Preliminary  estimates,  see  Explanatory  Material,  page  V* . 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  JULY  1964 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Area 

Percentage  change  in 

sales 

Percentage  change  in  sales 

July  1964 

from — 

7  mos.  1964 
from 

7  mos.  1963 

Area 

July  1964  from — 

7  mos.  1964 
frcm 

7  mos .  1963 

July 

1963 

June 

1964 

July 

1963 

June 

1964 

STANDARD  METROPOLITAN  AREA 

New  York-Northeastern  New  Jersey1 . . . 

+12 

-16 

+9 

New  York  City . 

+14 

-19 

+9 

Newark,  N.  J . 

+5 

-10 

+3 

+8 

+2 

+9 

+6 

-14 

+11 

NA 

NA 

NA 

+4 

0 

+4 

Asheville,  N.  C. _ ’. . . 

+5 

+5 

44 

+9 

-7 

+11 

44 

+1 

+5 

+4 

-16 

+8 

+6 

-14 

+4 

Philadelphia,  Pa . 

+10 

-14 

+8 

Phoenix,  Ariz . 

NA 

NA 

NA 

+6 

-14 

+10 

+8 

-20 

+8 

Baton  Rouge,  La . 

+8 

—6 

+4 

+15 

-5 

+9 

-1 

-6 

+16 

-13 

+11 

+5 

17 

+5 

-11 

Rochester,  N.  Y . . . 

-14 

+2 

Sacramento,  Calif . 

+15 

-10 

+16 

Buffalo,  N.  Y . 

-18 

+7 

+6 

-1 

+7 

+12 

-14 

+10 

+18 

10 

+5 

+9 

San  Diego,  Calif . 

+9 

-4 

+10 

+8 

+6 

+11 

+5 

+10 

+8 

Springfield,  Mo . 

+16 

+6 

+9 

+4 

+14 

+9 

-9 

+9 

-10 

+7 

Erie,  Pa . 

+3 

-17 

+6 

Toledo,  Ohio . 

+7 

-9 

+7 

NA 

NA 

NA 

Flint,  Mich . 

+13 

-11 

+12 

Utica  Rome,  N.  Y . 

NA 

NA 

NA 

+13 

+2 

+11 

Grand  Rapids,  Mich . 

+4 

-12 

+7 

Washington,  D.  C . 

+10 

-11 

+12 

Wheeling,  W.  Va . 

-4 

-12 

+1 

+8 

+6 

+9 

Kansas  City,  Mo . 

+10 

+5 

+6 

Knoxville,  Tenn . 

-2 

-3 

+6 

CITIES 

+12 

+9 

0 

-9 

+2 

+3 

-17 

+11 

-16 

+4 

+12 

0 

+11 

-4 

+5 

+9 

-8 

+10 

+10 

-21 

+8 

-5 

-16 

+5 

-1 

+9 

+7 

+3 

+6 

+6 

-11 

+12 

o 

+7 

+7 

-7 

+5 

Mobile,  Ala . 

+4 

-6 

+2 

44 

+  5 

-2 

+8 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 


Table  6.  ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STCRES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS --UNITED  STATES,  BY  KIND  OF  BUSINESS:  JULY  1964 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 
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Kind  of  business 

1964 

1963 

Percentage 

change, 

July  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July1 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec. 

July 

1963 

June 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

14,628 

14,123 

14,335 

14,638 

15,197 

15,140 

15,500 

13,781 

14,016 

13,990 

14,269 

14,361 

15,484 

+  12 

+2 

Durable -goods  stores,  total . 

6,259 

6,083 

6,131 

6,218 

6,491 

6,647 

6,785 

6,457 

6,559 

6,532 

6,  588 

6,456 

6,626 

+5 

.+  2 

Nondurable-goods  stores,  total . 

8,369 

8,040 

8,204 

8,420 

8,706 

8,493 

8,715 

7,324 

7,457 

7,458 

7,681 

7,905 

8,858 

+  19 

+3 

Food  group . 

352 

346 

344 

336 

335 

338 

334 

349 

364 

335 

353 

348 

354 

-4 

-1 

Grocery  stores . 

2  88 

283 

290 

282 

286 

291 

284 

298 

305 

300 

293 

28 9 

293 

-5 

-2 

Eating  and  drinking  places . 

84 

85 

86 

87 

89 

91 

83 

71 

74 

60 

70 

84 

89 

+  17 

-9 

General  merchandise  group . 

4,943 

4,723 

4,792 

4,912 

5,121 

5,083 

5,380 

4,287 

4,371 

4,452 

4,592 

4,762 

5,423 

+25 

+6 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,788 

3,587 

3,648 

3,763 

3,897 

3,915 

4,159 

3,274 

3,336 

3,381 

3,521 

3,641 

4,164 

+27 

+6 

Department  stores . 

3,385 

3,167 

3,241 

3,343 

3,462 

3,475 

3,647 

2,904 

2,971 

3,000 

3,124 

3,240 

3,730 

+  26 

+5 

Mail  order  houses  (department  store  mdse.)... 

972 

960 

977 

983 

1,039 

984 

1,013 

846 

868 

899 

918 

952 

1,062 

+  20 

+3 

Apparel  group . 

1,062 

962 

986 

$86 

1,006 

994 

1,021 

837 

855 

898 

941 

953 

1,186 

+22 

+  3 

Women's  ready-to-wear  stores . 

454 

424 

459 

465 

457 

438 

436 

371 

379 

406 

422 

421 

512 

+  18 

0 

Furniture  and  appliance  group . 

2,199 

2,143 

2,101, 

2,055 

2,104 

2,  111 

2,  268 

2,005 

2,026 

2,035 

2,042 

2,061 

2,278 

+13 

+7 

Furniture,  home  furnishings  stores . 

1,675 

1,620 

1,577 

1,556 

1,587 

1,595 

1,754 

1,528 

1,555 

1,573 

1,565 

1,551 

1,716 

+15 

+  10 

Furniture  stores . 

1,511 

1,457 

1,411 

1,405 

1,442 

1,434 

1,593 

1,401 

1,433 

1,426 

1,419 

1,394 

1,532 

+  14 

+  11 

Household  appliance,  TV,  radio  stores . 

523 

523 

524 

499 

517 

516 

514 

477 

471 

462 

477 

510 

562 

+  8 

0 

Household  appliance  dealers . 

461 

459 

461 

437 

457 

452 

455 

429 

413 

403 

413 

446 

490 

+6 

+  1 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,662 

1,631 

1,682 

1,810 

1,960 

1,968 

1,961 

2,050 

2,117 

2,076 

2,097 

1,932 

1,778 

-4 

0 

Lumber  yards,  building  materials  dealers2.... 

1,216 

1,185 

1,201 

1,309 

1,384 

1, 356 

1, 356 

1,445 

1,510 

1,498 

1,520 

1,441 

1,300 

-6 

0 

Lumber  yards . 

883 

873 

857 

945 

1,003 

963 

960 

1,098 

1,134 

1,104 

1,114 

1,046 

948 

-13 

0 

Automotive  group . 

1,481 

1,442 

1,460 

1,488 

1,553 

1,610 

1,586 

1,510 

1,462 

1,457 

1,514 

1,538 

1,560 

+5 

-1 

Passenger  car  dealers  . 

992 

955 

954 

997 

1,002 

1,005 

989 

1,011 

944 

974 

1,020 

1,028 

1,048 

-2 

-2 

Passenger  car  dealers  (franchised) . 

914 

881 

887 

909 

920 

930 

913 

910 

878 

880 

952 

957 

980 

0 

-2 

Tire,  battery,  accessory  dealers . 

462 

460 

472 

465 

521 

571 

570 

500 

485 

483 

461 

482 

479 

+  14 

0 

Gasoline  service  stations . 

451 

439 

461 

457 

465 

470 

466 

448 

456 

452 

467 

469 

442 

+4 

-1 

Other  retail  stores . 

2,394 

2,352 

2,423 

2,507 

2,564 

2,475 

2,401 

2,224 

2,291 

2,205 

2,193 

2,214 

2,374 

+8 

-3 

CHARGE  ACCOUNTS 

United  States,  total . 

7,409 

7,126 

7,221 

7,431 

7,718 

7,594 

7,611 

7,157 

7,264 

7,178 

7,381 

7,381 

7,826 

+6 

0 

Durable-goods  stores,  total . 

3,337 

3,224 

3,268 

3,399 

3,582 

3,657 

3,710 

3,594 

3,669 

3,654 

3,774 

3,658 

3,622 

+  3 

+  1 

Nondurable-goods  stores,  total . 

4,072 

3,902 

3,953 

4,032 

4,136 

3,937 

3,901 

3,563 

3,595 

3,524 

3,607 

3,723 

4,204 

+9 

-1 

Food  group . . . .* . 

341 

334 

333 

326 

322 

325 

321 

339 

349 

337 

340 

336 

342 

-5 

-1 

General  merchandise  group . 

1,039 

958 

916 

905 

959 

928 

988 

846 

839 

855 

857 

910 

1,160 

+  17 

+6 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

950 

871 

835 

823 

868 

824 

867 

745 

740 

750 

768 

819 

1,065 

+16 

+5 

Department  stores . 

844 

765 

721 

705 

751 

708 

727 

652 

647 

656 

661 

710 

950 

+  12 

+3 

Apparel  group . 

748 

666 

689 

694 

708 

705 

697 

598 

609 

648 

681 

697 

873 

+  17 

-1 

Furniture  and  appliance  group . 

667 

648 

639 

634 

655 

669 

743 

612 

630 

626 

652 

677 

760 

+  21 

+  11 

Furniture,  home  furnishing  stores . 

486 

466 

461 

478 

496 

508 

583 

464 

480 

484 

490 

498 

562 

+  26 

+  15 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,496 

1,452 

1,490 

1,625 

1,760 

1,775 

1,786 

1,845 

1,912 

1,876 

1,914 

1,761 

1,606 

-3 

+  1 

Lumber  yards,  building  materials  dealers2.... 

1,166 

1,136 

1,146 

1,252 

1,328 

1, 308 

1,  299 

1,385 

1,448 

1,437 

1,460 

1,386 

1,246 

-6 

-1 

Lumber  yards . 

848 

840 

822 

910 

970 

936 

926 

1,051 

1,089 

1,061 

1,073 

1,009 

911 

-12 

-1 

Automotive  group . 

882 

858 

849 

855 

899 

915 

881 

844 

809 

818 

885 

884 

902 

♦4 

-4 

Passenger  car  dealers  (franchised) . 

641 

620 

607 

624 

632 

637 

622 

594 

572 

577 

632 

638 

662 

♦5 

-2 

Gasoline  service  stations  . 

439 

430 

447 

444 

452 

457 

454 

438 

447 

441 

455 

455 

429 

+4 

-1 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

7,219 

6,997 

7,114 

7,207 

7,479 

7,546 

7, 889 

6,624 

6,752 

6,812 

6,888 

6,980 

7,658 

+  19 

+5 

Durable -goods  stores,  total . 

2,922 

2,859 

2,863 

2,819 

2,909 

2,990 

3,075 

2,863 

2,890 

2,878 

2, 814 

2,798 

3,004 

♦7 

♦  3 

Nondurable -goods  stores,  total . 

4,297 

4,138 

4,251 

4,388 

4,570 

4,556 

4,814 

3,761 

3,362 

3,934 

4,074 

4,182 

4,654 

+28 

+6 

General  merchandise  group . 

3,904 

3,765 

3,876 

4,007 

4,162 

4, 155 

4,  392 

3,441 

3,532 

3,597 

3,735 

3,852 

4,263 

+  28 

+6 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

2,838 

2,716 

2,813 

2,940 

3,029 

3,091 

3,  292 

2,529 

2,596 

2,631 

2,753 

2,822 

3,099 

+  30 

♦7 

Department  stores . 

2,541 

2,402 

2,520 

2,638 

2,711 

2,767 

2,920 

2,252 

2,324 

2,344 

2,463 

2,530 

2,780 

+  30 

♦6 

Apparel  group . 

314 

296 

297 

292 

298 

289 

324 

239 

246 

250 

260 

256 

313 

+  36 

+  12 

Furniture  and  appliance  group . 

1,532 

1,495 

1,462 

1,421 

1,449 

1,442 

1,525 

1,393 

1,396 

1,409 

1,390 

1,384 

1,518 

+9 

+6 

Furniture,  home  furnishings  stores . 

1,189 

1,154 

1,116 

1,078 

1,091 

1,087 

1, 171 

1,064 

1,075 

1,089 

1,075 

1,053 

1,154 

+  10 

+  8 

Household  appliance,  TV,  radio  stores . 

343 

341 

346 

343 

358 

355 

355 

329 

321 

320 

315 

331 

364 

+8 

0 

Lumber,  building,  hardware,  farm  equip,  group.. 

166 

179 

192 

185 

200 

193 

175 

205 

205 

200 

183 

171 

172 

-15 

-9 

Automotive  group . 

599 

584 

611 

633 

654 

695 

705 

666 

653 

639 

629 

654 

658 

♦6 

♦  1 

Tire,  battery,  accessory  dealers . 

267 

265 

271 

278 

300 

344 

352 

299 

296 

290 

255 

276 

282 

♦  18 

♦2 

*  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

3  Includes  both  franchised  and  nonfranchised  car  dealers. 


Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  conmerclal  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 
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Table  7.  ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS — 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  JULY  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Perce 

cha 

July 

ntage 

nge, 

1964 

Jan. 

Feb. 

Mar. 

Apr. 

May 

1 

June 

July1 

July  | 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

July 

1963 

June 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,207 

5,012 

5,078 

5,177 

5,377 

5,468 

5,499 

4,605 

4,789 

4,846 

4,923 

5,072 

5,591 

+  19 

+  1 

Durable-goods  stores,  total . 

1,180 

1,153 

1,152 

1,159 

1,200 

1,262 

1,263 

1,161 

1,218 

1,211 

1,172 

1,186 

1,222 

+  9 

0 

Nondurable-goods  stores,  total . 

4,027 

3,859 

3,926 

4,018 

4,177 

4,206 

4,  236 

3,444 

3,571 

3,635 

3,751 

3,886 

4,369 

►  23 

+  1 

General  merchandise  group . 

3,587 

3,433 

3,495 

3,595 

3,749 

3,769 

3,805 

3,065 

3,187 

3,255 

3,365 

3,488 

3,904 

+  24 

+  1 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,818 

2,680 

2,733 

2,829 

2,910 

2,954 

2,989 

2,405 

2,508 

2,552 

2,654 

2,744 

3,095 

+  24 

+  1 

Department  stores . 

2,524 

2,369 

2,449 

2,533 

2,606 

2,646 

2,677 

2,153 

2,256 

2,280 

2,375 

2,455 

2,779 

+  24 

+  1 

Apparel  group . 

264 

247 

250 

253 

248 

257 

257 

215 

215 

223 

229 

235 

294 

+  20 

0 

Furniture  and  appliance  group . 

365 

368 

374 

358 

361 

358 

365 

332 

329 

334 

339 

349 

375 

+  10 

+  2 

Tire,  battery,  accessory  dealers . 

270 

268 

273 

283 

302 

338 

349 

307 

306 

301 

266 

28  2 

288 

+  14 

+3 

CHARGE  ACCOUNTS 

United  States,  total . 

1,055 

983 

956 

940 

995 

1,012 

991 

906 

955 

957 

954 

975 

1,116 

+  9 

-2 

Durable-goods  stores,  total . 

309 

290 

290 

305 

313 

336 

341 

321 

369 

363 

357 

350 

331 

+6 

+  1 

Nondurable-goods  stores,  total . 

746 

693 

666 

635 

682 

676 

650 

585 

586 

594 

597 

625 

785 

+  11 

-4 

General  merchandise  group . 

457 

411 

381 

360 

401 

391 

372 

330 

338 

350 

346 

368 

489 

+  13 

-5 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

413 

371 

342 

321 

355 

335 

316 

289 

295 

306 

306 

329 

449 

+9 

-6 

Department  stores . 

383 

344 

315 

293 

326 

306 

286 

266 

274 

283 

284 

302 

418 

+8 

-7 

Apparel  group . 

125 

116 

118 

118 

119 

124 

122 

107 

99 

105 

108 

107 

138 

+  14 

-2 

Furniture  and  appliance  group . 

41 

44 

44 

42 

39 

41 

42 

37 

37 

37 

39 

40 

43 

+  14 

+  2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,152 

4,029 

4,122 

4,237 

4,382 

4,456 

4,508 

3,699 

3,834 

3,889 

3,969 

4,097 

4,475 

+  22 

+  1 

Durable-goods  stores,  total . 

871 

863 

862 

854 

887 

926 

921 

840 

849 

848 

815 

836 

891 

+10 

-1 

Nondurable -goods  stores,  total . 

3,281 

3,166 

3,260 

3,383 

3,495 

3,530 

3,587 

2,859 

2,985 

3,041 

3,154 

3,261 

3,584 

+  25 

+2 

General  merchandise  group . 

3,130 

3,022 

3,114 

3,235 

3,348 

3,378 

3,433 

2,735 

2,849 

2,905 

3,019 

3,120 

3,415 

+  26 

+  2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,405 

2,309 

2,391 

2,508 

2,555 

2,619 

2,673 

2,116 

2,213 

2,246 

2,348 

2,415 

2,646 

+  26 

+  2 

Department  stores . 

2,341 

2,025 

2,134 

2,240 

2,280 

2,  340 

2,  391 

1,887 

1,982 

1,997 

2,091 

2,153 

2,361 

+  27 

+2 

Apparel  group . 

139 

131 

132 

135 

129 

133 

135 

108 

116 

118 

121 

128 

156 

+  25 

+  2 

Furniture  and  appliance  group . 

324 

324 

330 

316 

322 

317 

323 

295 

292 

297 

300 

309 

332 

+9 

+  2 

1  Preliminary  estimates,  see  Explanatory  material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-1ULY  1964  AND  JULY  1963 


(Billions  o(  dollars) 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


0  0.6  1.2  1.8  2.4  3.0  3.6  4.2  4.8  5.4  6.0 


^Based  on  data  shown  in  table  6. 


- - - - - - I _ I _ I _ I _ I 

0  0.6  1.2  1.8  2.4  3.0  3.6  4.2  4.8  5.4  6.0 


NOTE:  1964  data  ore  bosed  on  preliminary  estimates  while  1963  data  are  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES --UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month-to-month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6.7 

6.1 

5.8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.  5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2.2-2. 4 

2.3 

0.  5-0.9 

0.7 

Eating  places . 

2. 7-2.9 

2.8 

2.6 -2.8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3.2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1. 9-2.1 

2.0 

(ZJ-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1. 6-1.8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  stord  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5.9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3.3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5. 2 

4.8 

1. 3-2.7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0. 8-1.2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0. 8-1.2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0. 8-1.2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2.4-3 .2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0. 7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCR  TWO  CONSECUTIVE  MONTHS1 — UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5. 9 

4.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2.2-4. 2 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

1.4-6. 7 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  In  table  2.  See  Explanatory  ffeterial  for  table  2,  page  15. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  .ne  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change;  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1. 6-2.3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

4. 0-4. 5 

4.3 

4.0 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

4.8 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4.0-4 .3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

4.4 

Household  appliance,  TV,  radio  stores . 

4 .4-5.3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . . . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4.4 

4.3 

4.0^  .4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5.2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . . . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0.8-1. 4 

1.0 

Gasoline  service  stations . 

4. 4-5. 4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1. 9-2.3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2. 6 

2.4 

2. 2-2 .4 

2.4 

0. 7-1.1 

0.9 

Nondurable -goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3.1-4 .4 

4.1 

3 .0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3.0-4  .7 

4.3 

3.1-;. 6 

4.3 

0.6-1. 2 

0.9 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm* equipment  group . 

3. 5-3. 7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4.1-;. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4.7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . .‘ . 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

0.8 

Nondurable-goods  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0. 1-0.8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . 

3 .9-4 .4 

4.1 

3. 9-5.4 

3.9 

0. 7-3.1 

1.1 

Furniture,  heme  furnishings  stores . 

4. 7-5 .4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2 .4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3.7-4. 1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  14.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to -month 
percentage 
change^ 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-0.1 

0.1 

Durable-goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1 .3 

1.1 

0.2-0. 5 

0.3 

Nondurable -goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

( Z )  -0 . 2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0 .3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2 .2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.9-1 .4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1 .3 

1.2 

0.1-0. 5 

0.5 

,  CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1 .3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2.7 -2.8 

2.7 

2.6-2 .7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0.3-0. 9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1 .3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(Z)-1.4 

(Z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(z) 

Apparel  group . 

3 .7-4 .4 

4.0 

3. 7-3. 8 

3.8 

0.3-0. 7 

0.7 

Furniture  and  appliance  group . 

3. 1-3. 7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0.3-0 .4 

0.3 

( Z)  —0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . . . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

Department  stores . 

0. 2-0.3 

0.2 

0. 2-0.3 

0.2 

(Z)-0.1 

(z) 

Apparel  group . 

1.3-2. 1 

1.6 

1.3-2. 2 

1.8 

( Z )  —0  5 

0.2 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.8-1. 3 

1.0 

(X) 

(z) 

Z  Sanpling  variability  is  less  than  0.1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  hy  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates  for  all  retail  stores 
are  available .  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected .  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes).  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  frcsn 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  m^  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  vised  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service, Diners '  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables — receivables  out¬ 
standing  on  accounts  which  were  scheduled  to  be  paid 
in  two  or  more  payments,  regardless  of  the  name  of 
the  plan,  suchaB  "budget,"  "revolving  credit, "  "cou¬ 
pon"  plan,  etc . 

Nature  of  the  Sample 

I.  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  ihe  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample : 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of  Business . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million cr  more.  All  "National 
List  Stores"  report  monthly  by  mail. 

"large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores "  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  tor  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey .  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components . 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end -of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  conseeutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 
Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit— e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently ofthe  Census  Bureau 
for  department  stores,  mail  order  houses, furniture 
and  home  furnishings  stores ,and  household  appliance 


dealers .  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures .  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics, April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised ".) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  or  products. 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware, farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple  . )  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of 20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio"  is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the  same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple  . 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined .  For  individual 
kinds-of-business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .9  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census .  A  descrip¬ 
tion  of  the  sanple  as  constituted  in  October  1955, 
estimating  procedure  used, and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sanple  for 
the  Monthly  Retail  Trade  Report . " 
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II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging  cn  the  average  from  .4  percent  for  "the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3 .3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  reguested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
( see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  5 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  5  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors.  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version,  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation, "  pp . 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of -business  group  and  total  levels 
were  derived  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Thble  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Ad justed  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind -of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subjeot  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 


Table  12.  COMBINED  SEASONAL,  TRADING  DAY  AND  HOLIDAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JANUARY  1963— DECEMBER  1964 
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Table  13.  AVERAGE  MONTH- TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  \ND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

I/C 

MCD 

Average  duration  of 

run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.50 

7.36 

35.5 

.80 

.65 

.43 

1.51 

2 

2.34 

1.77 

10.92 

3.51 

Durable-goods  stores,  total . 

7.51 

7.33 

28.5 

1.80 

1.54 

.88 

1.75 

2 

2.18 

1.58 

9.75 

3.02 

Nondurable -goods  stores,  total . 

8.00 

7.86 

41.4 

.67 

.51 

.37 

1.38 

2 

1.96 

1.63 

58.50 

3.42 

Food  group . 

5.85 

5.83 

15.6 

.71 

.55 

.35 

1.57 

2 

1.93 

1.50 

58.50 

4.06 

Grocery  stores . 

6.08 

6.08 

15.7 

.71 

.55 

.39 

1.41 

2 

2.05 

1.38 

39.00 

4.06 

Eating  and  drinking  places . 

5.15 

3.61 

20.2 

.84 

.75 

.33 

2.27 

3 

2.05 

1.60 

10.92 

4.96 

General  merchandise  group . 

16.92 

16.65 

104.0 

1.37 

1.20 

.42 

2.86 

3 

1.90 

1.72 

14.63 

3.15 

Department  stores . 

17.91 

16.01 

107.7 

1.71 

1.58 

.46 

3.43 

4 

1.70 

1.51 

11.91 

3.37 

Variety  stores . 

20.41 

18.77 

132.2 

1.55 

1.48 

.48 

3.08 

3 

1.70 

1.58 

16.38 

3.91 

Mail  order  houses  (department  store  merchandise). 

16.86 

14.65 

89.9 

2.20 

2.10 

.66 

3.18 

4 

1.82 

1.70 

11.91 

6.40 

Apparel  group . 

20.06 

19.67 

105.4 

1.73 

1.56 

.43 

3.63 

4 

1.82 

1.46 

10.64 

3.12 

Men's,  boys'  wear  stores . 

22.62 

20.42 

125.4 

2.58 

2.35 

.78 

3.01 

4 

1.93 

1.52 

7.71 

3.28 

Women's  apparel,  accessory  stores . 

19.55 

16.55 

96.9 

1.81 

1.72 

.52 

3.31 

4 

1.90 

1.54 

11.91 

4.13 

Shoe  stores . 

20.50 

17.31 

58.5 

2.36 

2.29 

.63 

3.63 

4 

1.82 

1.72 

10.08 

3.28 

Furniture  and  appliance  group . 

8.73 

8.55 

48.5 

1.39 

1.12 

.51 

2.20 

3 

1.70 

1.43 

19.50 

4.16 

Furniture,  home  furnishings  stores . 

8.66 

7.71 

39.5 

1.42 

1.23 

.58 

2.12 

3 

2.15 

1.47 

14 .56 

4.61 

Household  appliance,  TV,  radio  stores . 

9.98 

8.67 

53.8 

2.28 

2.07 

.71 

2.92 

4 

1.90 

1.70 

9.36 

3.20 

Lumber,  building,  hardware,  farm  equipment  group... 

8.84 

8.91 

44.7 

1.92 

1.79 

.55 

3.25 

4 

2.02 

1.65 

6.50 

3.66 

Lumber  yards,  building  materials  dealers . 

9.54 

8.43 

46.0 

1.89 

1.66 

.71 

2.34 

3 

1.87 

1.56 

8.73 

4.78 

Hardware  stores . 

12.07 

10.53 

53.8 

1.73 

1.64 

.53 

3.09 

4 

2.05 

1.87 

9.36 

4.92 

Automotive  group . 

7.80 

7.13 

34.8 

3.06 

2.70 

1.31 

2.06 

3 

2.11 

1.54 

8.36 

3.31 

Passenger  car,  other  automotive  dealers . 

7.94 

7.11 

36.1 

3.22 

2.86 

1.37 

2.09 

3 

2.11 

1.54 

9.75 

3.31 

Tire,  battery,  accessory  dealers . 

12.34 

10.26 

49.7 

2.39 

2,14 

.92 

2.33 

3 

1.98 

1.60 

9.36 

4.30 

Gasoline  service  stations . 

4.24 

2.62 

12.3 

.81 

.60 

.51 

1.18 

2 

2.22 

1.66 

43.67 

4.48 

Drug  and  proprietary  stores . 

6.88 

6.06 

34.5 

.98 

.84 

.46 

1.83 

2 

2.38 

1.66 

16.38 

4.19 

Liquor  stores . 

11.66 

9.11 

61.5 

1.21 

1.04 

.57 

1.82 

2 

2.02 

1.47 

14.56 

4.19 

GROUP  II  STORES 

United  States,  total . 

11.98 

10.79 

57.0 

1.15 

1.04 

.53 

1.96 

3 

1.95 

1.57 

14.11 

6.58 

Grocery  stores . 

7.94 

2.29 

10.5 

1.02 

.89 

.53 

1.68 

2 

1.82 

1.42 

65.50 

3.94 

Eating  and  drinking  places . 

4.37 

2.73 

14.6 

1.39 

1.27 

.62 

2.05 

3 

2.73 

2.34 

14.56 

6.14 

General  merchandise  group . 

17.57 

17.43 

113  .4 

2.36 

2.29 

.77 

2.97 

3 

1.76 

1.53 

11.30 

3 .41 

Department  stores . 

17.11 

15.38 

103.7 

3.42 

3.35 

1.12 

2.99 

3 

3.42 

1.44 

8.19 

3.31 

Variety  stores . 

21.23 

19.78 

135.3 

1.57 

1.53 

.42 

3.64 

4 

1.98 

1.68 

13.10 

5.33 

Apparel  group . 

23.31 

22.62 

108.7 

2.48 

2.36 

.72 

3.28 

4 

1.79 

1.57 

14.13 

4.20 

Men's,  boys'  wear  stores . 

27.69 

24.05 

134.1 

5.01 

5.10 

1.33 

3.83 

4 

2.22 

1.96 

8.73 

5.57 

Women's  apparel,  accessory  stores . 

22.25 

18.91 

111.5 

2.74 

2.57 

.81 

3.17 

4 

1.93 

1.72 

10.08 

5.57 

Shoe  stores . 

24.17 

20.69 

70.6 

3.36 

3.32 

.56 

5.93 

6 

1.70 

1.51 

10.92 

4.85 

Tire,  battery,  accessory  dealers . 

14.10 

12.29 

60.6 

2.86 

2.68 

.78 

3.44 

4 

1.93 

1.64 

9.36 

4.57 

Drug  and  proprietary  stores . 

10.50 

9.36 

61.5 

1.65 

1.55 

.59 

2.63 

3 

2.18 

1.87 

21.83 

11.73 

EXPLANATORY  NOTES:  The  fol lowing  ere  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

~T is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component . 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

I/C  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb.-Mnr., 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  It  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  **or  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95^  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  16  1.85  for  household  appliances.  This  indicates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  colixnns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Th  is  a  monthly  senes  on  sales  of  retail  stores  for  geographic  regions,  divisions,  and  selected 
states  and  standard  metropolitan  statistical  areas,  supplementing  the  regular  Monthly  Retail  Trade  Re- 
pert.  The  statistics  by  geographic  areas,  which  are  available  effective  with  data  for  April  1962,  are 
not  adjusted  for  seasonal  variations  and  trading  day  differences.  The  estimates  shown  in  this  report 
™  °n  a  ?r°^  llty  ,Sample  and  therefore  the  sampling  variability  of  these  estimates  is  measur- 
metnoTv.T^36  are  less  rellable  for  the  smaller  geographic  areas,  such  as  States  and  standard 
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qnhWt  +n  d  lmnr  grou?s^-  Statistics  shown  in  this  report  are  limited  to  those  estimated  to  be 
subject  to  a  sampling  variability  of  7  percent  or  less,  for  dollar  volume  estimates  and  year-to-year 
percentage  change,  and  to  3  percent  for  the  percentage  change  over  two  consecutive  months.  These 
ShOUld  U?ed  Ylth  due  regard  to  "their  sampling  error,  as  specified  on  pages  4  and  5  and 
•  +  •  °n  page  !dlls  reP°r"t-  Figures  subj'ect  to  possible  sampling  error  in  excess  of  these 

for^  S  rtam  purposes;  they  can  therefore  be  obtained  on  request  for  internal  use  but  not 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  JULY  1963  TO  JULY  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 


UNITED  STATES,  TOTAL . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . . 

Apparel  group . 

Furniture  and  appliance  group . 

Lumber, bldg., hdwe., farm  equip. grp... 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  NORTHEASTERN  STATES,  TOTAL . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total.. 

Food  group . 

Grocery  stores . . . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Lumber, bldg., hdwe., farm  equip. grp. . . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  NORTH  CENTRAL  STATES,  TOTAL . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Lumber, bldg., hdwe., farm  equip. grp... 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  SOUTH,  TOTAL . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Lumber, bldg., hdwe., farm  equip. grp... 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  WEST,  TOTAL . 

Durable-goods  stores,  total . 

Nondurable -goods  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores. . 


1964 

Percentage  change 

Jan. -July 

July  1%4 

1%4 

from-- 

Jan. 

Feb. 

Mar. 

Apr . 

May 

1  June 

July1 

July 

Aug. 

Sept. 

Oct . 

f  tov . 

Dec . 

Jan. -July 

July 

June 

1 

1%3 

1963 

1964 

19, 154 

18,758 

20,502 

21, 186 

22,508 

22, 242 

22,172 

20, 540 

21,018 

19, 267 

21,528 

21,494 

25,104 

+6 

+8 

0 

6,031 

6,122 

6,741 

7,360 

7,693 

7, 719 

7,417 

6,976 

6,556 

5,999 

7,599 

6,985 

7,208 

+7 

+6 

-4 

13,123 

12,636 

13,761 

13, 826 

14,815 

14,523 

14,755 

13,564 

14,462 

13, 268 

13,929 

14,509 

17,8% 

+6 

+9 

+2 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

5,455 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

+5 

+9 

+7 

4,558 

4,395 

4,406 

4,414 

4,739 

4,  613 

4,949 

4,502 

4,828 

4,238 

4,449 

4,689 

4,679 

+5 

+10 

+7 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,810 

1,646 

1,698 

1,526 

1,556 

1,486 

1,533 

+7 

+10 

+6 

3, 803 

3,722 

4,559 

4,454 

4,804 

4,841 

4,600 

4,083 

4,603 

4,416 

4,703 

5,113 

7,904 

+10 

+13 

-5 

1,872 

1,875 

2,  303 

2, 310 

2,479 

2,491 

2,381 

2, 108 

2,444 

2,275 

2,417 

2, 728 

4,399 

+9 

+13 

-4 

1,094 

1,069 

1,336 

1,  366 

1,463 

1,481 

1,392 

1,212 

1,408 

1,340 

1,408 

1,590 

2,625 

+11 

+15 

-6 

1,026 

927 

1,  283 

1,140 

1,282 

1,238 

1,121 

1,010 

1,167 

1,161 

1, 191 

1,308 

2, 172 

+7 

+11 

-9 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

965 

992 

980 

1,095 

1,077 

1, 333 

+15 

+14 

-1 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,508 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

+4 

+4 

-3 

3,677 

3,684 

4,058 

4,453 

4,551 

4,387 

4,162 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

+6 

+4 

-5 

1,566 

1,480 

1,585 

1,617 

1,708 

1,754 

1,836 

1,712 

1,730 

1,599 

1,649 

1,625 

1,713 

+4 

+7 

+5 

671 

656 

680 

665 

713 

705 

705 

660 

680 

647 

667 

666 

906 

+4 

+7 

0 

4,933 

4,766 

5,283 

5,370 

5,734 

5,671 

5,482 

5,213 

5,262 

4,837 

5,390 

5,492 

6,595 

+5 

+5 

-3 

1,356 

1,348 

1,553 

1,714 

1,817 

1,775 

1,591 

1,598 

1,458 

1, 257 

1,679 

1,595 

1,685 

+5 

0 

-10 

3,577 

3,418 

3,730 

3,656 

3,917 

3,896 

3,891 

3,615 

3,804 

3,580 

3,711 

3,897 

4,910 

+5 

+8 

0 

1,435 

1, 373 

1,385 

1,  381 

1,484 

1,450 

1,546 

1,434 

1,482 

1,318 

1,367 

1,426 

1,459 

+5 

+8 

+7 

1,208 

1,152 

1,152 

1,159 

1,  249 

1,217 

1,316 

1, 167 

1,243 

1,094 

1,142 

1, 1% 

1,205 

+6 

+13 

+8 

423 

409 

447 

466 

508 

528 

545 

507 

524 

472 

485 

454 

467 

+6 

+7 

+3 

1,036 

997 

1,246 

1,181 

1,314 

1,338 

1,218 

1,099 

1, 217 

1,  210 

1,  280 

1,413 

2,  208 

+8 

+11 

-9 

447 

435 

537 

529 

585 

608 

576 

503 

567 

559 

588 

674 

1,106 

+8 

+15 

-5 

280 

263 

333 

330 

368 

383 

350 

295 

339 

347 

358 

409 

697 

+8 

+19 

-9 

340 

306 

439 

376 

435 

430 

348 

320 

362 

388 

388 

425 

700 

+7 

+9 

-19 

+9 

i  i  i  l  i  i  ” 

l  i 

284 

276 

301 

307 

325 

327 

336 

325 

322 

298 

303 

300 

308 

+5 

+3 

+3 

153 

146 

151 

146 

152 

160 

159 

154 

159 

152 

154 

154 

203 

+2 

+3 

-1 

5,516 

5,397 

5,872 

6,254 

6,674 

6,  549 

6,562 

6,110 

6,237 

5,819 

6,616 

6,510 

7,  347 

+6 

+7 

0 

1,713 

1,737 

1,918 

2,198 

2,  242 

2,284 

2,215 

2, 132 

1,9% 

1, 899 

2,437 

2, 172 

2,121 

+6 

+4 

-3 

3,803 

3,660 

3,954 

4,056 

4,432 

4, 265 

4,347 

3,978 

4,241 

3,920 

4,179 

4,338 

5,226 

+5 

+9 

+2 

1, 390 

1,360 

1,356 

1, 359 

1,472 

1,428 

1,518 

1,  368 

1,456 

1,303 

1,  379 

1,449 

1,446 

+5 

+11 

+6 

1,  276 

1,253 

1,246 

1,248 

1,349 

1,  302 

1,391 

1,256 

1,335 

1, 193 

1,261 

1,329 

1,319 

+5 

+11 

+7 

436 

410 

440 

458 

493 

510 

552 

491 

507 

463 

475 

450 

452 

+8 

+12 

+8 

1,091 

1,064 

1,300 

1,310 

1,386 

1,393 

1,344 

1, 191 

1,357 

1, 324 

1,402 

1,548 

2,309 

+10 

+13 

-4 

585 

590 

724 

735 

785 

796 

753 

655 

777 

735 

771 

887 

1,386 

+11 

+15 

-5 

342 

337 

419 

444 

468 

476 

439 

384 

455 

436 

449 

512 

832 

+12 

+14 

-8 

259 

227 

307 

295 

327 

298 

279 

257 

298 

289 

298 

351 

553 

+5 

+9 

-6 

247 

247 

269 

280 

274 

299 

312 

279 

282 

300 

333 

310 

370 

+16 

+12 

+4 

350 

348 

401 

489 

533 

571 

563 

535 

555 

584 

622 

536 

467 

+6 

+5 

-1 

977 

993 

1,103 

1,291 

1,285 

1, 250 

1,185 

1, 177 

1,013 

846 

1,315 

1, 157 

1,030 

+4 

+1 

-5 

501 

475 

502 

521 

551 

542 

575 

541 

547 

505 

542 

529 

570 

+3 

+6 

+6 

205 

197 

198 

191 

214 

205 

209 

198 

203 

199 

206 

209 

278 

+3 

+6 

+2 

5,190 

5, 171 

5,702 

5,809 

6,198 

5,994 

6, 054 

5,443 

5,663 

5,102 

5,668 

5,640 

6,575 

+8 

+11 

+1 

1,767 

1,860 

2,067 

2,163 

2, 303 

2,228 

2,201 

1,911 

1,845 

1,692 

2,056 

1,907 

1, 999 

+11 

+15 

-1 

3,423 

3, 311 

3,635 

3,646 

3,895 

3,766 

3,  853 

3,532 

3,818 

3,410 

3,612 

3,733 

4,576 

+6 

+9 

+2 

1,308 

1,  255 

1,266 

1, 282 

1,373 

1,352 

1,439 

1,325 

1,428 

1, 232 

1,307 

1, 364 

1,  357 

+4 

+9 

+6 

1,247 

1,1% 

1, 201 

1,212 

1,304 

1,285 

1,366 

1,259 

1, 360 

1, 177 

1,247 

1, 306 

1,  290 

+4 

+8 

+6 

306 

301 

32 3 

345 

357 

359 

382 

344 

351 

309 

316 

308 

319 

+9 

+11 

+6 

986 

982 

1,232 

1,183 

1,286 

1,258 

1,210 

1,065 

1,226 

1,122 

1,195 

1,  277 

2,007 

+11 

+14 

-4 

491 

500 

626 

624 

673 

633 

604 

548 

642 

566 

617 

676 

1,104 

+9 

+10 

-5 

241 

238 

311 

312 

337 

323 

311 

270 

316 

285 

308 

346 

564 

+11 

+15 

-4 

272 

254 

361 

304 

333 

312 

306 

277 

333 

310 

327 

349 

586 

+8 

+10 

-2 

223 

228 

245 

260 

280 

313 

300 

240 

251 

246 

251 

252 

317 

+18 

+25 

-4 

250 

266 

344 

396 

436 

418 

391 

365 

361 

340 

371 

332 

283 

+6 

+7 

1, 160 

1,210 

1,  314 

1, 355 

1,412 

1,312 

1,323 

1, 169 

1,085 

955 

1,  295 

1, 169 

1,140 

+10 

+13 

+1 

471 

444 

477 

486 

512 

538 

554 

497 

514 

469 

473 

466 

490 

♦-8 

+11 

+3 

181 

180 

188 

186 

201 

196 

196 

175 

179 

167 

172 

173 

229 

+5 

+12 

0 

1  3,515 

3,424 

3,645 

3,753 

3,902 

4,028 

4,  074 

3,774 

3, 856 

3,509 

3,854 

3,852 

4, 587 

+6 

+8 

+1 

1,195 

1, 177 

1,203 

1,285 

1,331 

1,432 

1,410 

1, 335 

1,257 

1,151 

1,427 

1,  311 

1,403 

+6 

+6 

-2 

2,320 

2,247 

2,442 

2,463 

2,571 

2, 596 

2,  664 

2,439 

2,599 

2,358 

2,427 

2,541 

3, 134 

+6 

+9 

+3 

885 

861 

384 

876 

919 

884 

952 

876 

952 

831 

857 

914 

932 

+4 

+9 

4-8 

827 

794 

807 

795 

837 

809 

876 

820 

390 

774 

799 

858 

865 

+3 

+7 

+8 

271 

266 

275 

278 

292 

314 

331 

304 

316 

2  82 

280 

274 

295 

+6 

+9 

+5 

690 

679 

781 

775 

818 

852 

828 

728 

803 

760 

826 

875 

1,380 

+11 

+14 

-3 

349 

350 

416 

422 

436 

454 

448 

402 

458 

415 

441 

491 

803 

+9 

+13 

+11 

+11 

+11 

+21 

-1 

155 

wo 

176 

165 

187 

198 

188 

156 

174 

174 

178 

183 

333 

-5 

i  i  i  i  i  i  i  i  i  ill 

+2 

+6 

+6 

+6 

+7 

-2 

1 

_ 

LIJ 

. 

i 

i 

1  Preliminary  estimates.  2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in 

department  store  types  of  merchandise. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately.  States 
in  geographic  regions  are  shown  on  last  page  of  report. 


Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  JULY  1963  TO  JULY  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


3 


Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 

1  Preliminary  estimates. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department  store  type:  of  norohandlne. 
(C)  (c)  See  footnote  to  table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  SELECTED  LARGE  STATES:  JULY  1963  TO  JULY  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1964 

1963 

Percentage  change 

Jan. -July 
1964 
from — 

Jan. -July 
1963 

July  1964 
from — 

Jan . 

Feb . 

Mar. 

Apr. 

May 

|  June 

July* 1 

July  | 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

July 

1963 

June 

1964 

California . 

2,154 

2,109 

2,195 

2,260 

2,354 

2,389 

2,405 

2,140 

2,192 

2,011 

2,248 

2,277 

2,783 

+8 

4-12 

4-1 

Illinois . 

1,143 

1,131 

1,276 

1,336 

1,418 

1,384 

1,307 

1,193 

1,234 

1,172 

1,332 

1,386 

1,602 

+8 

4-10 

-6 

Massachusetts . 

586 

561 

630 

665 

697 

675 

6?9 

606 

607 

549 

607 

631 

778 

+5 

4-5 

-5 

Michigan . 

853 

823 

884 

952 

1,017 

984 

972 

945 

9f3 

859 

981 

973 

1,109 

+6 

4-3 

-1 

New  Jersey . 

697 

699 

802 

808 

869 

851 

833 

749 

735 

675 

780 

782 

920 

+9 

4-11 

-2 

New  York . 

1,910 

1,839 

2,028 

2,036 

2,156 

2,114 

2,006 

1,940 

1,997 

1,892 

2,081 

2,110 

2,493 

+5 

4-3 

-5 

Ohio . 

986 

977 

1,063 

1,115 

1,176 

1, 147 

1,138 

1,088 

1,135 

1,074 

1,212 

1,182 

1,340 

+6 

+5 

-1 

Pennsylvania . 

1,088 

1,066 

1,181 

1,213 

1,286 

1,267 

1,226 

1,213 

1,205 

1,100 

1,240 

1,264 

1,520 

+2 

4-1 

-3 

Texas . 

1,010 

1,021 

1,113 

1,129 

1,192 

1,161 

1,210 

1,088 

1,130 

1,013 

1,107 

1,074 

1,228 

+5 

4-11 

44 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MDNTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARCEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  JULY  1963  TO  JULY  1964 


Statistical  areas 


Standard  Consolidated  Areas2 

Chicago,  Ill .-Northwestern  Ind . , 

total . 

GAF3 . 

New  York-Northeastern  N.J., 

total . 

GAF3 . 

Standard  Metropolitan 
Statistical  Areas2 

Chicago,  Ill . ,  total . 

GAF3 . 

Detroit.  Mich.,  total . 

GAF3 . 

Los  Angeles,  Calif.,  total . 

GAF3 . 

New  York,  N.  Y.,  total . 

GAF3 . 

Philadelphia,  Pa.,  total . 

GAF3 . 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


1964 

Percentage  change 

Jan. -July 
1964 
from — 

Jan. -July 
1963 

July  1964 

fran — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

I  June 

July1 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

July 

1963 

June 

1964 

812 

802 

910 

942 

986 

958 

905 

837 

869 

818 

928 

963 

1,145 

4-7 

4-12 

4-8 

4-12 

-6 

-15 

1,708 

412 

1,666 

395 

1,846 

488 

1,829 

456 

1,951 

517 

1,905 

527 

1,782 

456 

1,693 

413 

1,693 

445 

1,635 

484 

1,838 

505 

1,869 

537 

2,216 

813 

4-5 

4-10 

+5 

4-10 

-6 

-13 

758 

742 

853 

877 

914 

889 

836 

765 

797 

753 

847 

894 

1,071 

4-8 

4-12 

4-6 

4-21 

410 

4-16 

4-4 

4-9 

+11 

-6 

-16 

1  1  1 

i  " 

iii  ii 

j  i  i 

i  5  n 

III  II 

+20 

+11 

+18 

+2 

+11 

+9 

+10 

1,018 

963 

1, 004 

1,022 

1,061 

1,063 

1,072 

965 

989 

918 

1,039 

1,064 

1,337 

-3 

+1 

1,229 

1,195 

1,308 

1,282 

1,356 

1,326 

1,232 

1,204 

1,220 

1,191 

1,312 

1,345 

1,603 

-3 

-7 

-15 

i  i  i  i  i  i  ;  i  i  i  i  i  i 

4-8 

4-9 

i  i  i  i  i  i  ^  i  i  i  i  i  • 

-12 

- - 1 - 1 - 1 - 1 - 1_ i_ 5  i_ i_ i_ i  i  i  

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated 

Dollar  volume  sales  and  percent 
change  from  the  same  month  a  year  ago1 

A  =  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


Sampling  Variability  Ranges 

Percent  change  over  2  consecutive  months2 


a  =  0  to  1.5  percept 
b  •  1.6  to  3.0  percent 
c  ■  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar 

volume  estimates 

Percentage  change  from  same 
month  a  year  ago 

Month- to- month  percent  change 
2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  Diaces . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  CEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

Vest  North 
Central 

South 

Atlantic 

East  South 
Central 

Vest  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable -goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Perce 

ntage  change 

frcm  same  n 

onth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable -goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

3 

b 

Nondurable -good s  stores . • . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

a 

b 

a 

a 

GAF,  total . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

A 

B 

B 

b 

B 

B 

B 

B 

New  York.'. . 

B 

B 

B 

B 

a 

B 

B 

a 

Table  S-4.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York -Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  HI . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

los  Angeles,  Calif . 

B 

C 

B 

B 

b 

Mew  York,  N.  Y . 

B 

C 

B 

B 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  sanple  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist- 
ance  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments ;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above . 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1962  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business .  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  is  measurable. 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate .  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates.) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  againsta  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published  (feta  from  their  respective  totals.  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
,rbuilding  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind -of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAR  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 

CHICAGO,  ILL . — NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 

GARY -HAMMOND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK -NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

'  JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERSON -CLIFTON-PASSAIC,  N.J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 


DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES -LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties,  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 
N.  J. 


Middlesex  and  Somerset  counties,  N.J. 

Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  August  1964 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  August  1964  were  estimated  at  $21.8 
billion,  2  percent  below  sales  for  July  1964  but  4 
percent  above  August  1963.  After  adjustment  for  sea¬ 
sonal  variations  and  trading  day  differences,  but  not 
for  price  changes,  August  sales  amounted  to  $22.3 
billion,  1  percent  higher  than  July  1964  and  8  per¬ 
cent  above  August  1963.  Adjusted  sales  of  durable- 
goods  stores  in  August  increased  4  percent  from  July 
1964  and  11  percent  from  August  1963.  Adjusted  sales 
of  nondurable-goods  stores  in  August  1964  were  little 
changed  from  the  previous  month  but  were  6  percent 
above  the  August  1963  level. 

Based  on  adjusted  data,  August  1964  sales  of  the 
automotive  group  were  6  percent  above  those  for  July. 
The  lumber,  building,  hardware,  farm  equipment  group 
and  the  furniture  and  appliance  group  each  were  down 
1  percent  from  the  previous  month.  In  the  nondurable- 
goods  stores  category,  month- to-month  increases  were 
reported  by  the  apparel  group  (+4$)  and  the  general 
merchandise  group  (+2$)  while  the  food  group  de¬ 
creased  (-1$)  and  eating  and  drinking  places  remained 
virtually  unchanged. 


SALES  OF  ALL  RETAIL  STORES  - 
FIRST  EIGHT  MONTHS-1961  THROUGH  1964 

[Not  adjusted  for  seasonal  variations  or  trading  day  differences] 
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In  the  durable-goods  stores  category,  a  comparison 
of  adjusted  sales  for  August  1964  with  those  for  the 
same  month  a  year  ago,  shows  that  furniture  and  ap¬ 
pliance  group  sales  were  up  (+1756)  and  the  automotive 
group  up  (+1356),  while  sales  of  the  lumber,  building, 
hardware,  farm  equipment  group  decreased  (-256).  In 
the  nondurable-goods  stores  category,  all  major 
kinds-of-business  groups  reported  year-to-year  in¬ 
creases,  with  the  general  merchandise  group  gaining 
(+1156),  apparel  group  (+956),  eating  and  drinking 
places  (+856)  and  the  food  group  (+556). 

Unadjusted  cumulative  sales  of  all  retail  stores 
for  the  first  8  months  of  1964  amounted  to  $168.3 
billion,  6  percent  above  the  first  8  months  of  1963. 
On  an  adjusted  basis,  sales  for  all  major  kind-of- 
business  groups  increased  over  the  same  period  last 
year.  The  largest  increases  were  reported  by  the 
furniture  and  appliance  group  (+1556),  general  mer¬ 
chandise  group  (+956),  apparel  group  (+856),  eating 
and  drinking  places  (+756),  and  the  automotive  group 
(+656). 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $15.5 
billion  in  total  accounts  receivable  balances  owed 


by  customers  as  of  August  31,  1964.  Based  on  data 
not  ad justed  for  seasonal  variations  or  price  changes, 
this  total  was  1  percent  above  the  July  1964  level 
and  11  percent  higher  than  the  $14.0  billion  esti¬ 
mated  as  of  August  31,  1963.  Year-to-year  increases 
were  reported  in  both  the  installment  account  bal¬ 
ances  (+1956)  and  in  the  charge  cccount  balances  (+356). 


Total  receivable  balances  of  durable-goods  stores 
as  of  August  31,  1964  were  1  percent  higher  than 
balances  for  the  previous  month  and  3  percent  above 
those  outstanding  at  the  end  of  August  31,  1963. 
Nondurable-goods  stores  reported  a  2  percent  increase 
in  total  amounts  outstanding  from  the  July  31,  1964 
total,  and  an  18  percent  increase  over  the  total  for 
the  end  of  August  1963. 


For  sale  by  the  Superintendent  of  Documents,  Government  PrintingOffice,  Washington,  D.C.  20402.  Annual  subscription  to  Current  Retail  Trade  Reports 
(Weekly  Retail  Sales  Report,  Advance  Monthly  Retail  Sales  Report,  Monthly  Retail  Trade  Report,  and  Annual  Retail  Trade  Report'soM  ■L'i 'smkle 
subscription)  *6.00.  Single  copies,  available  from  the  Government  Printing  Office,  10*  each. 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  Of  BUSINESS:  AUGUST  1964 


(Millions  of  dollars) 


Kind  of  business 

1964 

1963 

Total  8 

months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

Jure 

1  July 

Aug  -1 

Aug .  1 

Sept. 

Oct. 

Nov . 

Dec . 

1964 

1963 

Data  NOT  ADJUSTED  for 

seasonal  variations  or  trading  day  differences 

United  States,  total . 

19, 165 

18,758 

20, 502 

21,186 

22,508 

22, 242 

l 

22,156 

21,786 

21,018 

19,267 

21,528 

21,494 

25,104 

168,292 

- 

Durable-goods  stores,  total . 

6,031 

6,122 

6,741 

7,360 

7,693 

7,719 

7,399 

7,002 

6,556 

5,999 

7,599 

6,985 

7,208 

56, 067 

52, 307 

Nondurable-goods  stores,  total . 

13,123 

12,636 

13,761 

13,826 

14,815 

14,  523 

14,757 

i4,7e~ 

14,462 

13,268 

13,929 

14,  509 

17,896 

112,225 

106,735 

Food  group . 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

5,494 

5,280 

5,318 

4,684 

4,910 

5,153 

5,194 

40,792 

39,202 

Grocery  stores  . 

4,558 

4,395 

4,406 

4,414 

4,739 

4,613 

4,982 

4,771 

4,828 

4,238 

4,449 

4,689 

4,679 

36, 878 

35,496 

Meat  markets . 

133 

125 

129 

123 

127 

127 

125 

126 

132 

118 

123 

124 

133 

1,015 

1,012 

Bakery  products  stores . 

93 

89 

95 

94 

96 

92 

88 

92 

93 

91 

95 

97 

104 

739 

715 

Eating  and  drinking  places . 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,796 

1,810 

1,698 

1,526 

1,556 

1,486 

1,533 

12,  821 

11,970 

Eating  places . 

990 

964 

1,045 

1,092 

1,179 

1,239 

1,293 

1,316 

1,202 

1,070 

1,083 

1,028 

1,054 

9,118 

8,374 

Restaurants,  cafeterias,  lunchrooms . 

831 

811 

869 

895 

942 

983 

1,026 

1,050 

972 

870 

892 

855 

883 

7,407 

6,  833 

Drinking  places . 

446 

422 

440 

455 

471 

472 

503 

494 

496 

456 

473 

458 

479 

3,703 

3,596 

General  merchandise  group . 

1,872 

1,875 

2,303 

2,310 

2,479 

2,491 

2,380 

2,606 

2,444 

2,275 

2,417 

2,728 

4,399 

18,316 

16,841 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,344 

1,320 

1,638 

1,677 

1,800 

1,816 

1,714 

1,878 

1,757 

1,646 

1,734 

1,956 

3,165 

13,187 

12,111 

Department  stores . 

1,094 

1,069 

1,336 

1,366 

1,463 

1,481 

1,384 

1,517 

1,408 

1,340 

1,404 

1,590 

2,625 

1C, 710 

9,724 

Variety  stores . 

289 

313 

389 

361 

399 

395 

398 

423 

390 

354 

378 

414 

793 

2,967 

2,686 

Mail  order  houses  (department  store 

merchandise) .  „ . 

140 

146 

178 

179 

173 

170 

158 

195 

183 

172 

197 

248 

307 

1,339 

1,200 

Apparel  group . 

1,026 

927 

1,283 

1,140 

1,282 

1,238 

1,118 

1,214 

1,167 

1,161 

1,191 

1,308 

2,172 

9,228 

8,  628 

Men's,  boys'  wear  stores2 . 

208 

176 

206 

204 

240 

254 

221 

223 

209 

203 

218 

254 

471 

1,732 

1,640 

Men's,  boys'  clothing,  furnishings  stores. 

202 

171 

200 

196 

231 

247 

214 

218 

203 

197 

210 

246 

462 

1,679 

1,589 

Women's  apparel,  accessory  stores3 . 

407 

375 

502 

463 

506 

465 

427 

464 

446 

448 

472 

509 

834 

3,609 

3,330 

Women '8  ready-to-wear  stores . 

347 

327 

440 

406 

440 

401 

364 

401 

394 

399 

418 

446 

727 

3,126 

2,931 

Family  clothing  stores . 

187 

178 

247 

262 

252 

249 

217 

246 

238 

231 

247 

282 

472 

1,838 

1,693 

Shoe  stores . 

177 

156 

266 

211 

233 

217 

195 

217 

212 

214 

197 

202 

295 

1,672 

1,579 

Furniture  and  appliance  group . 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

1,112 

992 

980 

1,095 

1,077 

1,333 

8,167 

7,127 

Furniture,  home  furnishings  stores . 

584 

600 

638 

663 

685 

735 

708 

738 

651 

647 

719 

703 

790 

5,351 

4,606 

Furniture  stores . . . 

421 

425 

443 

478 

497 

543 

532 

551 

496 

476 

517 

509 

591 

3,890 

3,363 

Household  appliance,  TV,  radio  stores . 

321 

320 

335 

341 

358 

377 

390 

374 

341 

333 

376 

374 

543 

2,816 

2,521 

Household  appliance  dealers . 

228 

229 

241 

244 

263 

282 

290 

275 

256 

247 

273 

270 

393 

2,052 

1,865 

Lumber,  building,  hardware,  farm  equipment 

group . 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,500 

1,393 

1,462 

1,431 

1,526 

1,340 

1,185 

10,309 

10,046 

Lumber  yards,  building  materials  dealers4... 

536 

542 

616 

721 

801 

879 

872 

824 

911 

842 

897 

771 

610 

5,791 

5,799 

Lumber  yards . 

355 

366 

403 

473 

525 

580 

564 

573 

632 

5  82 

608 

515 

396 

3,839 

3,905 

Hardware  stores . 

176 

167 

182 

217 

246 

250 

237 

225 

227 

213 

222 

231 

308 

1,700 

1,673 

Automotive  group . 

3,677 

3,684 

4,058 

4,453 

4,551 

4,387 

4,159 

3,828 

3,529 

2,990 

4,387 

3,949 

3,690 

32,797 

30,943 

Passenger  car,  other  automotive  dealers . 

3,488 

3,505 

3,847 

4,215 

4,289 

4,110 

3,896 

3,583 

3,288 

2,779 

4,148 

3,712 

3,377 

30,933 

29,181 

Passenger  car  dealers5 . 

3,404 

3,412 

3,734 

4,077 

4,141 

3,947 

3,723 

3,414 

3,151 

2,677 

4,042 

3,613 

3,291 

29,852 

28,116 

Passenger  car  dealers  (franchised) . 

3,116 

3,128 

3,429 

3,768 

3,809 

3,648 

3,437 

3,135 

2,883 

2,402 

3,745 

3,330 

3,054 

27,470 

25,680 

Tire,  battery,  accessory  dealers . 

189 

179 

211 

238 

262 

277 

263 

245 

241 

211 

239 

237 

313 

1,864 

1,762 

Gasoline  service  stations . 

1,566 

1,480 

.1,585 

1,617 

1,708 

1,754 

1,820 

1,806 

1,730 

1,599 

1,649 

1,625 

1,713 

13,336 

12,779 

Drug  and  proprietary  stores . 

671 

656 

680 

665 

713 

705 

707 

705 

680 

647 

667 

666 

906 

5,502 

5,289 

Drug  stores . 

652 

636 

657 

643 

689 

681 

677 

676 

655 

622 

643 

643 

871 

5,311 

5,118 

Liquor  stores . 

433 

427 

434 

446 

485 

472 

500 

487 

489 

437 

466 

510 

724 

3,684 

3, 522 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total . 

21,000 

21,533 

21,223 

21,392 

21,777 

21,773 

i 

21,946 

22, 268 

20,666 

20,426 

20,716 

20,558 

21,019 

172,912 

163,458 

Durable-goods  stores,  total . 

6,855 

7,262 

6,939 

7,010 

7,218 

7,002 

7,060 

7,311 

6,562 

6,606 

6,941 

6,734 

6,831 

56, 657 

52,947 

Nondurable-goods  stores,  total . 

14,145 

14,271 

14,284 

14,382 

14,559 

14,771 

14,886 

14,957 

14,104 

13,820 

13,775 

13,824 

14,188 

116, 255 

110,511 

Food  group . . . 

5,031 

4,991 

5,112 

5,064 

5,034 

5,202 

5,272 

5,230 

4,996 

4,897 

4,943 

4,973 

4,991 

40,936 

39, 374 

Grocery  stores  . 

4,548 

4,513 

4,605 

4,574 

4,540 

4,704 

4,780 

4,734 

4,527 

4,441 

4,484 

4,512 

4,523 

36,998 

35,632 

Eating  and  drinking  places . . . . 

1,580 

1,593 

1,584 

1,599 

1,589 

1,623 

1,642 

1,638 

1,519 

1,470 

1,530 

1,506 

1,528 

12,848 

12,032 

General  merchandise  group . 

2,481 

2,592 

2,489 

2,514 

2,589 

2,620 

2,686 

2,749 

2,475 

2,390 

2,303 

2,355 

2,474 

20, 720 

18,971 

Department  stores . 

1,464 

1,538 

1,467 

1,467 

1,543 

1,533 

1,580 

1,  634 

1,452 

1,386 

1,321 

1,355 

1,457 

12, 226 

11,061 

Variety  stores . 

410 

408 

404 

421 

420 

427 

443 

441 

387 

386 

390 

381 

397 

3,374 

3,045 

Mail  order  houses  (department  store  mdse.).. 

181 

197 

188 

192 

190 

200 

192 

205 

189 

181 

173 

183 

184 

1,545 

1, 382 

Apparel  group . . . 

1,250 

1,291 

1,228 

1,272 

1,295 

1,322 

1,316 

1,369 

1,259 

1,204 

1,150 

1,186 

1,250 

10,343 

9,612 

Men's,  boys'  wear  stores' . 

231 

246 

233 

241 

250 

244 

257 

273 

247 

238 

217 

224 

239 

1,975 

1,860 

Women's  apparel,  accessory  stores3 . 

497 

505 

477 

504 

502 

522 

509 

520 

480 

465 

451 

463 

482 

4,036 

3,699 

Shoe  stores . 

220 

214 

226 

219 

223 

218 

217 

229 

209 

198 

196 

205 

222 

1,766 

1,661 

Furniture  and  appliance  group . 

1,019 

1,073 

1,088 

1,095 

1,080 

1,108 

1,107 

1,095 

939 

985 

1,028 

986 

1,021 

8,665 

7,567 

Furniture,  home  furnishings  stores . 

671 

707 

711 

701 

699 

735 

709 

722 

611 

648 

666 

640 

637 

5,655 

4,872 

Household  appliance,  TV,  radio  stores . 

348 

366 

377 

394 

381 

373 

398 

373 

328 

337 

362 

346 

384 

3,010 

2,695 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,269 

1,348 

1,277 

1,257 

1,370 

1,339 

1,294 

1,277 

1,299 

1,318 

1,350 

1,381 

1,289 

10,431 

10, 192 

Lumber  yards,  building  materials  dealers" . . . 

730 

779 

727 

707 

754 

765 

732 

712 

771 

761 

764 

754 

716 

5,906 

5,902 

Hardware  stores . 

219 

228 

209 

205 

220 

227 

222 

223 

221 

214 

222 

240 

236 

1,753 

1,734 

Automotive  group . 

3,951 

4,162 

3,894 

4,026 

4,126 

3,885 

3,989 

4,230 

3,733 

3,717 

3,980 

3,791 

3,935 

32,263 

30, 518 

Passenger  car,  other  automotive  dealers . 

3,711 

3,925 

3,646 

3,788 

3,880 

3,645 

3,755 

3,993 

3,512 

3,495 

3,748 

3,556 

3,685 

30, 343 

28,711 

Tire,  battery,  accessory  dealers . 

240 

237 

248 

238 

246 

240 

234 

237 

221 

222 

232 

235 

250 

1,920 

1,807 

Gasoline  service  stations . 

1,638 

1,641 

1,629 

1,674 

1,670 

1,683 

1,701 

1,694 

1,612 

1,605 

1,618 

1,638 

1,681 

13,330 

12,829 

Drug  and  proprietary  stores . . . 

694 

666 

702 

689 

713 

721 

726 

719 

685 

688 

683 

677 

694 

5,630 

5,419 

Liquor  stores . 

471 

482 

491 

486 

495 

503 

495 

492 

476 

466 

478 

473 

483 

3,915 

3,743 

Preliminary  estimates,  see  Explanatory  Material,  page  14. 

3  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

,  Includes  women's  ready- tc-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers . 

Note:  United  States  totals  include  kitds  of  business  not  sho/n  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  tulle  8,  page  9. 
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Table  2.  PERCENTAGE  CHANCES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  AUGUST  1964 


Percentage  changes  in  sales — 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

August  1964 
from — 

8  mos. 
1964 

Kind  of  business 

August  1964 
from — 

8  mos. 
1964 

fa 

July 

1964 

from 

8  mos. 
1963 

Aug. 

1963 

July 

1964 

from 

8  mos. 
1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


+4 

-2 

+6 

Furniture  and  appliance  group . 

+12 

+1 

+15 

Furniture  stores . 

+11 

+4 

+16 

Floor  coverings  stores* . 

+29 

+11 

+22 

+7 

-5 

+7 

Household  appliance,  TV,  radio  stores . 

+10 

-4 

+12 

+2 

0 

+5 

Household  appliance  stores . 

+7 

-5 

+10 

TV,  radio  stores* . 

+15 

0 

+16 

-1 

-4 

+4 

Lumber,  building,  hardware,  farm  equipment 

-1 

-4 

+4 

group . 

-5 

-7 

+3 

-5 

+1 

0 

Lumber,  building  materials  dealers . 

-10 

-6 

0 

-4 

-10 

+3 

Lumber  yards . 

-9 

+2 

-2 

+10 

0 

-1 

Paint,  glass,  wallpaper  stores* . 

+1 

+3 

+3 

-1 

+5 

+3 

Heating  and  plumbing  equipment  dealers* . 

-16 

-14 

0 

+11 

+7 

+2 

Hardware  stores . 

-1 

-5 

+2 

Farm  equipment  dealers* . 

+6 

-12 

+9 

+7 

+1 

+7 

Automotive  group . 

+8 

-8 

+6 

+8 

+8 

Passenger  car  dealers . 

+9 

-8 

+6 

0 

-2 

+3 

Passenger  car  dealers  (franchised) . 

+9 

-9 

+7 

Tire,  battery,  accessory  dealers . 

+2 

-7 

+6 

+7 

+9 

+9 

Gasoline  service  stations . 

+4 

-1 

+4 

+7 

+10 

+9 

Fuel  fuel  oil  dealers* . 

+10 

+11 

-1 

+8 

+  10 

+10 

Fuel  dealers,  except  fuel  oil* . 

+22 

+15 

-1 

+8 

+6 

+10 

Fuel  oil  dealers* . 

-1 

+5 

0 

+7 

+23 

+12 

Drug  and  proprietary  stores . 

+4 

0 

+4 

Drug  stores . 

+3 

0 

+4 

Liquor  stores . 

0 

-3 

+5 

+4 

+9 

+7 

Jewelry  stores* . .’ . 

+12 

+2 

+9 

+7 

+2 

+6 

Florists* . 

+2 

-2 

+5 

+5 

+2 

+5 

Book  stores* . 

NA 

NA 

NA 

+22 

+2 

+13 

Stationery  stores* . 

+2 

+2 

+2 

+2 

+10 

+7 

Music  stores* . 

-5 

-9 

+14 

+3 

+13 

+9 

Camera,  photographic  supply  stores* . 

+10 

+6 

+4 

+24 

-7 

+20 

Optical  goods  stores* . 

+24 

+16 

+13 

+2 

+11 

+6 

Typewriter  stores* . 

0 

+7 

-8 

n  data  ADJUSTED  for 

seasonal  variations  and  trading  day  differences 

+8 

+1 

+6 

Furniture  and  appliance  group . 

+17 

-1 

+15 

Furniture,  home  furnishings  stores . 

+18 

+2 

+16 

+11 

+4 

+7 

Household  appliance,  TV,  radio  stores . 

+14 

-6 

+12 

+6 

0 

+5 

+5 

-1 

Lumber,  building,  hardware,  farm  equipment 

group . 

-2 

-1 

+2 

Lumber,  building  materials  dealers . 

-8 

-3 

0 

+8 

0 

+7 

Hardware  stores . 

+1 

0 

+1 

+  11 

+  2 

+  9 

Automotive  group . 

+13 

+6 

+6 

+  13 

+  3 

►11 

Passenger  car  and  other  automotive  dealers.... 

+14 

+6 

+6 

+  14 

0 

+  11 

Tire,  battery,  accessory  dealers . 

+7 

+1 

+6 

+8 

.  +7 

+12 

Gasoline  service  stations . 

+5 

0 

+4 

+9 

+4 

+8 

+11 

+6 

+6 

Drug  and  proprietary  stores . 

+5 

-1 

+4 

+8 

+2 

+9 

+10 

+6 

+6 

Liquor  stores . 

+3 

-1 

+5 

United  States,  total. 


Durable-goods  stores,  total. . . . 
Nondurable -goods  stores,  total . 


Food  group . 

Grocery  stores . 

Meat  markets . 

Fruit  stores,  vegetable  markets*. . 
Candy,  nut,  confectionery  stores*. 

Bakery  products  stores . 

Delicatessen  stores* . 


Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms. 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 


Apparel  group . 

Men's,  boys'  clothing,  furnishings  stores . 

Men's,  boys'  clothing  stores* . 

Men's,  boys'  furnishings  stores* . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Women's  apparel,  accessory,  specialty  stores*. 
Shoe  stores . 


United  States,  total . 

Durable-goods  stores,  total . 

Nondurable -goods  stores,  total . . . 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 

Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores.. 
Shoe  stores . 


*  See  Explanatory  Materials,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 

NA  Not  available. 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  AUGUST  1964 

(Millions  of  dollars)  


Kind  of  business 

1964 

1963 

Total  8  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Aug. 

Sept . 

Oct. 

Nov. 

Dec. 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 


Durable-goods  stores,  total _ _ 

Nondurable -goods  stores,  total . 


Food  group . 

Grocery  stores1 


Eating  and  drinking  places. 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 


Apparel  group . 

Men's,  boys'  wear  stores? . 

Women's  apparel,  accessory  stores?. 

Women's  ready-to-wear  stores . 

Shoe  stores . 


Furniture  and  appliance  group . . . . 
Tire,  battery,  accessory  dealers. 


Drug  and  proprietary  stores . 
Liquor  stores. . 


4, 478 

4, 330 

4,  859 

4,  858 

5,233 

5,107 

1 - 

5,180 

5,202 

— 

5,107 

4, 611 

4,915 

5,364 

6,943 

39,247 

36,447 

310 

315 

359 

390 

421 

450 

457 

444 

389 

365 

412 

411 

501 

3,146 

2,780 

4,168 

4,015 

4, 500 

4,468 

4, 812 

4,657 

4,723 

4,758 

4,718 

4, 246 

4, 503 

4,953 

6,442 

36,101 

33,667 

2,139 

2,035 

2,026 

2,028 

2,184 

2,041 

2,  230 

2,082 

2,193 

1,877 

2,018 

2, 192 

2,142 

16,765 

16,128 

2,086 

1,982 

1,970 

1,975 

2,125 

1,981 

2, 169 

2, 021 

2,137 

1,825 

1,965 

2, 140 

2,081 

16,309 

15,681 

102 

100 

111 

111 

120 

131 

134 

138 

115 

107 

109 

105 

107 

947 

825 

1,262 

1,246 

1,564 

1,592 

1,696 

1,698 

1,605 

1,756 

1,641 

1,526 

1,615 

1,843 

2,995 

12,419 

11,039 

909 

871 

1,105 

1,148 

1,232 

1,232 

1, 155 

1,261 

1,176 

1,105 

1,149 

1,307 

2,113 

8, 913 

7, 889 

790 

763 

968 

1,002 

1,074 

1,075 

1,003 

1,089 

1,015 

961 

1,000 

1,137 

1,850 

7,764 

6,869 

216 

238 

304 

281 

306 

304 

299 

320 

301 

272 

292 

321 

611 

2,268 

2,046 

247 

228 

365 

304 

350 

335 

292 

329 

310 

309 

311 

348 

567 

2,450 

2,261 

26 

22 

29 

26 

33 

32 

26 

25 

25 

25 

30 

34 

60 

219 

206 

97 

95 

147 

132 

148 

144 

125 

143 

138 

128 

131 

152 

246 

1,031 

950 

89 

88 

135 

122 

136 

132 

114 

133 

128 

118 

120 

141 

226 

949 

876 

73 

66 

119 

86 

100 

94 

82 

91 

84 

93 

83 

83 

133 

711 

662 

78 

83 

96 

92 

103 

105 

103 

104 

98 

94 

102 

108 

128 

764 

683 

75 

72 

82 

96 

106 

115 

108 

101 

94 

83 

93 

94 

132 

755 

696 

140 

138 

148 

141 

152 

152 

153 

151 

143 

135 

138 

143 

226 

1, 175 

1,086 

91 

93 

98 

97 

102 

97 

100 

103 

105 

92 

102 

111 

171 

781 

757 

Data 

ADJUSTED 

for  seasonal  variations 

and  trading  day 

differe 

nces 

5,089 

5,111 

5,126 

5,105 

5,165 

5,240 

1 

5,322 

5,366 

1 

4,983 

4, 871 

4,809 

4,922 

5,043 

41,524 

38,446 

2,041 

2, 018 

2,055 

2,030 

1,999 

2, 066 

2,095 

2,083 

2,007 

1,970 

1,993 

2,015 

2,017 

16,387 

15,721 

111 

110 

112 

112 

115 

127 

126 

130 

107 

105- 

107 

105 

106 

943 

828 

1,698 

1,743 

1,721 

1,718 

1,768 

1,759 

1, 791 

1,830 

1,646 

1,605 

1,523 

1,600 

1,674 

14,028 

12,438 

1,057 

1,090 

1,075 

1,049 

1,110 

1,087 

1, 124 

1, 154 

1,035 

1,000 

932 

993 

1,050 

8,746 

7,707 

318 

318 

319 

329 

320 

324 

329 

328 

294 

297 

298 

296 

305 

2,585 

2,328 

336 

337 

326 

343 

348 

349 

351 

369 

341 

316 

298 

310 

326 

2,759 

2,529 

31 

33 

29 

31 

34 

32 

33 

33 

33 

31 

29 

27 

29 

256 

239 

139 

140 

136 

151 

146 

153 

149 

156 

147 

132 

125 

135 

137 

1,170 

1,071 

94 

90 

98 

91 

95 

91 

96 

103 

90 

87 

84 

83 

92 

758 

703 

99 

98 

96 

96 

99 

100 

96 

100 

88 

89 

91 

92 

99 

784 

720 

152 

148 

157 

147 

157 

156 

161 

158 

150 

147 

146 

144 

147 

1,  236 

1,144 

United  States,  total . 
Grocery  stores . 


Eating  and  drinking  places. 

General  merchandise  group.. 

Department  stores . 

Variety  stores . 


Apparel  group . 

Men's,  boys'  wear  stores2 . 

Women's  apparel,  accessory  stores3  . 
Shoe  stores . 


Tire,  battery,  accessory  dealers. 
Drug  and  proprietary  stores 


Based  on  weekly  sales  figures  converted  to  calendar  month  totals. 

469;  August  15  =  465;  August  22  =  461;  August  29  =  458. 

3  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  speciality  shops;  and  furriers. 


August  1964  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending  August  8  = 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MS  RE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  AUGUST  1964 


•  (Millions  of  dollars) 


Kind  of  business 

1964 

1963 

Total  8  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June  1  July 

Aug.1 

|  Sept. 

Oct. 

Nov . 

Dec . 

1964 

1963 

Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


— '  - - - 

United  States,  total . 

sod  group . 

Grocery  stores . 

iting  and  drinking  places . 

ineral  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

*ug  and  proprietary  stores . 

5,328 

5,143 

5,773 

5,819 

6,253 

6,109 

6,168 

6,193 

6,094 

5,546 

5,947 

6,411 

8,239 

46,786 

43,609 

2,413 

2,334 

148 

1,372 

1,006 

861 

165 

2,288 

2,211 

139 

1,368 

976 

843 

162 

2,273 

2,190 

156 

1,708 

1,232 

1,065 

172 

2,272 

2,192 

158 

1,734 

1,277 

1,100 

163 

2,444 

2,359 

171 

1,849 

1,369 

1,178 

180 

2,292 

2,206 

190 

1,860 

1,382 

1,190 

182 

2,514 

2,424 

196 

1,731 

1,267 

1,085 

185 

2,366 
2, 275 

199 

1,895 

1,385 

1,182 

183 

2,497 

2,417 

170 

1,799 

1,312 

1,105 

176 

2,150 

2,074 

159 

1,672 

1,231 

1,051 

165 

2,294 

2,217 

166 

1,773 

1,285 

1,095 

168 

2,477 

2,401 

165 

2,019 

1,455 

1,244 

172 

2,431 

2,343 

163 

3,275 

2,349 

2,029 

266 

18,862 
18, 191 

1,357 

13,517 

9,894 

8,504 

1,392 

18,252 

17,631 

1,211 

12,168 

8,806 

7,517 

1,311 

N  frelijninary  estimates,  see  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  AUGUST  1964 


Area 


STANDARD  METROPOLITAN  AREA 


Akron,  Ohio . . 

Albany-Schenectady-Troy,  N.  Y, 

Asheville,  N.  C . . 

Atlanta,  Ge . . 

Augusta,  Ga . . 


Baltimore,  Md. . . , 
Baton  Rouge,  La. , 
Binghamton,  N.  Y, 
Birmingham,  Ala. , 
Boston,  Mass...., 


Buffalo,  N.  Y _ 

Canton,  Ohio . . 

Chattanooga,  Term, 

Chicago,  Ill . . 

Cincinnati,  Ohio. , 


Cleveland,  Ohio...., 

Columbus,  Ga . . 

Columbus,  Cbio . . 

Corpus  Christi,  Tex, 
Dallas,  Tex . . 


Denver,  Oolo . . 

Des  Moines,  Iowa.., 

Detroit,  Mich . . 

EL  Paso,  Tex . . 

Erie,  Pa . . 

Evansville,  Ind..., 

Flint,  Mich . . 

Fort  Wayne,  Ind. . . , 
Fort  Worth,  Tex. . . , 
Grand  Rapids,  Mich, 


Houston,  Tex . . 

Indianapolis,  Ind, 
Jacksonville,  Fla, 
Kansas  City,  Mo.., 
Knoxville,  Term.., 


Lancaster,  Pa . . 

Lexington,  Ky . . 

Los  Angeles,  Long  Beach,  Calif, 

Louisville,  Ky . . 

Macon,  Ga . . 


Memphis,  Term.., 

Miami,  Fla . . 

Milwaukee,  Wis., 

Mobile,  Ala _ 

New  Orleans,  La, 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


•  • 

Percentage  change  in  sales 

Percentage  change  in  sales 

August  1964  from — 

8  mos. 

1964 

from 

8  mos. 

1963 

Area 

August  1964  from — 

8  mos. 
1964 
from 

8  mos. 
1963 

August 

1963 

July 

1964 

August 

1963 

July 

1964 

New  York-Northeastern  New  Jersey* 1 . . . 

+2 

+2 

+8 

New  York  City . 

+6 

+3 

+10 

Newark,  N.  J . 

-6 

+3 

+2 

+4 

+2 

+8 

Norfolk- Portsmouth,  Va . 

+6 

+2 

+11 

NA 

NA 

NA 

Oklahoma  City,  Okla . 

-1 

+9 

+4 

0 

+13 

+4 

+9 

+23 

+10 

Omaha,  Nebr . 

+3 

+15 

+5 

+1 

+21 

+7 

Peoria,  Ill . 

-4 

+22 

+2 

Philadelphia,  Pa . 

+9 

+3 

+8 

Phoenix,  Ariz . 

NA 

NA 

NA 

+4 

+11 

+9 

Pittsburgh,  Pa . 

+3 

+19 

+7 

+3 

+6 

+4 

0 

+7 

+8 

Portland,  Oreg . 

+3 

+14 

+4 

+3 

+14 

+4 

Reading,  Pa . 

+2 

+1 

+9 

0 

+19 

+4 

Richmond,  Va . 

+8 

+20 

+7 

Rochester,  N.  Y . 

+1 

+15 

+6 

Sacramento,  Calif . 

+10 

+10 

+15 

-3 

+12 

+6 

+1 

0 

+6 

St.  Louis,  Mo . 

-2 

+17 

0 

+8 

+16 

+10 

Salt  Lake  City,  Utah . 

-1 

+14 

+4 

+4 

+10 

+11 

San  Antonio,  Tex . 

+9 

+7 

+10 

0 

+9 

+8 

San  Bernardino,  Calif . 

NA 

NA 

NA 

San  Diego,  Calif . 

+2 

+1 

+9 

-2 

+11 

+7 

Savannah,  Ga . 

-7 

+5 

+7 

NA 

NA 

NA 

Seattle,  Wash . 

-3 

+19 

-1 

+1 

+8 

+6 

Shreveport,  La . 

0 

+8 

+5 

+4 

+16 

+4 

South  Bend,  Ind . 

-3 

+6 

+2 

+4 

+8 

+9 

Spokane,  Wash . 

+1 

+24 

+2 

Springfield,  Mo . 

+8 

+11 

+9 

-1 

+17 

+6 

Springfield,  Ohio . 

+3 

+10 

+8 

+7 

+11 

+8 

Syracuse,  N.  Y . 

-5 

+22 

0 

+14 

+17 

+14 

Tacoma,  Wash . 

+13 

+32 

+4 

+2 

+19 

+8 

Tampa-St.  Petersburg,  Fla . 

-1 

0 

+6 

+1 

+11 

+5 

Toledo,  Ohio . 

+4 

+15 

+6 

NA 

NA 

NA 

Trenton,  N.  J . 

+8 

+3 

+10 

+9 

+20 

+10 

Tulsa,  Okla . 

+6 

+13 

+6 

+1 

+7 

+4 

Utica-Rome,  N.  Y . 

NA 

NA 

NA 

NA 

NA 

NA 

Waco,  Tex . 

+9 

+9 

+10 

-2 

+18 

+6 

Washington,  D.  C . 

+4 

+10 

+11 

Wheeling,  W.  Va . 

+5 

+35 

+2 

+11 

+5 

+15 

Wichita,  Kans . 

+5 

+11 

+7 

-4 

+11 

+1 

Worcester,  Mass . 

+2 

+11 

+6 

+5 

+14 

+16 

Youngstown,  Ohio . 

+4 

+7 

+8 

+6 

+5 

+6 

-2 

+9 

+5 

CITIES 

+2 

+1 

+7 

Bridgeport,  Conn . . . 

-5 

-7 

+1 

+3 

+22 

+10 

Bristol,  Tenn.-Va . 

0 

+25 

+3 

+7 

+1 

+11 

Duluth,  Minn. -Superior,  Wis . 

+7 

+25 

+5 

+2 

+11 

49 

Minneapolis,  Minn . 

+7 

+34 

+8 

-1 

+21 

+4 

Oak land- Berkeley,  Calif . 

-7 

-4 

-3 

+4 

+14 

+6 

Portsmouth,  Ohio . 

-4 

+23 

+4 

+7 

+5 

+11 

Rome,  Ga . 

+7 

+19 

+7 

0 

+14 

+4 

St.  Paul,  Minn . 

+1 

+21 

+17 

-2 

+8 

+2 

San  Francisco,  Calif . 

0 

+11 

+3 

+7 

+19 

+8 

Springfield,  Mass . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 


Table  6.  ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STCRES,  BY  CHARGE  AND  INSTALIi'lHJT  ACCOUNTS— UNITED  STATES,  BY  KIND  OF  BUSINESS:  AUGUST  1964 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 
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1964 

1963 

Percentage 
change, 
August  1964 
from — 

Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.1 

Aug. 

Sept . 

Oct. 

Nov. 

Dec . 

Aug. 

1963 

July 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

14,628 

14,123 

14,335 

14,638 

15,197 

15,140 

15,334 

15,509 

14,016 

13,990 

14,269 

14,361 

15,484 

4-11 

+1 

Durable-goods  stores,  total . 

6,259 

6,083 

6,131 

6,218 

6,491 

6,647 

6,691 

6,726 

6,559 

6,532 

6,588 

6,456 

6,626 

+3 

+1 

Nondurable -goods  stores,  total . 

8,369 

8,040 

8,204 

8,420 

8,706 

8,493 

8,643 

8,783 

7,457 

7,458 

7,681 

7,905 

8,858 

+  18 

+2 

Food  group . 

352 

346 

344 

336 

335 

338 

351 

350 

364 

335 

353 

348 

354 

-4 

0 

Grocery  stores . 

288 

283 

290 

282 

286 

291 

297 

296 

305 

300 

293 

289 

293 

-3 

0 

Eating  and  drinking  places . 

84 

85 

86 

87 

89 

91 

78 

78 

74 

60 

70 

84 

89 

+5 

0 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

4,943 

4,723 

4,792 

4,912 

5,121 

5,083 

5,330 

5,516 

4,371 

4,452 

4,592 

4,762 

5,423 

+  26 

+3 

merchandise  stores . 

3,788 

3,587 

3,648 

3,763 

3,897 

3,915 

4,113 

4,300 

3,336 

3,381 

3,521 

3,641 

4,164 

+  29 

+5 

Department  stores . 

3,385 

3,167 

3,241 

3,343 

3,462 

3,475 

3,630 

3, 803 

2,971 

3,000 

3,124 

3,240 

3,730 

+28 

+  5 

Mail  order  houses  (department  store  mdse.)... 

972 

960 

977 

983 

1,039 

984 

1, 013 

1, 027 

868 

899 

918 

952 

1,062 

+  18 

+1 

Apparel  group . 

1,062 

962 

986 

986 

1,006 

994 

1,000 

997 

855 

898 

941 

953 

1,186 

+  17 

0 

Women's  ready-to-wear  stores . 

454 

424 

459 

465 

457 

438 

419 

421 

379 

406 

422 

421 

512 

+  11 

0 

Furniture  and  appliance  group . 

2,199 

2,143 

2,101 

2,055 

2,104 

2,111 

2,202 

2,  226 

2,026 

2,035 

2,042 

2,061 

2,278 

+10 

+1 

Furniture,  home  furnishings  stores . 

1,675 

1,620 

1,577 

1,556 

1,587 

1,595 

1,696 

1,719 

1,555 

1,573 

1,565 

1,551 

1,716 

+11 

+  1 

Furniture  stores . 

1,511 

1,457 

1,411 

1,405 

1,442 

1,434 

1,546 

1,567 

1,433 

1,426 

1,419 

1,394 

1,532 

+9 

+  1 

Household  appliance,  TV,  radio  stores . 

523 

523 

524 

499 

517 

516 

506 

507 

471 

462 

477 

510 

562 

+8 

0 

Household  appliance  dealers..., . 

461 

459 

461 

437 

457 

452 

446 

439 

413 

403 

413 

446 

490 

+6 

-2 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,662 

1,631 

1,682 

1,810 

1,960 

1,968 

1,965 

1,961 

2,117 

2,076 

2,097 

1,932 

1,778 

-7 

0 

Lumber  yards,  building  materials  dealers2.... 

1,216 

1,185 

1,201 

1,309 

1,384 

1,356 

1,356 

1,379 

1,510 

1,498 

1,520 

1,441 

1,300 

-9 

+  2 

Lumber  yards . 

883 

873 

857 

945 

1,003 

963 

965 

987 

1,134 

1, 104 

1,114 

1,046 

948 

-13 

+  2 

Automotive  group . 

1,481 

1,442 

1,460 

1,488 

1,553 

1,610 

1,590 

1,605 

1,462 

1,457 

1,514 

1,538 

1,560 

+10 

+  1 

Passenger  car  dealers3 . 

992 

955 

954 

997 

1,002 

1,005 

985 

9% 

944 

974 

1,020 

1,028 

1,048 

+6 

♦  1 

Passenger  car  dealers  (franchised) . 

914 

881 

887 

909 

920 

930 

912 

928 

878 

880 

952 

957 

980 

+6 

♦  2 

Tire,  battery,  .accessory  dealers . 

462 

460 

472 

465 

521 

571 

552 

547 

485 

483 

461 

482 

479 

+  13 

-1 

Gasoline  service  stations . 

451 

439 

461 

457 

465 

470 

460 

457 

456 

452 

467 

469 

442 

0 

-1 

Other  retail  stores . 

2,394 

2,352 

2,423 

2,507 

2,564 

2,475 

2, 358 

2, 319 

2,291 

2,205 

2,193 

2,214 

2,374 

+  1 

-2 

CHARGE  ACCOUNTS 

United  States,  total . 

7,409 

7,126 

7,221 

7,431 

7,718 

7,594 

7,535 

7,498 

7,264 

7,178 

7,381 

7,381 

7,826 

+3 

0 

Durable-goods  stores,  total . 

3,337 

3,224 

3,268 

3,399 

3,582 

3,657 

3,670 

3,658 

3,669 

3,654 

3,774 

3,658 

3,622 

0 

0 

Nondurable-goods  stores,  total . 

4,072 

3,902 

3,953 

4,032 

4,136 

3,937 

3,865 

3,840 

3,595 

3,524 

3,607 

3,723 

4,204 

+7 

-1 

Food  grouo . 

341 

334 

333 

326 

322 

325 

337 

339 

349 

337 

340 

336 

342 

-3 

+1 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,039 

958 

916 

905 

959 

928 

965 

978 

839 

855 

857 

910 

1,160 

+  17 

+1 

merchandise  stores . 

950 

871 

835 

823 

868 

824 

848 

866 

740 

750 

768 

819 

1,065 

♦  17 

♦  2 

Department  stores . 

844 

765 

721 

705 

751 

708 

718 

731 

647 

656 

661 

710 

950 

+  13 

+2 

Apparel  group . 

748 

666 

689 

694 

708 

705 

702 

700 

609 

648 

681 

697 

873 

+  15 

0 

Furniture  and  appliance  group . 

667 

648 

639 

634 

655 

669 

716 

714 

630 

626 

652 

677 

760 

+  13 

0 

Furniture,  home  furnishing  stores . 

486 

466 

461 

478 

496 

508 

556 

559 

480 

484 

490 

498 

562 

+  16 

+  1 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,496 

1,452 

1,490 

1,625 

1,760 

1,775 

1,770 

1,768 

1,912 

1,876 

1,914 

1,761 

1,606 

-8 

0 

Lumber  yards,  building  materials  dealers2 .... 

1,166 

1,136 

1,146 

1,252 

1,328 

1,308 

1,297 

1,314 

1,448 

1,437 

1,460 

1,386 

1,246 

-9 

+  1 

Lumber  yards . 

848 

840 

822 

910 

970 

936 

932 

947 

1,089 

1,061 

1,073 

1,009 

911 

-13 

+  2 

Automotive  group . 

882 

858 

849 

855 

899 

915 

891 

890 

809 

818 

885 

884 

902 

+  10 

0 

Passenger  car  dealers  (franchised) . 

641 

620 

607 

624 

632 

637 

613 

609 

572 

577 

632 

638 

662 

+6 

-1 

Gasoline  service  stations  . 

439 

430 

447 

444 

452 

457 

449 

446 

447 

441 

455 

455 

429 

0 

-1 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

7,219 

6,997 

7,114 

7,207 

7,479 

7,  546 

7,799 

8,011 

6,752 

6,812 

6,888 

6,980 

7,658 

+  19 

+3 

Durable -goods  stores,  total . 

2,922 

2,859 

2,863 

2,819 

2,909 

2,990 

3,021 

3,068 

2,890 

2,878 

2,814 

2,798 

3,00; 

+6 

♦  2 

Nondurable-goods  stores,  total . 

4,297 

4,138 

4,251 

4,388 

4,570 

4, 556 

4,778 

4,943 

3,862 

3,934 

4,074 

4,182 

4,654 

+  28 

+3 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

3,904 

3,765 

3,876 

4,007 

4,162 

4,155 

4,365 

4,538 

3,532 

3,597 

3,735 

3,852 

4,263 

+  28 

+4 

mere  hand i s  e  s  tores . 

2,838 

2,716 

2,813 

2,940 

3,029 

3,091 

3,265 

3,434 

2,596 

2,631 

2, 753 

2,822 

3,099 

+32 

+5 

Department  stores . 

2,541 

2,402 

2,520 

2,638 

2,711 

2,767 

2, 912 

3,072 

2,324 

2,344 

2,463 

2,530 

2,780 

+  32 

♦  5 

Apparel  group . . . 

314 

296 

297 

292 

298 

289 

298 

297 

246 

250 

260 

256 

31 3 

♦  21 

0 

Furniture  and  appliance  group . 

1,532 

1,495 

1,462 

1,421 

1,449 

1,442 

1,486 

1,512 

1,396 

1,409 

1,390 

1,384 

1,518 

+  8 

+2 

Furniture,  home  furnishings  stores . 

1,189 

1,154 

1,116 

1,078 

1,091 

1,087 

1,140 

1, 160 

1,075 

1,089 

1,075 

1,053 

1,154 

+  8 

+  2 

Household  appliance,  TV,  radio  stores . 

343 

341 

346 

343 

358 

355 

345 

352 

321 

320 

315 

331 

364 

♦  10 

+  2 

Lumber,  building,  hardware,  farm  equip,  group.. 

166 

179 

192 

185 

200 

193 

195 

193 

205 

200 

183 

171 

172 

-6 

-1 

Automotive  group . 

599 

584 

611 

633 

654 

695 

699 

715 

653 

639 

629 

654 

658 

+  9 

+2 

Tire,  battery,  accessory  dealers . 

267 

265 

271 

278 

300 

344 

339 

338 

296 

290 

255 

276 

282 

+  14 

0 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  ccnrcrcial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-raonth  and  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 
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Table  7."  ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  AUGUST  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 

change, 

Aug .  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Aug. 

1963 

July 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,207 

5,012 

5,078 

5,177 

5,377 

5,468 

5,495 

5,659 

4,789 

4,846 

4,923 

5,072 

5,591 

+  18 

+3 

Durable-goods  stores,  total . 

1, 180 

1,153 

1,152 

1,159 

1,200 

1,262 

1,  257 

1,271 

1, 218 

1,  211 

1,172 

1, 186 

1,222 

+4 

+1 

Nondurable-goods  stores,  total . 

4,027 

3, 859 

3,926 

4,018 

4, 177 

4,  206 

4,238 

4,388 

3,571 

3,635 

3,751 

3,886 

4,369 

+23 

+4 

General  merchandise  group . 

3,587 

3,433 

3,495 

3,595 

3,749 

3,769 

3,801 

3,967 

3,187 

3,  255 

3,365 

3,488 

3, 904 

+24 

+4 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,818 

2,680 

2,733 

2,829 

2,910 

2, 954 

2,988 

3,156 

2,508 

2,552 

2,654 

2,744 

3,095 

+  26 

+6 

Department  stores . 

2,524 

2,  369 

2,449 

2,533 

2,606 

2,646 

2,676 

2,835 

2, 256 

2,280 

2,375 

2,455 

2,779 

+  26 

+6 

Apparel  group . 

264 

247 

250 

253 

248 

257 

260 

247 

215 

223 

229 

235 

294 

+  15 

-5 

Furniture  and  appliance  group . 

365 

368 

374 

358 

361 

358 

364 

369 

329 

334 

339 

349 

375 

+  12 

+  1 

Tire,  battery,  accessory  dealers . 

270 

268 

273 

283 

302 

338 

345 

343 

306 

301 

266 

282 

288 

+  12 

-1 

CHARGE  ACCOUNTS 

United  States,  total . 

1,055 

983 

956 

940 

995 

1,012 

991 

988 

955 

957 

954 

975 

1,116 

+3 

6 

Durable-goods  stores,  total . 

309 

290 

290 

305 

313 

336 

338 

345 

369 

363 

357 

350 

331 

-7 

+2 

Nondurable-goods  stores,  total . 

746 

693 

666 

635 

682 

676 

653 

643 

586 

594 

597 

625 

785 

+10 

-2 

General  merchandise  group . 

457 

411 

381 

360 

401 

391 

368 

369 

338 

350 

346 

368 

489 

+9 

0 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

413 

371 

342 

321 

355 

335 

314 

318 

295 

306 

306 

329 

449 

+8 

+1 

Department  stores . 

383 

344 

315 

293 

326 

306 

285 

288 

274 

283 

284 

302 

418 

+5 

+  1 

Apparel  group . 

125 

116 

118 

118 

119 

124 

125 

117 

99 

105 

108 

107 

138 

+  18 

-6 

Furniture  and  appliance  group . 

41 

44 

44 

42 

39 

41 

42 

40 

37 

37 

39 

40 

43 

+8 

-5 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,152 

4,029 

4, 122 

4, 237 

4,382 

4,456 

4,504 

4,671 

3,834 

3,  889 

3,969 

4,097 

4,475 

+22 

+4 

Durable-goods  stores,  total . 

871 

863 

862 

854 

887 

926 

919 

926 

849 

848 

815 

836 

891 

+9 

+  1 

Nondurable -goods  stores,  total . 

3,281 

3,166 

3,260 

3,  383 

3,495 

3,530 

3,585 

3,745 

2,985 

3,041 

3,154 

3,261 

3,584 

+  25 

+4 

General  merchandise  group . 

3, 130 

3,022 

3,114 

3, 235 

3,348 

3, 378 

3,433 

3, 598 

2,849 

2, 905 

3,019 

3,120 

3,415 

+26 

+5 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,405 

2,309 

2,391 

2,508 

2,555 

2,619 

2,674 

2,838 

2, 213 

2,246 

2,348 

2,415 

2,646 

+  28 

+6 

Department  stores . 

2,141 

2,025 

2,134 

2, 240 

2, 280 

2,  340 

2,391 

2, 547 

1,982 

1,997 

2, 091 

2,153 

2,  361 

+  29 

+7 

Apparel  group . 

139 

131 

132 

135 

129 

133 

135 

130 

116 

118 

121 

128 

156 

+  12 

-4 

Furniture  and  appliance  group . 

324 

324 

330 

316 

322 

317 

322 

329 

292 

297 

300 

309 

332 

+  13 

+2 

1  Preliminary  estimates,  see  Explanatory  material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-AUGUST  1964  AND  AUGUST  1963 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


1964 

1963 

1964 

1963 

1964 

1963 

1964 

1963 

1964 

1963 

1964 

1963 

1964 

1963 


(Billions  of  dollars) 

0  0.6  1.2  1.8  2.4  3.0  3.6  4.2  4.8  5.4  6.0 


0  0.6  1.2  1.8  2.4  3.0  3.6  4.2  4.8  5.4  6.0 


NOTE:  1964  do  to  or*  bated  on  preliminary  estimates  while  1963  data  are  based  on  final  estimates. 


BUREAU  OF  THE 


CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month- to-month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1. 7-1.9 

1.9 

0. 6-0.7 

0.7 

Nondurable -goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group. . . 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6.7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0. 5-0.9 

0.7 

Eating  places . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0.5-1. 3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3.2 

3.1 

2.9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(ZJ-0. 3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2.9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys’  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

l.'l 

Women's  ready-to-wear  stores . 

3. 3-4.2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3.3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6.0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3.7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3. 9-4.3 

4.1 

3. 8-4. 2 

3.9 

1.3-2. 1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3.2 

2.8 

2.4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3.4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FOR  TWO  CONSECUTIVE  MONTHS1  — UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1. 7-3.4 

2.7 

Delicatessen  stores . 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5. 9 

4.1 

Stationery  stores . . . 

2.  3-8. 5 

4.2 

Floor  coverings  stores . 

4. 4-7. 5 

6.1 

TV,  radio  stores . 

2. 3-8. 6 

4.8 

2.2-4. 2 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

Heating,  plumbing  equipment  dealers . 

5. 0-9. 5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . . . 

5.2-10.5 

NA  Not  available. 

The  ranges  of  sampling  errors  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  ffeterial  for  table  2,  page  15. 

Note.  The  ranges  of  sampling  error  shown  above  are  based  on  the  month- to— month  percentage  change  in  sales  of  ciu#  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change?  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2.0-3. 0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4.8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . . . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . 

4 .4-5.3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5. 7 

5.4 

4.5-5 .8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2^.4 

4.3 

4.0^4 .4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4. 4-5 .4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1. 9-2.3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2. 6 

2.4 

2. 2-2 .4 

2.4 

0.7-1. 1 

0.9 

Nondurable -goods  stores,  total . 

2. 3-3 .3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . . . 

3. 1-4.4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3 .0-4 .7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6. 3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3. 7 

3.6 

3. 5-3. 6 

3.5 

0. 7-1.4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4.1-4 .5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4. 7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3. 4 

2.7 

0. 7-1.7 

0.8 

Nondurable -goods  stores,  total . 

1. 6-2.1 

1.6 

1.4-2. 1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . . . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0. 1-0.8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . . . 

3. 9-4 .4 

4.1 

3. 9-5. 4 

3.9 

0. 7-3.1 

1.1 

Furniture,  heme  furnishings  stores . 

4. 7-5 .4 

5.0 

4.8-5 .4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . . . 

7. 6-9. 3 

8.9 

8.0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3. 7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

Sampling  errors  shewn  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  '4.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11 .  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percentage 
change* 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-O.l 

0.1 

Durable -goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

Nondurable -goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2. 2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.9-1 .4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1 .3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2.6-2 .7 

2.7 

0.5-0. 8 

0.6 

Nondurable -goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1 .3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0. 1-1.3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(Z)-l  .4 

(z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(Z) 

Apparel  group . 

3.7-4 .4 

4.0 

3. 7-3. 8 

3.8 

0.3-0. 7 

0.7 

Furniture  and  appliance  group . 

3. 1-3 .7 

3.2 

2 .9-4 .3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0. 3-0.4 

0.3 

(Z)-0.2 

0.1 

Durable -goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable -goods  stores,  total . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0 .3 

0.2 

(Z)-0.1 

(z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(Z)-0.5 

0.2 

Furniture  and  appliance  group . 

0. 8-1.3 

1.0 

0.8-1 .3 

1.0 

(X) 

(z) 

Z  Sanpling  variability  is  less  than  0,1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  hy  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  In  that  the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected.  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have'  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes).  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  ail  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  msy  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included .  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies.  Central  Charge  Service, Diners '  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables — receivables  out¬ 
standing  on  accounts  which  were  scheduled  to  be  paid 
in  two  or  more  payments,  regardless  of  the  name  of 
the  plan,  suchas  "budget,"  "revolving  credit, "  "cou¬ 
pon"  plan,  etc . 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas .  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection) ,  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample : 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations.  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census cf Business . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more.  All  "National 
List  Stores "  report  monthly  by  mail . 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample .  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores "  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960 . 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 
Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently ofthe  Census  Bureau 
for  department  stores,  mail  order  houses, furniture 
and  home  furnishings  stores yand  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics, April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies .  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  or  products. 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services . 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change . 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups :  the  furniture  group; 
the  lumber,  building  materials,  hardware, farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  ihe  apparel  group  and  gasoline  service  stations 
Also  included  in  the  nondurable -goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  Ihe  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate .  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple  . )  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of 20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3 $  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio" is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the  same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined .  For  individual 
kinds-of- business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .9  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census.  A  descrip¬ 
tion  of  the  sanple  as  constituted  in  October  1955, 
estimating  procedure  used, and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report . " 
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II.  Accounts  Receivable 

As  .described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging cn  the  average  from  .4  percent  forthe  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  reguested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
( see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  5 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  bus iness  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  5  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 
of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  Variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors.  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version,  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation, "  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of -business  group  and  total  levels 
were  derived  ty  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of-business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 


Table  12.  COMBINED  SEASONAL,  TRADING  DAY  AND  HOLIDAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES — JANUARY  1963— DECEMBER  1964 
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Table  13.  AVERAGE  MONTH- TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUfWARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

AIL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

1/c 

MCD 

Average  duration  of 

run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.50 

7.36 

35.5 

.80 

.65 

.43 

1.51 

2 

2.34 

1.77 

10.92 

3.51 

Durable-goods  stores,  total . 

7.51 

7.33 

28.5 

1.80 

1.54 

.88 

1.75 

2 

2.18 

1.58 

9.75 

3.02 

Nondurable -goods  stores,  total . 

8.00 

7.86 

41 .4 

.67 

.51 

.37 

1.38 

2 

1.96 

1.63 

58.50 

3.42 

Food  group . 

5.85 

5.83 

15.6 

.71 

.55 

.35 

1.57 

2 

1.93 

1.50 

58.50 

4.06 

Grocery  stores . . . 

6.08 

6.08 

15.7 

.71 

.55 

.39 

1.41 

2 

2.05 

1.38 

39.00 

4.06 

Eating  and  drinking  places . 

5.15 

3.61 

20.2 

.84 

.75 

.33 

2.27 

3 

2.05 

1.60 

10.92 

4.96 

General  merchandise  group . 

16.92 

16.65 

104.0 

1.37 

1.20 

.42 

2.86 

3 

1.90 

1.72 

14 .63 

3.15 

Department  stores . 

17.91 

16.01 

107.7 

1.71 

1.58 

.46 

3.43 

4 

1.70 

1.51 

11.91 

3.37 

Variety  stores . 

20.41 

18.77 

132.2 

1.55 

1.48 

.48 

3.08 

3 

1.70 

1.58 

16.38 

3.91 

Mail  order  houses  (department  store  merchandise). 

16.86 

14.65 

89.9 

2.20 

2.10 

.66 

3.18 

4 

1.82 

1.70 

11.91 

6.40 

Apparel  group . 

20.06 

19.67 

105.4 

1.73 

1.56 

.43 

3.63 

4 

1.82 

1.46 

10.64 

3.12 

Men's,  boys'  wear  stores . 

22.62 

20.42 

125.4 

2.58 

2.35 

.78 

3.01 

4 

1.93 

1.52 

7.71 

3.28 

Women's  apparel,  accessory  stores . 

19.55 

16.55 

96.9 

1.81 

1.72 

.52 

3.31 

4 

1.90 

1.54 

11.91 

4.13 

Shoe  stores . 

20.50 

17.31 

58.5 

2.36 

2.29 

.63 

3.63 

4 

1.82 

1.72 

10.08 

3.28 

Furniture  and  appliance  group . 

8.73 

8.55 

48.5 

1.39 

1.12 

.51 

2.20 

3 

1.70 

1.43 

19.50 

4.16 

Furniture,  home  furnishings  stores . 

8.66 

7.71 

39.5 

1.42 

1.23 

.58 

2.12 

3 

2.15 

1.47 

14.56 

4.61 

Household  appliance,  TV,  radio  stores . 

9.98 

8.67 

53.8 

2.28 

2.07 

.71 

2.92 

4 

1.90 

1.70 

9.36 

3. 20 

Limber,  building,  hardware,  farm  equipment  group  — 

8.84 

8.91 

44.7 

1.92 

1.79 

.55 

3.25 

4 

2.02 

1.65 

6.50 

3.66 

Lumber  yards,  building  materials  dealers . 

9.54 

8.43 

46.0 

1.89 

1.66 

.71 

2.34 

3 

1.87 

1.56 

8.73 

4.78 

Hardware  stores . 

12.07 

10.53 

53.8 

1.73 

1.64 

.53 

3.09 

4 

2.05 

1.87 

9.36 

4.92 

Automotive  group . 

7.80 

7.13 

34.8 

3.06 

2.70 

1.31 

2.06 

3 

2.11 

1.54 

8.36 

3.31 

Passenger  car,  other  automotive  dealers . 

7.94 

7.11 

36.1 

3.22 

2.86 

1.37 

2.09 

3 

2.11 

1.54 

9.75 

3.31 

Tire,  battery,  accessory  dealers . 

12.34 

10.26 

49.7 

2.39 

2,14 

.92 

2.33 

3 

1.98 

1.60 

9.36 

4.30 

Gasoline  service  stations . 

4.24 

2.62 

12.3 

.81 

.60 

.51 

1.18 

2 

2.22 

1.66 

43.67 

4.48 

Drug  and  proprietary  stores . 

6.88 

6.06 

34.5 

.98 

.84 

.46 

1.83 

2 

2.38 

1.66 

16.38 

4.19 

Liquor  stores . 

11.66 

9.11 

61.5 

1.21 

1.04 

.57 

1.82 

2 

2.02 

1.47 

14 .56 

4.19 

GROUP  II  STORES 

United  States,  total . 

11.98 

10.79 

57.0 

1.15 

1.04 

.53 

1.96 

3 

1.95 

1.57 

14.11 

6.58 

Grocery  stores . 

7.94 

2.29 

10.5 

1.02 

.89 

.53 

1.68 

2 

1.82 

1.42 

65.50 

3.94 

Eating  'and  drinking  places . 

4.37 

2.73 

14.6 

1.39 

1.27 

.62 

2.05 

3 

2.73 

2.34 

14 .56 

6.14 

General  merchandise  group . 

17.57 

17.43 

111  .4 

2.36 

2.29 

.77 

2.97 

3 

1.76 

1.53 

11.30 

3.41 

Department  stores . 

17.11 

15.38 

103.7 

3.42 

3.35 

1.12 

2.99 

3 

3.42 

1.44 

8.19 

3.31 

Variety  stores . 

21.23 

19.78 

135.3 

1.57 

1.53 

.42 

3.64 

4 

1.98 

1.68 

13.10 

5.33 

Apparel  group . 

23.31 

22.62 

108.7 

2.48 

2.36 

.72 

3.28 

4 

1.79 

1.57 

14 .13 

4.20 

Men's,  boys'  wear  stores . 

27.69 

24.05 

134.1 

5.01 

5.10 

1.33 

3.83 

4 

2.22 

1.96 

8.73 

5.57 

Women's  apparel,  accessory  stores . 

22.25 

18.91 

111.5 

2.74 

2.57 

.81 

3.17 

4 

1.93 

1.72 

10.08 

5.57 

Shoe  stores . 

24.17 

20.69 

70.6 

3.36 

3.32 

.56 

5.93 

6 

1.70 

1.51 

10.92 

4.85 

Tire,  battery,  accessory  dealers . 

U.10 

12.29 

60.6 

2.86 

2.68 

.78 

3.44 

4 

1.93 

1.64 

9.36 

4.57 

Drug  and  proprietary  stores . 

10.50 

9.36 

61.5 

1.65 

1.55 

.59 

2.63 

3 

2.18 

1.87 

21.83 

11.73 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

17C  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb. -Mar., 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements .  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  a3  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  **or  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95^  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  indicates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  colvsnns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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This  is  a  monthly  series  on  sales  of  retail  stores  for  geographic  regions,  divisions,  and  selected 
States  and  standard  metropolitan  statistical  areas,  supplementing  the  regular  Monthly  Retail  Trade  Re¬ 
port.  The  statistics  by  geographic  areas,  which  are  available  effective  with  data  for  April  1962,  are 
not  adjusted  for  seasonal  variations  and  trading  day  differences.  The  estimates  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the  sampling  variability  of  these  estimates  is  measur¬ 
able.  These  estimates  are  less  reliable  for  the  smaller  geographic  areas,  such  as  States  and  standard 
metropolitan  statistical  areas,  and  for  durable  Icinds-of -business  categories  (automotive,  furniture  and 
appliance,  and  lumber  groups).  Statistics  shown  in  this  report  are  limited  to  those  estimated  to  be 
subject  to  a  sampling  variability  of  7  percent  or  less,  for  dollar  volume  estimates  and  year-to-year 
percentage  change,  and  to  3  percent  for  the  percentage  change  over  two  consecutive  months.  These 
statistics  should  be  used  with  due  regard  to  their  sampling  error,  as  specified  on  pages  4  and  5  and 
discussed  on  page  6  of  this  report.  Figures  subject  to  possible  sampling  error  in  excess  of  these 
criteria  may  serve  certain  purposes;  they  can  therefore  be  obtained  on  request  for  internal  use  but  not 
for  publication.  (See  footnote  to  Table  1  and  the  discussion  of  'Unpublished  Data"  and  of  "Special 
Tabulations "  on  page  7.) 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  AUGUST  1963  TO  AUGUST  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 


UNITED  STATES,  TOTAL, 


Durable-goods  stores,  total . 

Nondurable -good s  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group......... 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Lumber, bldg., hdve., farm  equip,  grp.. 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  NORTHEASTERN  STATES,  TOTAL . 


Durable-goods  stores,  total . 

Nondurable-goods  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Lumber, bldg . , hdve . , farm  equip .grp . . . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  NORTH  CENTRAL  STATES,  TOTAL . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . . 

Food  group . . . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  grcup . 

Furniture  and  appliance  group . 

Lumbe  r,  bid  g.,  hd  ve .-,  farm  equip,  grp.. 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  SOUTH,  TOTAL . 

Durable-goods  stores,  total . | 

Nondurable -goods  stores,  total.. 

Food  group . | 

Grocery  stores . j 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . , 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Lumber, bldg . , hdve . , farm  equip .  grp . . 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

THE  WEST,  TOTAL . 

Durable -good s  stores,  total . 

Nondurable -goods  stores,  total.. 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

GAF2,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


1964 

1963 

Percentage  change 

Jan. -Aug. 
1964 
from — 
Jan. -Aug. 
1963 

Aug. 

1964 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.1 

Aug.  | 

Sept. 

Oct. 

Nov. 

Dec . 

Aug. 

1963 

July 

1964 

19,154 

18,758 

20,502 

21,186 

22,508 

22,242 

22,156 

21,786 

21,018 

19r267 

21, 528 

21,494 

25,104 

+6 

+4 

-2 

6,031 

6,122 

6,741 

7,360 

7,693 

7,719 

7,399 

7,002 

6,556 

5,999 

7,599 

6,985 

7,208 

+7 

+7 

-5 

13,123 

12,636 

13,761 

13,826 

14,815 

14,523 

14,757 

14, 784 

14,462 

13,268 

13,929 

14, 509 

17,896 

+5 

+2 

0 

5,018 

4,84SL 

4,891 

4,898 

5,248 

5,114 

5,495 

5,280 

5,318 

4,684 

4,910 

5,153 

5,194 

+4 

-1 

-4 

4,558 

4,395 

4,406 

4,414 

4,739 

4,613 

4,982 

4,771 

4,828 

4,238 

4,449 

4,689 

4,679 

+4 

-1 

-4 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,796 

1,810 

1,698 

1,526 

1,556 

1,486 

1,533 

+7 

+7 

+1 

3,803 

3,722 

4,559 

4,454 

4,804 

4,841 

4,596 

4,932 

4,603 

4,416 

4,703 

5,113 

7,904 

+10 

t7 

+7 

1,872 

1,875 

2,303 

2,310 

2,479 

2,491 

2,380 

2,606 

2,444 

2,275 

2,417 

2,728 

4,399 

+9 

+7 

+9 

1,094 

1,069 

1,336 

1,366 

1,463 

1,481 

1,384 

1,517 

1,408 

1,340 

1,408 

1,590 

2,625 

+10 

+8 

+10 

1,026 

927 

1,283 

1,140 

1,282 

1,238 

1,118 

1,214 

1,167 

1,161 

1,191 

1,308 

2,172 

+7 

+4 

+9 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

1,112 

992 

980 

1,095 

1,077 

1,333 

+15 

+12 

+1 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,500 

1,393 

1,462 

1,431 

1,526 

1,340 

1,185 

+3 

-5 

-7 

3,677 

3,684 

4,058 

4,453 

4,551 

4,387 

4,159 

3,828 

3,529 

2,990 

4,387 

3,949 

3,690 

+6 

+8 

-8 

1,566 

1,480 

1,585 

1,617 

1,708 

1,754 

1,820 

1,806 

1,730 

1,599 

1,649 

1,625 

1,713 

+4 

+4 

-1 

671 

656 

680 

665 

713 

705 

707 

705 

680 

647 

667 

666 

906 

+4 

+4 

0 

4,933 

4,766 

5,283 

5,370 

5,734 

5,671 

5,511 

5,453 

5,262 

4,837 

5,390 

5,492 

6,595 

+5 

+4 

-1 

1,356 

1,348 

1,553 

1,714 

1,817 

1,775 

1,605 

1,587 

1,458 

1,257 

1,679 

1,595 

1,685 

+5 

+9 

-1 

3,577 

3,418 

3,730 

3,656 

3,917 

3,896 

3,906 

3,866 

3,804 

3,580 

3,711 

3,897 

4,910 

+5 

+2 

-1 

1,435 

1,373 

1,385 

1,381 

1,484 

1,450 

1, 567 

1,484 

1,482 

1,318 

1,367 

1,426 

1,459 

+5 

0 

-5 

1,208 

1,152 

1,152 

1,159 

1,249 

1,217 

1,327 

1,245 

1,243 

1,094 

1,142 

1,196 

1,205 

+6 

0 

-6 

423 

409 

447 

466 

508 

528 

542 

548 

524 

472 

485 

454 

467 

+6 

+5 

+1 

1,036 

997 

1,246 

1,181 

1,314 

1,338 

1,209 

1,259 

1,217 

1,210 

1,280 

1,413 

2,208 

+7 

+3 

+4 

447 

435 

537 

529 

585 

608 

567 

597 

567 

559 

588 

674 

1,106 

+7 

+5 

+5 

280 

263 

333 

330 

368 

383 

345 

363 

339 

347 

358 

409 

697 

+8 

+7 

+5 

340 

306 

439 

376 

435 

430 

343 

367 

362 

388 

388 

425 

700 

+6 

+1 

+7 

i  i  ”  i 

i 

u 

-5 

284 

276 

301 

307 

325 

327 

342 

339 

322 

298 

303 

300 

308 

+5 

+5 

-1 

153 

146 

151 

146 

152 

160 

160 

156 

159 

152 

154 

154 

203 

+1 

-2 

-3 

5,516 

5,397 

5,872 

6,254 

6,674 

6,549 

6, 561 

6,365 

6,237 

5,819 

6,616 

6,  510 

7,347 

+5 

+2 

-3 

1,713 

1,737 

1,918 

2,198 

2,242 

2,284 

2,226 

2,050 

1,996 

1,899 

2,437 

2,172 

2,121 

+6 

+3 

-8 

3,803 

3,660 

3,954 

4,056 

4,432 

4,265 

4,335 

4,  315 

4,241 

3,920 

4,179 

4,338 

5,226 

+5 

+2 

0 

1,390 

1,360 

1,356 

1,359 

1,472 

1,428 

1,512 

1,452 

1,456 

1,303 

1,379 

1,449 

1,446 

+4 

0 

-4 

1,276 

1,253 

1,246 

1,248 

1,349 

1,302 

1,389 

1,333 

1,335 

1,193 

1,261 

1,329 

1,319 

44 

0 

-4 

436 

410 

440 

458 

493 

510 

538 

535 

507 

463 

475 

450 

452 

+7 

+6 

-1 

1,091 

1,064 

1,300 

1,310 

1,386 

1,393 

1,343 

1,451 

1,357 

1,324 

1,402 

1,548 

2,309 

+10 

+7 

+8 

585 

590 

724 

735 

785 

796 

749 

839 

777 

735 

771 

887 

1,386 

+10 

+8 

+12 

342 

337 

419 

444 

468 

476 

434 

486 

•  455 

436 

449 

512 

832 

+11 

+7 

+12 

259 

227 

307 

295 

327 

298 

286 

307 

298 

289 

298 

351 

553 

+5 

+3 

+7 

247 

247 

269 

280 

274 

299 

308 

305 

282 

300 

333 

310 

370 

+14 

+8 

-1 

350 

348 

401 

489 

533 

571 

557 

528 

555 

584 

622 

536 

467 

+4 

-5 

-5 

977 

993 

1,103 

1,291 

1,285 

1,250 

1,207 

1,055 

1,013 

846 

1,315 

1,157 

1,030 

+4 

44 

-13 

501 

475 

502 

521 

551 

542 

576 

567 

547 

505 

542 

529 

570 

+3 

44 

-2 

205 

197 

198 

191 

214 

205 

213 

216 

203 

199 

206 

209 

278 

+4 

+6 

+1 

5,190 

5,171 

5,702 

5,809 

6,198 

5,994 

6,016 

5,926 

5,663 

5,102 

5,668 

5,640 

6,575 

+7 

+5 

-1 

1,767 

1,860 

2,067 

2,163 

2,303 

2,228 

2,159 

2,005 

1,845 

1,692 

2,056 

1,907 

1,999 

+11 

+9 

-7 

3,423 

3,311 

3,635 

3,646 

3,895 

3,766 

3,  857 

3,921 

3,818 

3,410 

3,612 

3,733 

4,576 

+5 

+3 

+2 

1,308 

1,255 

1,266 

1,282 

1,373 

1,352 

1,459 

1,409 

1,428 

1,232 

1,307 

1,364 

1,357 

+4 

-1 

-3 

1,247 

1,196 

1,201 

1,212 

1,304 

1,285 

1,384 

1,333 

1,360 

1,177 

1,247 

1,306 

1,290 

+3 

-2 

-4 

306 

301 

323 

345 

357 

359 

381 

390 

351 

309 

316 

308 

319 

+9 

+11 

+2 

986 

982 

1,232 

1,188 

1,286 

1,258 

1,220 

1,336 

1,226 

1,122 

1,195 

1,277 

2,007 

+11 

+9 

+10 

491 

500 

626 

624 

673 

633 

613 

680 

642 

566 

617 

676 

1,104 

+9 

+6 

+11 

241 

238 

311 

312 

337 

323 

311 

351 

316 

285 

308 

346 

564 

+11 

+11 

+13 

272 

254 

361 

304 

333 

312 

308 

346 

333 

310 

327 

349 

586 

+7 

+4 

+12 

223 

228 

245 

260 

280 

313 

299 

310 

251 

246 

251 

252 

317 

+18 

+24 

+4 

250 

266 

344 

396 

436 

418 

387 

335 

361 

340 

371 

332 

283 

+4 

-7 

c+- 

1,160 

1,210 

1,314 

1,355 

1,412 

1,312 

1,290 

1,162 

1,085 

955 

1,295 

1,169 

1,140 

+9 

+7 

-10 

471 

444 

477 

486 

512 

538 

543 

539 

514 

469 

473 

466 

490 

+7 

+5 

-1 

181 

180 

188 

186 

201 

196 

190 

190 

179 

167 

172 

173 

229 

+5 

+6 

0 

3,515 

3,424 

3,645 

3,753 

3,902 

4,028 

4,068 

4,042 

3,856 

3,509 

3,854 

3,852 

4,587 

+6 

+5 

-1 

1,195 

1,177 

1,203 

1,285 

1,331 

1,432 

1,409 

1,360 

1,257 

1,151 

1,427 

1,311 

1,403 

+6 

+8 

-3 

2,320 

2,247 

2,442 

2,468 

2,571 

2,596 

2, 659 

2,682 

2,599 

2,358 

2,427 

2,541 

3,184 

+6 

+3 

+1 

885 

861 

884 

876 

919 

884 

957 

935 

952 

831 

857 

914 

932 

+3 

-2 

-2 

827 

794 

807 

795 

837 

809 

882 

860 

890 

774 

799 

858 

865 

+2 

-3 

-2 

271 

266 

275 

278 

292 

314 

335 

337 

316 

282 

280 

274 

295 

+6 

+7 

+1 

690 

679 

781 

775 

818 

852 

824 

886 

803 

760 

826 

875 

1,380 

+11 

+10 

+8 

349 

350 

416 

422 

436 

454 

451 

490 

458 

415 

441 

491 

803 

+8 

+7 

+9 

+6 

155 

140 

176 

165 

187 

198 

181 

194 

174 

174 

178 

183 

333 

+10 

+11 

+7 

i  i  i  i  i  :  i  i  i  i  i  i 

iii  i  i  .  i  i  i  ii  i 

— - , i_ i_ i_ i £ i_ i_ i_ i - 1 - 1 - - 

+3 

1  Preliminary  estimates.  2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in 

department  store  types  of  merchandise. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  betveen  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  betveen  3.1  and  4.5  for  the  percentage  change  over  tvo  consecutive  months.  These  data  vill  be  supplied  on  request  but  may  not  be  published. 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  In  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately.  States 
in  geographic  regions  are  shown  on  last  page  of  report. 


Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  AUGUST  1963  TO  AUGUST  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 
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Geographic  division  and 

1964 

1963 

Percentage  change 

Jan . -Aug . 
1964 
from — 
Jan . -Aug . 
1963 

Aug.  1964 

kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

June 

|  July 

Aug.1 

Aug.  | 

Sept. 

Oct. 

Nov. 

Deo . 

Aug. 

1963 

July 

1964 

New  England  Division,  total . 

1,238 

1,162 

1,272 

1,313 

1,423 

1,439 

1,418 

1,437 

1,325 

1,170 

1,289 

1,336 

1,662 

+6 

+8 

+1 

Durable-goods  stores . 

376 

357 

417 

477 

513 

493 

430 

450 

•392 

318 

412 

401 

469 

•*•11 

+15 

+5 

Nondurable -goods  stores . 

862 

805 

855 

836 

910 

946 

988 

987 

933 

852 

877 

935 

1,193 

*  5 

+6 

0 

Food  group . 

340 

317 

318 

318 

353 

362 

404 

382 

370 

317 

321 

342 

347 

+3 

+3 

-5 

GAT2,  total . 

230 

218 

263 

256 

289 

305 

277 

300 

282 

256 

266 

313 

505 

♦8 

♦6 

+8 

General  merchandise  group . 

Middle  Atlantic  Division,  total .... 

3,695 

3,604 

4,011 

4,057 

4,311 

4,232 

4,093 

4,016 

3,937 

3,667 

4,101 

4,156 

4,933 

♦5 

+2 

-2 

Durable-goods  stores . 

980 

991 

1,136 

1,237 

1,304 

1,282 

1,175 

1,137 

1,066 

939 

1,267 

1,194 

1,216 

+4 

+7 

-3 

Nondurable-goods  stores . 

2,715 

2,613 

2,875 

2,820 

3,007 

2,950 

2,918 

2,879 

2,871 

2,728 

2,834 

2,962 

3,717 

+5 

0 

-1 

GAF2,  total . 

806 

779 

983 

925 

1,025 

1,033 

932 

959 

935 

954 

1,012 

1,100 

1,703 

+7 

+3 

+3 

General  merchandise  group . 

357 

351 

430 

421 

457 

462 

430 

•452 

432 

440 

465 

528 

861 

-*-8 

+5 

+5 

East  North  Central  Division,  total. 

3,931 

3,886 

4,247 

4,497 

4,778 

4,656 

4,583 

4,462 

4,401 

4,095 

4,657 

4,619 

5,283 

+6 

+1 

-3 

Durable-goods  stores . 

1,179 

1,210 

1,357 

1,558 

1,574 

1,579 

1,479 

1,367 

1,365 

1,283 

1,676 

1,473 

1,472 

+6 

0 

-8 

Nondurable-goods  stores . 

2,752 

2,676 

2,890 

2,939 

3,204 

3,077 

3,104 

3,095 

3,036 

2,812 

2,981 

3,145 

3,811 

+6 

+2 

0 

Food  group . 

1,044 

1,039 

1,034 

1,033 

1,116 

1,074 

1,128 

1,085 

1,080 

964 

1,017 

1,081 

1,085 

-*-6 

0 

-4 

GAF2,  total . 

801 

785 

968 

970 

1,023 

1,019 

965 

1,045 

998 

970 

1,027 

1,149 

1,717 

•*■11 

+5 

+8 

General  merchandise  group ...... 

427 

433 

536 

541 

577 

581 

539 

607 

562 

535 

563 

661 

1,024 

•♦■12 

+8 

+13 

West  North  Central  Division,  toted. 

1,585 

1,511 

1,625 

1,757 

1,896 

1,893 

1,978 

1,903 

1,836 

1,724 

1,959 

1,891 

2,064 

+3 

+4 

-4 

Durable-goods  stores . 

534 

527 

561 

640 

668 

705 

747 

683 

631 

616 

761 

699 

649 

44 

+8 

-9 

1,051 

984 

1,064 

1,117 

1, 188 

1,231 

1,205 

1,108 

1,198 

1,192 

1,415 

4- 2 

4-1 

-1 

Food  group . 

346 

321 

322 

326 

356 

354 

384 

367 

376 

339 

362 

368 

361 

-1 

-2 

-4 

GAF2,  total . 

290 

279 

332 

340 

363 

374 

378 

406 

359 

354 

375 

399 

592 

+8 

+13 

+7 

General  merchandise  group...... 

158 

157 

188 

194 

208 

215 

210 

232 

215 

200 

208 

226 

362 

44 

+8 

+10 

South  Atlantic  Division,  total . 

2,523 

2,505 

2,789 

2,828 

3,035 

2,938 

2,920 

2,920 

2,749 

2,438 

2,740 

2,775 

3,273 

47 

4-6 

0 

Durable-goods  stores . 

821 

861 

976 

1,028 

1,107 

1,066 

1,003 

966 

860 

780 

975 

914 

942 

4lG 

+12 

-4 

Nondurable-goods  stores . 

1,702 

1,644 

1,813 

1,800 

1,928 

1,872 

1,917 

1,954 

1,889 

1,658 

1,765 

1,861 

2,331 

4-5 

+3 

+2 

GAF2,  total . 

490 

501 

637 

601 

651 

641 

607 

673 

615 

571 

5% 

651 

1,037 

410 

♦9 

+11 

General  merchandise  group . 

250 

257 

328 

321 

345 

330 

311 

346 

332 

291 

315 

351 

579 

4-6 

+4 

+11 

East  South  Central  Division,  total. 

963 

982 

1,092 

1,114 

1,195 

1,144 

1,130 

1,122 

1,055 

983 

1,093 

1,075 

1,248 

+11 

+6 

-1 

Nondurable-goods  stores . 

628 

614 

677 

689 

749 

703 

714 

729 

707 

658 

698 

713 

856 

+7 

+3 

+2 

GAF2,  total . 

185 

184 

236 

236 

251 

235 

225 

245 

233 

219 

236 

246 

378 

+11 

+5 

+9 

General  merchandise  group . 

97 

97 

121 

124 

133 

123 

118 

129 

123 

115 

126 

135 

216 

+10 

+5 

+9 

Vest  South  Central  Division,  total. 

1,704 

1,684 

1,821 

1,867 

1,968 

1,912 

1,966 

1,884 

1,859 

1,681 

1,835 

1,790 

2,054 

+6 

+1 

-4 

Nondurable -good 8  stores . 

1,093 

1,053 

1,145 

1,157 

1,218 

1,191 

1,226 

1,238 

1,222 

1,094 

1, 149 

1,159 

1,389 

+5 

+1 

+1 

GAF2,  total . 

311 

297 

359 

351 

384 

382 

388 

418 

378 

332 

363 

380 

592 

+11 

♦11 

+8 

General  merchandise  group . 

144 

146 

177 

179 

195 

180 

184 

205 

187 

160 

176 

190 

309 

+13 

+10 

♦11 

Mountain  Division,  total . 

765 

711 

762 

795 

837 

901 

907 

905 

936 

839 

912 

902 

1,010 

-2 

-3 

0 

Nondurable -good s  stores . 

511 

484 

529 

527 

544 

575 

603 

607 

625 

555 

550 

566 

692 

-2 

-3 

0 

GAF2,  total . 

133 

129 

151 

150 

159 

164 

163 

177 

162 

148 

160 

167 

270 

-2 

+10 

-10 

♦9 

-3 

♦9 

General  merchandise  group . 

66 

66 

83 

84 

88 

89 

87 

98 

93 

76 

82 

91 

155 

♦7 

♦5 

♦13 

Pacific  Division,  total . 

2,750 

2,713 

2,883 

2,958 

3,065 

3,127 

3,161 

3,137 

2,920 

2,670 

2,942 

2,950 

3,577 

+8 

+7 

-1 

Durable-goods  stores . 

941 

950 

970 

1,017 

1,038 

1,106 

1,105 

1,062 

946 

867 

1,065 

975 

1,085 

♦9 

*12 

-4 

Nondurable -good s  stores . 

1,809 

1,763 

1,913 

1,941 

2,027 

2,021 

2,056 

2,075 

1,974 

1,803 

1,877 

1,975 

2,492 

+8 

♦5 

♦1 

Food  group . . . 

684 

666 

686 

689 

722 

694 

753 

737 

733 

634 

655 

702 

719 

♦5 

♦1 

-2 

GAF2,  total . 

557 

550 

630 

625 

659 

688 

661 

709 

641 

612 

666 

708 

1,110 

♦12 

♦11 

♦7 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 


1  Preliminary  estimates . 

2  Stores  Jn  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department  store  types  of  merchandise. 
(C)  (c)  See  footnote  to  table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  SELECTED  LARGE  STATES:  AUGU3T  1963  TO  AUGUST  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1964 

1963 

Percentage  change 

Jan. -Aug. 
1964 
from — 
Jan. -Aug. 
1963 

August  1964 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

|  July 

Aug.1 

Aug.  | 

Sept. 

Oct. 

Nov. 

Dec. 

Aug. 

1963 

July 

1964 

California . 

2, 154 

2,109 

2,195 

2,260 

2,354 

2,389 

2,375 

2,351 

2,192 

2,011 

2,248 

2,277 

2,783 

+8 

+7 

-1 

Illinois . 

1,143 

1,131 

1,276 

1,336 

1,418 

1,384 

1,302 

1,289 

1,234 

1,172 

1,332 

1,386 

1,602 

+8 

+4 

-1 

Massachusetts . . 

586 

561 

630 

665 

697 

675 

630 

633 

607 

549 

607 

631 

778 

+4 

44 

0 

Michigan . 

653 

823 

884 

952 

1,017 

984 

993 

958 

953 

859 

981 

973 

1,109 

+5 

4-1 

-4 

New  Jersey . 

697 

699 

802 

808 

869 

851 

819 

794 

735 

675 

780 

7  82 

920 

+9 

48 

-3 

New  York . 

1,910 

1,839 

2,028 

2,036 

2,156 

2,114 

2,045 

2,036 

1,997 

1,892 

2,081 

2,110 

2,493 

+5 

42 

0 

Ohio . 

986 

977 

1,063 

1,115 

1,176 

1,147 

1,141 

1,105 

1,135 

1,074 

1,212 

1,182 

1,340 

+5 

-3 

-3 

Pennsylvania . 

1,088 

1,066 

1,181 

1,213 

1,286 

1,267 

1,226 

1,186 

1,205 

1,100 

1,240 

1,264 

1, 520 

+2 

-2 

-3 

1,010 

1,021 

1,113 

1,129 

1,192 

1,161 

1,200 

1,156 

1,130 

1,013 

1,107 

1,074 

1,228 

+5 

4-2 

-K 

Mote:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 

1  Preliminary  estimate. 

Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  AUGUST  1963  TO  AUGUST  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Statistical  areas 

1964 

1963 

Percentage  change 

Jan. -Aug. 
1964 
from — 
Jan. -Aug. 
1963 

August  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

|  July 

Aug.1 

Aug.  j 

Sept. 

Oci. 

Nov. 

Dec. 

Aug. 

1963 

July 

1964 

Standard  Consolidated  Areas2 

Chicago,  Ill. -Northwestern  Ind. , 

total . 

812 

802 

910 

942 

986 

958 

895 

892 

869 

81f 

9  28 

963 

1,145 

+6 

-43 

0 

New  York- Northeastern  N.  J., 

412 

total . 

1,708 

1,  666 

1,846 

1,829 

1,951 

1,905 

1,790 

1,782 

1,693 

1,635 

1,838 

1,869 

2,216 

4-5 

45 

0 

OAF3 . 

412 

395 

488 

456 

517 

527 

464 

463 

445 

484 

505 

537 

813 

49 

44 

0 

Standard  Metropolitan 

Statistical  Areas2 

Chicago,  Ill.,  total . 

758 

742 

853 

877 

914 

889 

822 

819 

797 

753 

847 

894 

1,071 

47 

43 

0 

i  1  1  •  1 

X  I  1 _ 1 _ L  1  ' 

i 

i  i  i 

'  III. 

Los  Angeles,  Calif.,  total . 

1, 018 

963 

1,004 

1,022 

1,061 

1,063 

1,070 

1,055 

989 

918 

1,039 

1,064 

1,337 

4-9 

47 

-1 

New  York,  N.  Y.,  total . 

1,229 

1,195 

1,308 

1, 282 

1,356 

1,326 

1,262 

1,265 

1,220 

1, 19l|  1,312 

1,345 

1,603 

416 

44 

44 

0 

•  1 

1 ! 

111  1  1 

1  III  1  1  ^ 

1 ! 1  1 • 

48 

4-6 

-2 

1_ 1_ 1_ 1_ 1_ 1 “ 1_ III  1  1 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 


Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  =  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  ■  1.6  to  3.0  percent 
c  ■  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar 

volume  estimates 

Percentage  change  from  same 
month  a  year  ago 

Month- to- month  percent  change 
2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Dirable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

c 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  statione . 

A 

B 

B 

B 

c 

A 

B 

B 

B 

B. 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

c 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 

0 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  CEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

Vest  North 
Central 

South 

Atlantic 

East  South 
Central 

Vest  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable -goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Perce 

ntage  change 

fran  same  n 

lonth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . . . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

3 

b 

Nondurable-goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

X 

a 

a 

l 

a 

b 

GAF,  total . . . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations )  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

A 

B 

B 

b 

B 

B 

B 

B 

B 

A 

B 

B 

A 

B 

B 

a 

Table  S-4 .  ESTIMATED  RANCES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill .-Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York-Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  ELI . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

a 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  operating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  .  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist¬ 
ence  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  cou-ity  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1963  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business .  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  sham  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  Is  measurable. 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value "  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates . ) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  ‘determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size . 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by- 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published  data  from  their  respective  totals .  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
,rbuilding  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  conpany's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind -of -business  categories  tabulated . 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 


CHICAGO,  ILL. — NCRTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 

GARY -HAMMCND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK -NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERSON -CLIFT  ON-PASSAIC,  N.J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 

Middlesex  and  Somerset  counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES -LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties.  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 

N.  J. 


Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  September  1964 

SALES 


Total  sales  of  all  retail  stores  in  the  United 
States  during  September  1964  were  estimated  at  $21.2 
billion,  2  percent  below  sales  for  August  1964  but 
10  percent  above  September  1963.  After  adjustment 
for  seasonal  variations  and  trading  day  differences 
but  not  for  price  changes,  September  sales  amounted 
to  $22.2  billion,  little  changed  from  August  1964 
but  9  percent  above  September  1963.  Adjusted  sales 
of  durable-goods  stores  in  September  increased  1  per¬ 
cent  from  August  1964  and  12  percent  from  September 
1963.  Adjusted  sales  of  nondurable-goods  stores  in 
September  1964  decreased  1  percent  from  the  previous 
month  but  increased  7  percent  from  September  1963 . 

Based  on  adjusted  data,  September  1964  sales  of 
the  automotive  group  were  4  percent  above  those  for 
August.  The  furniture  and  appliance  group  decreased 
4  percent  while  the  lumber,  building,  hardware,  farm 
equipment  group  remained  virtually  unchanged.  In 
the  nondurable-goods  stores  category,  month-to-month 
decreases  were  reported  by  the  apparel  group  (-7$), 
general  merchandise  group  (-5$),  and  eatingand  drink¬ 
ing  places  (-1$)  while  the  food  group  increased  (+1$). 

In  the  durable-goods  stores  category,  a  comparison 
of  adjusted  sales  for  September  1964  with  those  for 
the  same  month  a  year  ago  shows  increases  in  the 
automotive  group  (+20$)  and  the  furniture  and  ap¬ 
pliance  group  (+7$)  while  sales  of  the  lumber,  build¬ 
ing,  hardware,  farm  equipment  group  decreased  (-4$). 
In  the  nondurable-goods  stores  category,  all  major 
kinds-of -business  groups  reported  year-to-year  in¬ 
creases  with  the  general  merchandise  group  and  eating 
and  drinking  places  each  increasing  9  percent,  the 
food  group 8  percent,  and  the  apparel  group  5  percent. 

Unadjusted  cumulative  sales  of  all  retail  stores 
for  the  first  9  months  of  1964  amounted  to  $189.5 
billion,  6  percent  above  the  first  9  months  of  1963, 
with  all  major  kind-of-business  groups  showing  in¬ 
creases.  Based  on  adjusted  data,  all  store  retail 
sales  for  the  third  quarter  of  1964  increased  2$  from 
the  previous  1964  quarter  and  gained  7$  from  the 
corresponding  1963  quarter. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $15.7 
billion  in  total  accounts  receivable  balances  owed 


by  customers  as  of  September  30,  1964.  Based  on 
data  not  adjusted  for  seasonal  variations  or  price 
changes,  this  total  was  2  percent  above  the  August 
1964  level  and  12  percent  higher  than  the  $14.0  bil¬ 
lion  estimated  as  of  September  30,  1963.  Year-to- 
year  increases  were  reported  in  both  the  installment 
account  balances  (+19$)  and  in  the  charge  account 
balances  (+5$) . 

Total  receivable  balances  of  durable-goods  stores 
as  of  September  30,  1964  were  2  percent  higher  than 
balances  for  the  previous  month  and  5  percent  above 
those  outstanding  at  the  end  of  September  30,  1963. 
Nondurable-goods  stores  reported  a  1  percent  in¬ 
crease  in  total  amounts  outstanding  from  the  Aug¬ 
ust  31,  1964  total,  and  an  18  percent  increase  over 
the  total  for  the  end  of  Sep tembe_r_  1^63  ^  •j—y 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  SEPTfcMBER  1964 


(Million*  of  dollars) 


Kind  of  business 

1964 

1963 

= 

Total  9  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

|  Aug. 

Sept.1 

Sept. 

I  Oct. 

Nov. 

Dec . 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal  variation*  or  trading  day  differences 

United  States,  total . . . 

19,165 

18  758 

20,502 

21,186 

22, 508 

22,242 

r22,i45 

21,778 

21,246 

19,267 

21,528 

21,494 

25,104 

189,519 

178,309 

Durable-goods  stores,  total . . . 

6,031 

6,122 

6,741 

7,360 

7,693 

7,719 

7,  399 

7,011 

6,786 

5,999 

7,599 

6,985 

7,208 

62,862 

58,306 

Nondurable-goods  stores,  total . 

13,123 

12,636 

13..  761 

13,826 

14, 815 

14,523 

r14, 746 

14, 767 

14,460 

13,268 

13,929 

14,509 

17,896 

L26,657 

120,003 

Food  group . . . . . 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

^5, 484 

5,283 

5,149 

4,684 

4,910 

5,153 

5,194 

45,934 

43,886 

Grocery  stores  ............................. 

4,558 

4,395 

4,406 

4,414 

4,739 

4,613 

r4, 971 

4,780 

4,658 

4,238 

4,449 

4,689 

4,679 

41,534 

39,734 

Meat  market* . 

133 

125 

129 

123 

127 

127 

125 

123 

118 

118 

123 

124 

133 

1,130 

1,130 

Bakery  product*  store*. . 

93 

89 

95 

94 

96 

92 

88 

94 

93 

91 

95 

97 

104 

834 

806 

fating  and  drinking  places . . . 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,796 

1,805 

1,680 

1,526 

1,556 

1,486 

1,533 

14,496 

13,496 

Eating  places . . . . . 

990 

964 

1,045 

1,092 

1,179 

1,239 

1,293 

1,308 

1,207 

1,070 

1,083 

1,028 

1,054 

10,317 

9,444 

Restaurants,  cafeterias,  lunchrooms . 

831 

811 

869 

895 

942 

983 

1,026 

1,047 

975 

870 

892 

855 

883 

8,379 

7,703 

Drinking  places . . . . 

446 

422 

440 

455 

471 

472 

503 

497 

473 

456 

473 

458 

479 

4,179 

4,052 

General  merchandise  group........... . 

1,872 

1,875 

2,303 

2,310 

2,479 

2,491 

2,  380 

2,591 

2,553 

2,275 

2,417 

2,728 

4,399 

20,854 

19,116 

Department  stores  and  dry  goods,  general 

merchandise  stores.. . 

1,344 

1,320 

1,638 

1,677 

1,800 

1,816 

1,714 

1,865 

1,859 

1,646 

1,734 

1,956 

3,165 

15,033 

13,757 

Department  stores . 

1,094 

1,069 

1,336 

1,366 

1,463 

1,481 

1,384 

1,513 

1,521 

1,340 

1,404 

1,590 

2,625 

12,227 

11,064 

Variety  stores . . . . 

289 

313 

389 

361 

399 

395 

398 

421 

402 

354 

378 

414 

793 

3,367 

3,040 

Mall  order  houses  (department  store 

merchandise) . . . . . . 

140 

146 

178 

179 

173 

170 

158 

195 

189 

172 

197 

248 

307 

1,528 

1,372 

Apparel  group. ..............  . . . . . 

1,026 

927 

1,283 

1, 140 

1,282 

1,238 

1,118 

1,209 

1,272 

1,161 

1,191 

1, 308 

2,172 

10,495 

9,789 

Men's,  boys'  wear  stores  . . 

208 

176 

206 

204 

240 

254 

221 

220 

233 

203 

218 

254 

471 

1,962 

1  1,843 

Men's,  boys'  clothing,  furnishings  stores. 

202 

171 

200 

196 

231 

247 

214 

214 

228 

197 

210 

246 

^62 

1,903 

1,786 

Women's  apparel,  accessory  store*3 . 

407 

375 

502 

463 

506 

465 

427 

463 

482 

448 

472 

509 

834 

4,090 

3,776 

Yemen's  ready-to-wear  stores . 

347 

327 

440 

406 

440 

401 

364 

402 

419 

399 

418 

446 

727 

3,546 

3,330 

Family  clothing  stores...... . . 

187 

178 

247 

217 

252 

249 

217 

249 

250 

231 

247 

282 

472 

2,046 

1,924 

Shoe  stores..... . . . . . 

177 

156 

266 

211 

233 

217 

195 

212 

237 

214 

197 

202 

295 

1,904 

1,793 

Furniture  and  appliance  group . . 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

1,111 

1,075 

980 

1,095 

1,077 

1,333 

9,241 

8,107 

Furniture,  home  furnishings  stores . 

584 

600 

638 

663 

685 

735 

708 

735 

694 

647 

719 

703 

790 

6,042 

5,253 

Furniture  stores,.... . 

421 

425 

443 

478 

497 

543 

532 

552 

512 

476 

517 

509 

591 

4,403 

3,839 

Household  sppliance,  TV,  radio  stores . 

321 

320 

335 

341 

358 

377 

390 

376 

381 

333 

376 

374 

543 

3,199 

2,854 

Household  appliance  dealer* . 

228 

229 

241 

244 

263 

282 

290 

274 

276 

247 

273 

270 

393 

2,327 

2,112 

Lumber,  building,  hardware,  fans  equipment 

group . 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,500 

1,389 

1,381 

1,431 

1,526 

1, 340 

1, 185 

11,686 

11,477 

Limber  yards,  building  materials  dealers  ... 

536 

542 

616 

721 

801 

879 

872 

823 

808 

842 

897 

771 

610 

6,598 

6,641 

Limber  yards . 

355 

366 

403 

473 

525 

580 

564 

555 

548 

582 

608 

515 

3% 

4,369 

4,487 

Hardware  stores. . . . 

176 

167 

182 

217 

246 

250 

237 

229 

229 

213 

222 

231 

308 

1,933 

1,886 

Automotive  group.... . . 

3,677 

3,684 

4,058 

4,453 

4,551 

4,387 

4,159 

3,853 

3,660 

2,990 

4,  387 

3,949 

3,690 

36,482 

33,933 

Passenger  car,  other  automotive  dealers . 

3,488 

3, 505 

J,847 

4,215 

4,  289 

4,110 

3,896 

3,611 

3,435 

2,779 

4,148 

3,712 

3,377 

34,396 

31,960 

Passenger  car  dealers5 . . 

3,404 

3,412 

3,734 

4,077 

4, 141 

3,947 

3,723 

3,436 

3,304 

2,677 

4,042 

3,613 

3, 291 

33,178 

30,793 

Passenger  oar  dealers  (franchised) . 

3,116 

3,128 

3,429 

3,768 

3,809 

3,648 

3,437 

3,157 

3,062 

2,402 

3,745 

3, 330 

3,054 

20,554 

28,082 

Tire,  battery,  accessory  dealers . . 

189 

179 

211 

238 

262 

277 

263 

242 

225 

211 

239 

237 

313 

2,086 

1,973 

Gasoline  service  stations.... . . . . 

1,566 

1,480 

1,585 

1,617 

1,708 

1,754 

1,820 

1,801 

1,691 

1,599 

1,649 

1,625 

1,713 

15,022 

14,378 

Drug  and  proprietary  stores . 

671 

656 

680 

665 

713 

705 

707 

708 

708 

647 

667 

666 

906 

6,213 

5,936 

Drug  stores . . . 

652 

636 

657 

643 

689 

681 

677 

679 

674 

622 

643 

643 

871 

5,988 

5,740 

Liquor  stores  . . . . . 

433 

427 

434 

446 

485 

472 

500 

489 

476 

437 

466 

510 

724 

4,162 

3,959 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  Statu,  total . . . . . 

21,000 

21,533 

21,223 

21, 392 

21,777 

21,773 

r21,935 

22,266 

22,175 

20,426 

20,716 

20,558 

21,019 

195,074 

183,884 

Durable-goods  stores,  total . 

6,855 

7,262 

6,939 

7,010 

7,218 

7,002 

7,060 

7,324 

7,421 

6,606 

6,941 

6,734 

6,831 

64,091 

59,553 

Nondurable-goods  stores,  total.... ...... 

14, 145 

14,271 

14,284 

14, 382 

14,559 

14,771 

r14,875 

14,942 

14,754 

13,820 

13,775 

13,824 

14,188 

130,983 

124,331 

Food  group. . . 

5,031 

4,991 

5,112 

5,064 

5,034 

5,202 

r  5,261 

5,234 

5,301 

4,897 

4,943 

4,973 

4,991 

46,230 

44,271 

Grocery  stores  . . . . 

4,548 

4,513 

4,605 

4,574 

4,540 

4,704 

r4,769 

4,743 

4,802 

4,441 

4,484 

4,512 

4,523 

41,798 

40,073 

fating  and  drlnklx^  places . 

1,580 

1,593 

1,584 

1,599 

1,589 

1,623 

1,642 

1,633 

1,609 

1,470 

1,530 

1,506 

1,528 

14,452 

13,502 

General  mere hand lee  group . 

2,481 

2,592 

2,489 

2,534 

2,589 

2,620 

2,686 

2,734 

2,594 

2,390 

2,  303 

2,  355 

2, 47- 

23,299 

21,361 

Department  etoree . 

1,464 

1,538 

1,467 

1,467 

1,543 

1,533 

1,580 

1,630 

1,518 

1,386 

1,321 

1,355 

1,457 

13,740 

12,447 

Variety  etoree . 

410 

408 

404 

421 

420 

427 

443 

439 

429 

386 

390 

381 

397 

3,801 

3,431 

Mall  order  houses  (department  a tore  mdse.).. 

181 

197 

188 

192 

190 

200 

192 

205 

192 

181 

173 

183 

184 

1,737 

1,563 

Ippar.l  group . . . 

1,250 

1,291 

1,228 

1, 272 

1,  295 

1, 322 

1,316 

1,363 

1,267 

1,204 

1,150 

1, 186 

1,250 

11,604 

10, 816 

Ken'*,  boya'  wear  etoree  . . . 

231 

246 

233 

241 

250 

244 

257 

269 

260 

238 

217 

224 

239 

2,231 

2,098 

Women's  apparel,  accessory  a torse  3 . 

497 

505 

477 

504 

502 

522 

509 

519 

488 

465 

451 

463 

482 

4,523 

4,164 

Shoe  stores.... . . 

220 

214 

226 

219 

223 

218 

217 

224 

208 

198 

196 

205 

222 

1,969 

1,859 

Furniture  and  appliance  group . 

1,019 

1,073 

1,088 

1,095 

1,080 

1,108 

1,107 

1,094 

1,054 

985 

1,028 

986 

1,021 

9,718 

8,552 

Furniture,  home  furnishings  stores . 

671 

707 

711 

701 

699 

735 

709 

719 

677 

648 

666 

640 

637 

6,329 

5,520 

HouMfaold  appliance,  TV,  radlc  fl tores . 

348 

366 

377 

394 

381 

373 

398 

375 

377 

337 

362 

346 

384 

3,389 

3,032 

lumber,  building,  hardware,  farm  equipment 

group . 

1,269 

1,348 

1,277 

1,257 

1,370 

1,339 

1,294 

1,273 

1,270 

1,318 

1,  35C 

1,381 

1,289 

11,697 

11,510 

Umtoer  yards,  building  materials  dealers'... 

730 

779 

727 

707 

754 

765 

732 

711 

723 

761 

764 

754 

716 

6,628 

6,663 

Hardware  stores............................. 

219 

228 

209 

205 

220 

227 

222 

227 

235 

214 

222 

240 

236 

1,992 

1,948 

Automotive  group. . . . 

3,951 

4,162 

3,894 

4, 026 

4,126 

3,885 

3,989 

4,259 

4,448 

3,717 

3, 98C 

3,791 

3,935 

36,740 

34,235 

Passenger  oar,  other  automotive  dealers . 

3,711 

3,925 

3,646 

3,788 

3,880 

3,645 

3,755 

4,025 

4,218 

3,495 

3,74* 

3,556 

3,685 

34,593 

32,206 

Tire,  battery,  accessory  dealer*. . . 

240 

2yf 

248 

238 

246 

240 

234 

234 

230 

222 

232 

235 

250 

2,147 

2,029 

0— ollns  eerrioe  station* . . . . . . 

1,638 

1,641 

1,629 

1,674 

1,670 

1,683 

1,701 

1,690 

1,685 

1,605 

1,61* 

1,638 

1,681 

15,011 

14,434 

Drug  mid  proprietary  store* . . 

696 

666 

702 

689 

713 

721 

726 

722 

741 

688 

682 

677 

694 

6,374 

6,107 

Uguor  (toru.,.,, . . . 

471 

482 

491 

486 

495 

503 

495 

494 

501 

466 

47* 

473 

483 

4,418 

4,209 

Preliminary  estimate*,  see  Explanatory  Materiel,  page  14,  r  Revised. 

Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

4  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

5  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  nonfronchlsed  car  dealers. 

Note:  United  States  totals  Include  kinds  of  business  not  shown  separately.  Sanpllng  variabilities  for  unadjusted  data  shown  In  table  8,  page  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1964 


Percentage  changes  in  sales — 

Percentage  changes  in  sales — 

all 

retail  stores 

all 

retail  stores 

September  1964 

9  mos. 

September  1964 

9  mos. 

Kind  of  business 

from — 

1964 

Kind  of  business 

from — 

1964 

from 

from 

Sept. 

Aug. 

9  mos. 

Sept. 

Aug. 

9  mos. 

1963 

1964 

1963 

1963 

1964 

1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total 


Durable-goods  stores,  total... 
Nondurable-goods  stores,  total 


Food  group . . 

Grocery  stores . . 

Meat  markets . . 

Fruit  stores,  vegetable  markets*. 
Candy,  nut,  confectionery  stores*. 

Bakery  products  stores . . 

Delicatessen  stores* . 


Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms... 
Drinking  places . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 


Apparel  group . 

Men's,  boys'  clothing,  furnishings  stores . 

Men's,  boys'  clothing  stores* . 

Men's,  boys'  furnishings  stores* . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Women's  apparel,  accessory,  specialty  stores*.. 
Shoe  stores. . .  . . . . 


+10 

-2 

+6 

Furniture  and  appliance  group . 

+10 

-3 

+14 

Furniture  stores . 

+8 

-7 

+15 

Floor  coverings  stores* . 

+4 

-1 

+20 

+13 

-3 

+8 

Household  appliance,  TV,  radio  stores . 

+14 

+1 

+12 

+9 

-2 

Household  appliance  stores . 

+12 

+1 

+10 

TV,  radio  stores* . 

+22 

+3 

+17 

+10 

-3 

+5 

Lumber,  building,  hardware,  farm  equipment 

+10 

-3 

+5 

group . 

-3 

-1 

+2 

0 

0 

Lumber,  building  materials  dealers . 

-4 

-2 

-1 

-2 

-15 

+3 

Lumber  yards . 

—6 

-1 

-3 

+28 

+9 

+2 

Paint,  glass,  wallpaper  stores* . 

+8 

-4 

+3 

+2 

-1 

+3 

Heating  and  plumbing  equipment  dealers* . 

+31 

+9 

-7 

+12 

0 

+2 

Hardware  stores . 

+8 

0 

+2 

Farm  equipment  dealers* . 

-9 

+2 

+7 

+10 

+13 

-7 

-8 

+7 

+9 

Automotive  group . 

+22 

-5 

+8 

+12 

Passenger  car  dealers . 

+23 

-4 

+8 

+4 

-5 

+3 

Passenger  car  dealers  (franchised) . 

+27 

-3 

+9 

Tire,  battery,  accessory  dealers . 

+7 

+6 

+12 

-1 

+9 

Gasoline  service  stations . 

+6 

-6 

+4 

+13 

0 

+9 

Fuel  fuel  oil  dealers* . 

+14 

+19 

+1 

+14 

+1 

+11 

Fuel  dealers,  except  fuel  oil* . 

+22 

+17 

+2 

+14 

-5 

+11 

Fuel  oil  dealers* . 

+7 

+22 

+1 

+10 

-3 

+11 

Drug  and  proprietary  stores . 

+9 

0 

+5 

Drug  stores . 

+8 

-1 

+4 

Liquor  stores . 

+9 

-3 

+5 

+10 

+5 

+7 

Jewelry  stores* . 

+12 

-5 

+9 

+16 

+7 

+7 

Florists* . 

+13 

+6 

+6 

+14 

+6 

+6 

Book  stores* . 

NA 

NA 

NA 

+25 

+10 

+14 

Stationery  stores* . 

-3 

+14 

+1 

+5 

+4 

+6 

Music  stores* . 

+10 

+18 

+14 

+8 

0 

+6 

Camera,  photographic  supply  stores* . 

+7 

-3 

+4 

+37 

+4 

+21 

Optical  goods  stores* . 

+27 

0 

+13 

+11 

+12 

+6 

Typewriter  stores* . 

0 

+8 

-9 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+9 

0 

+6 

Durable-goods  stores,  total . 

+12 

+1 

+8 

Nondurable -goods  stores,  total . 

+7 

-1 

+5 

Food  group . 

+8 

+1 

+4 

Grocery  stores . 

+8 

+1 

+4 

Eating  and  drinking  places . 

+9 

-1 

+7 

General  merchandise  group . 

+9 

-5 

+9 

Department  stores . 

+10 

-7 

+10 

Variety  stores . 

Mail  order  houses  (department  store 

+11 

-2 

+11 

merchandise) . 

+6 

-6 

+11 

Apparel  group . 

Men's,  boys'  wear  stores . 

+5 

-7 

+7 

+9 

-3 

+6 

Women '8  apparel,  accessory  stores . 

+5 

-6 

+9 

Shoe  stores . 

+5 

-7 

+6 

Furniture  and  appliance  group . 

+7 

-4 

+14 

Furniture,  home  furnishings  stores . 

+4 

-6 

+15 

Household  appliance,  TV,  radio  stores . 

+12 

+1 

+12 

Lumber,  building,  hardware,  farm  equipment 

-4 

0 

+2 

Lumber,  building  materials  dealers . 

-5 

+2 

-1 

Hardware  stores . 

+10 

+4 

+2 

Automotive  group . 

+20 

+4 

+7 

Passenger  car  and  other  automotive  dealers .... 

+21 

+5 

+7 

Tire,  battery,  accessory  dealers . 

+4 

-2 

+6 

Gasoline  service  stations . 

+5 

0 

+4 

Drug  and  proprietary  stores . 

+8 

+3 

44 

Liquor  stores . 

+8 

+1 

+5 

*  See  Explanatory  Materials,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 

NA  Not  available. 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIIMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1964 


(Millions  of  dollars) 


Kind  of  business 

1964 

— 

1963 

Total  9 

months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Sept.  1 

Oct. 

Nov. 

Dec. 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,478 

4,330 

4, 859 

4,858 

5,233 

5,107 

r5, 169 

5,202 

5,133 

4,611 

4,915 

5,364 

6,943 

44,369 

41,058 

IXirable-goods  stores,  total . 

310 

315 

359 

390 

421 

450 

457 

444 

438 

365 

412 

411 

501 

3,584 

3,145 

Nondurable-goods  stores,  total . 

4,168 

4, 015 

4,  500 

4,468 

4,812 

4,657 

r4,712 

4,758 

4,695 

4,246 

4,503 

4,953 

6,442 

40, 785 

37  913 

Food  group . . . . 

2,139 

2,035 

2,026 

2,028 

2,184 

2,041 

r2, 219 

2,082 

2,063 

1,877 

2,018 

2,192 

2,142 

18, 817 

18,005 

Grocery  storesl . . . 

2,086 

1,982 

1,970 

1,975 

2,125 

1,981 

r2,158 

2,021 

1,999 

1,825 

1,965 

2,140 

2,081 

18,297 

17,506 

Eating  and  drinking  places . 

102 

100 

111 

111 

120 

131 

134 

138 

129 

107 

109 

105 

107 

1,076 

932 

General  merchandise  group . 

1,262 

1,246 

1,564 

1,592 

1,696 

1,698 

1,605 

1,756 

1,717 

1,526 

1,615 

1,843 

2,995 

14,136 

12,565 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

909 

871 

1,105 

1,148 

1,232 

1,232 

1,155 

1,261 

1,243 

1,105 

1,149 

1,307 

2,113 

10,156 

8,994 

Department  stores . 

790 

763 

968 

1,002 

1,074 

1,075 

1,003 

1,089 

1,079 

961 

1,000 

1,137 

1,850 

8,843 

7,830 

Variety  stores . 

216 

238 

304 

281 

306 

304 

299 

320 

305 

272 

292 

321 

611 

2, 573 

2,318 

Apparel  group . 

247 

228 

365 

304 

350 

335 

292 

329 

341 

309 

311 

348 

567 

2,791 

2,570 

Men's,  boys'  wear  stores2 . 

26 

22 

29 

26 

33 

32 

26 

25 

28 

25 

30 

34 

60 

247 

231 

Women's  apparel,  accessory  stores3 . 

97 

95 

147 

132 

148 

144 

125 

143 

140 

128 

131 

152 

246 

1, 171 

1,078 

Women's  ready-to-wear  stores . 

89 

88 

135 

122 

136 

132 

114 

133 

130 

118 

120 

141 

226 

1,079 

994 

Shoe  stores . 

73 

66 

119 

86 

100 

94 

82 

91 

103 

93 

83 

83 

133 

814 

755 

Furniture  and  appliance  group . 

78 

83 

96 

92 

103 

105 

103 

104 

108 

94 

102 

108 

128 

872 

777 

Tire,  battery,  accessory  dealers . • 

75 

72 

82 

96 

106 

115 

108 

101 

93 

83 

93 

94 

132 

848 

779 

Drug  and  proprietary  stores . 

140 

138 

148 

141 

152 

152 

153 

151 

154 

135 

138 

143 

226 

1,329 

1,221 

Liquor  stores . 

91 

93 

98 

97 

102 

97 

100 

103 

100 

92 

102 

111 

171 

881 

849 

Data 

ADJUSTED  for  seasonal  ve 

riations  and  tr? 

ding  day  differences 

United  States,  total . 

5,089 

5,111 

5,126 

5,105 

5,165 

5,240 

r5,311 

5,366 

5,2% 

■ 

4,871 

4,809 

4,922 

5,043 

46,809 

43,  317 

Grocery  stores . 

2,041 

2,018 

2,055 

2,030 

1,999 

2,066 

r2,084 

2,083 

2  105 

1,970 

1,993 

2,015 

2,017 

18,481 

17.691 

Eating  and  drinking  places . 

111 

110 

112 

112 

115 

127 

126 

130 

125 

105 

107 

105 

106 

1,068 

933 

General  merchandise  group . 

1,698 

1,743 

1,721 

1,718 

1,768 

1,759 

1,791 

1,830 

1,755 

1,605 

1,523 

1,600 

1,674 

15,783 

14,043 

Department  stores . 

1,057 

1,090 

1,075 

1,049 

1,110 

1,087 

1,124 

1,154 

1,093 

1,000 

932 

993 

1,050 

9,839 

8,707 

Variety  stores . 

318 

318 

319 

329 

320 

324 

329 

328 

327 

297 

298 

296 

305 

2,912 

2,625 

Apparel  group . 

336 

337 

326 

343 

348 

349 

351 

369 

337 

316 

298 

310 

326 

3,0% 

2,845 

Men's,  boys'  wear  stores2 . 

31 

33 

29 

31 

34 

32 

33 

33 

33 

31 

29 

27 

29 

289 

270 

Women's  apparel,  accessory  stores3 . 

139 

140 

136 

151 

146 

153 

149 

156 

142 

132 

125 

135 

137 

1,312 

1,203 

Shoe  stores . 

94 

90 

98 

91 

95 

91 

96 

103 

92 

87 

84 

83 

92 

850 

790 

Tire,  battery,  accessory  dealers . 

99 

98 

96 

96 

99 

100 

96 

100 

97 

89 

91 

92 

99 

881 

809 

Drug  and  proprietary  stores . 

152 

148 

157 

147 

157 

156 

161 

158 

165 

147 

146 

144 

147 

1,401 

1,291 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  September  1964  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending 
September  5  =  514;  September  12  =  449;  September  19  s  490;  September  26  s  469;  October  3  =  495. 

*  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers.  r  Revised. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1964 


(Millions  of  dollars) 


Kind  of  business 

1964 

— 

1963 

Total  9  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Sept.1 

Sept.  | 

Oct. 

Nov. 

Dec. 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

5,328 

5,143 

5,773 

5,819 

6, 253 

6, 109 

*6.15? 

6,230 

5,546 

5,947 

6,411 

8, 239 

52,979 

49,155 

Food  group . 

2,413 

2,288 

2,273 

2,272 

2,444 

2,292 

fi,5C3 

2, 384 

2,367 

2,150 

2,294 

2,477 

2,431 

21,236 

20,402 

Grocery  stores . 

2, 334 

2,211 

2, 190 

2, 192 

2, 359 

2,206 

*-,413 

2, 290 

2,270 

2,074 

2,217 

2,401 

2,343 

20,465 

19,705 

Bating  and  drinking  places . 

148 

139 

156 

158 

171 

190 

196 

200 

184 

159 

166 

165 

163 

1,542 

1,370 

General  merchandise  group . 

1,372 

1,368 

1,708 

1,734 

1,849 

1,860 

1,731 

1,8% 

1,862 

1,672 

1,773 

2,019 

3,275 

15,380 

13,840 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,006 

976 

1,232 

1,277 

1,369 

1,382 

1,267 

1,385 

1,373 

1,231 

1,285 

1,455 

2,349 

11,267 

10,037 

Department  stores . 

861 

843 

1,065 

1,100 

1,178 

1,190 

1,085 

1,182 

1,180 

1,051 

1,095 

1,244 

2,029 

9.684 

8,568 

Drug  and  proprietary  stores . 

165 

162 

172 

163 

180 

182 

185 

187 

189 

165 

168 

172 

266 

1,476 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14.  r  Revised. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  SEPTEMBER  1964 
(Based  on  figures  that  are  NOT  ADJUST ED  for  seasonal  variations  or  trading  day  differences.) 


Percentage  change  in  sales 


Area 

September  1964  from — 

9  mos. 

1964 

from 

9  mos. 

1963 

Area 

September  1964  from — 

9  mos. 

1964 

from 

9  mos. 

1963 

September 

1963 

August 

1964 

September 

1963 

August 

1964 

STANDARD  METROPOLITAN  AREA 

New  York- Northeastern  New  Jersey1... 

+6 

+17 

+8 

New  York  City . 

+6 

+19 

+10 

Newark,  N.  J . 

+5 

+24 

+2 

+7 

+3 

+8 

+4 

-1 

+10 

NA 

NA 

NA 

+7 

-13 

+4 

Asheville,  N.  C . 

+6 

-7 

+4 

+10 

+2 

+10 

+7 

-11 

+5 

+6 

-7 

+7 

+2 

-8 

+2 

Philadelphia,  Pa . 

+5 

+31 

+9 

Phoenix,  Arlz . 

NA 

NA 

NA 

+5 

+7 

+9 

+4 

-4 

+7 

Baton  Rouge,  La . 

0 

-8 

+4 

14 

-1 

+9 

+11 

-5 

+5 

+9 

-2 

+4 

+1 

+16 

+9 

+7 

+14 

+5 

+12 

+5 

+7 

Rochester,  N.  "t . 

+7 

0 

+3 

Sacramento,  Calif . 

+16 

-1 

+15 

Buffalo,  N.  Y . 

+10 

+12 

+7 

+8 

+2 

+6 

+3 

-1 

0 

+6 

flO 

+9 

+3 

-10 

+3 

+12 

-1 

+11 

+16 

-12 

+11 

+6 

+2 

+8 

NA 

NA 

NA 

San  Diego,  Calif... . . . 

+17 

+3 

+9 

+9 

+3 

+8 

+7 

-6 

+7 

NA 

NA 

NA 

+14 

-7 

+1 

+15 

+7 

+2 

-13 

+4 

+13 

-19 

+5 

+3 

-5 

+2 

+14 

-6 

+10 

+11 

-8 

+3 

Springfield,  Mo . . . 

+2 

-7 

+8 

+7 

-10 

+6 

+9 

+2 

+8 

+10 

-4 

+9 

+4 

-3 

+2 

+21 

+4 

+15 

+22 

-11 

+6 

+16 

-12 

+9 

+3 

-4 

+6 

Erie,  Pa . 

+4 

+11 

+5 

Toledo,  Ohio . 

+7 

+6 

+6 

NA 

NA 

NA 

-1 

+14 

+12 

Flint,  Mich . 

+14 

-2 

+10 

+15 

-9 

+7 

+12 

-5 

+5 

NA 

NA 

NA 

NA 

NA 

NA 

+13 

-11 

+11 

Grand  Rapids,  Mich . 

+7 

+5 

+6 

Washington,  D.  C . 

+6 

+3 

+10 

Wheeling,  W.  Va . 

-1 

-4 

+2 

+18 

-8 

+15 

+12 

-11 

+8 

+6 

0 

+2 

+8 

+17 

+6 

+9 

-15 

+16 

+13 

-1 

+9 

Kansas  City,  Mo . 

+10 

-8 

+7 

Knoxville,  Term . 

+4 

-5 

+5 

CITIES 

+5 

+19 

+8 

+18 

0 

+5 

+1 

+9 

+5 

-8 

+3 

+16 

-6 

+11 

+11 

-12 

+6 

+4 

-7 

+8 

+14 

-6 

+9 

-3 

-18 

+4 

+1 

-4 

-3 

-12 

+5 

+10 

-8 

+3 

+12 

-9 

+11 

+4 

+8 

+7 

+12 

+2 

+5 

St.  Paul,  Minn . 

+15 

+6 

+17 

Mobile,  Ala . 

+8 

-6 

+2 

+10 

-8 

+4 

New  Orleans,  La . 

+11 

-16 

+8 

Springfield,  Mass . 

NA 

NA 

NA 

Percentage  change  in  sales 


NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication. 


Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revisic 
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Table  6.  ESTIMATED  END-OF-MCNTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  JNST ALIMENT  ACCOUNTS —UN ITED  STATES,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 
change, 
Sept.  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept.1 

Sept. 

Oct. 

Nov. 

Dec. 

Sept. 

1963 

Aug. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

14, 628 

14,123 

14, 335 

14, 638 

15, 197 

15,140 

15,334 

15,412 

15,662 

13,990 

14, 269 

14, 361 

15,484 

+12 

♦2 

Durable-goods  stores,  total . 

6, 259 

6,083 

6, 131 

6, 218 

6,491 

6,647 

6,691 

6,724 

6,874 

6,532 

6, 588 

6,456 

6,626 

+5 

♦2 

Nondurable-goods  stores,  total . 

8,369 

8,040 

8, 204 

8,420 

8,706 

8,493 

8,643 

8,688 

8,788 

7,458 

7,681 

7,905 

8,858 

+  18 

♦  1 

352 

346 

344 

336 

335 

338 

351 

365 

367 

335 

353 

348 

354 

+  10 

+1 

288 

283 

290 

282 

286 

291 

297 

299 

300 

300 

293 

289 

293 

0 

0 

Eating  and  drinking  places . 

84 

85 

86 

87 

89 

91 

78 

81 

86 

60 

70 

84 

89 

+43 

+6 

General  merchandise  group . 

4,943 

4,723 

4,792 

4,912 

5,121 

5,083 

5,330 

5,414 

5,499 

4,452 

4,  592 

4,762 

5,423 

+24 

+2 

Department  stores  and  dry  goods,  general 

3,788 

3,587 

3,648 

3,763 

3,897 

3,915 

4,113 

4,177 

4,232 

3,381 

3,521 

3,641 

4,164 

+25 

+  1 

Department  stores . 

3,385 

3,167 

3,241 

3,343 

3,462 

3,475 

3,630 

3,690 

3,759 

3,000 

3,124 

3,240 

3,730 

+25 

+2 

Mail  order  houses  (department  store  mdse.)... 

972 

960 

977 

983 

1,039 

984 

1,013 

1,041 

1,056 

899 

918 

952 

1,062 

+  17 

+1 

1,062 

962 

986 

986 

1,006 

994 

1,000 

1,007 

1,052 

898 

941 

953 

1,186 

+17 

♦4 

Women's  ready-to-wear  stores . 

454 

424 

459 

465 

457 

438 

419 

422 

436 

406 

422 

421 

512 

+7 

♦3 

2,199 

2,143 

2,101 

2,055 

2,104 

2,111 

2,202 

2,251 

2,315 

2,035 

2,042 

2,061 

2,278 

+14 

+3 

Furniture,  home  furnishings  stores . 

1,675 

1,620 

1,577 

1,556 

1,587 

1,595 

1,696 

1,760 

1,796 

1,573 

1,565 

1,551 

1,716 

+  14 

♦2 

1,511 

1,457 

1,411 

1,405 

1,442 

1,434 

1,546 

1,606 

1,632 

1,426 

1,419 

1,394 

1,532 

+14 

♦2 

Household  appliance,  TV,  radio  stores . 

523 

523 

524 

499 

517 

516 

506 

491 

519 

462 

477 

510 

562 

+  12 

♦6 

Household  appliance  dealers . 

461 

459 

461 

437 

457 

452 

446 

431 

425 

403 

413 

446 

490 

+5 

-1 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,662 

1,631 

1,682 

1,810 

1,960 

1,968 

1,965 

1,940 

1,955 

2,076 

2,097 

1,932 

1,778 

-6 

+  1 

Lumber  yards,  building  materials  dealers2.... 

1,216 

1,185 

1,201 

1,309 

1,384 

1,356 

1,356 

1,355 

1,373 

1,498 

1,520 

1,441 

1,300 

-8 

+1 

883 

873 

857 

945 

1,003 

963 

965 

960 

980 

1,104 

1,114 

1,046 

948 

-11 

♦2 

Automotive  group . 

1,481 

1,442 

1,460 

1,488 

1,553 

1,610 

1,  590 

1,614 

1,660 

1,457 

1,514 

1,538 

1,560 

+  14 

+3 

Passenger  car  dealers  3 . 

992 

955 

954 

997 

1,002 

1,005 

985 

1,031 

1,073 

974 

1,020 

1,028 

1,048 

+10 

+4 

Passenger  car  dealers  (franchised) . 

914 

881 

887 

909 

920 

930 

912 

956 

994 

880 

952 

947 

980 

+13 

+4 

462 

460 

472 

465 

521 

571 

552 

528 

524 

483 

461 

482 

479 

+8 

-1 

Gasoline  service  stations . 

451 

439 

461 

457 

465 

470 

460 

461 

474 

452 

467 

469 

442 

+5 

+3 

Other  retail  stores . 

2,394 

2,352 

2,423 

2,  507 

2,564 

2,475 

2,358 

2,279 

2,254 

2,205 

2,193 

2,214 

2,374 

+2 

-1 

CHARGE  ACCOUNTS 

United  States,  total . 

7,409 

7, 126 

7,221 

7,431 

7,718 

7, 594 

7,535 

7,502 

7,568 

7,178 

7,381 

7,  381 

7, 826 

+5 

+1 

Durable-goods  stores,  total . 

3,337 

3,224 

3,268 

3,399 

3, 582 

3,657 

3,670 

3,653 

3,734 

3,654 

3,774 

3, 658 

3,622 

+2 

♦2 

Nondurable -goods  stores,  total . 

4,072 

3,902 

3,953 

4,032 

4,136 

3,937 

3,865 

3,849 

3,834 

3,524 

3,607 

3,723 

4, 204 

+9 

0 

Food  group . 

341 

334 

333 

326 

322 

325 

337 

353 

355 

337 

340 

336 

342 

+5 

♦  1 

General  merchandise  group . . . 

1,039 

958 

916 

905 

959 

928 

965 

956 

934 

855 

857 

910 

1,160 

+9 

-2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

950 

871 

835 

823 

868 

824 

848 

846 

826 

750 

768 

819 

1,065 

+  10 

-2 

Department  stores . 

844 

765 

721 

705 

751 

708 

718 

717 

710 

656 

661 

710 

950 

+8 

-1 

Apparel  group . 

748 

666 

689 

694 

708 

705 

702 

714 

750 

648 

681 

697 

873 

+  16 

♦5 

Furniture  and  appliance  group . 

667 

648 

639 

634 

655 

669 

716 

729 

768 

626 

652 

677 

760 

+23 

♦5 

Furniture,  home  furnishing  stores . 

486 

466 

461 

478 

496 

508 

556 

579 

623 

484 

490 

498 

562 

+29 

+8 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,496 

1,452 

1,490 

1,625 

1,760 

1,775 

1,770 

1,751 

1,750 

1,876 

1,914 

1,761 

1,606 

-7 

0 

Lumber  yards,  building  materials  dealers2.... 

1,166 

1, 136 

1,146 

1,  252 

1,328 

1,308 

1,297 

1,289 

1, 298 

1,437 

1,460 

1,386 

1,246 

-10 

+1 

Lumber  yards . 

848 

840 

822 

910 

970 

936 

932 

921 

934 

1,061 

1,073 

1,009 

911 

-12 

+1 

Automotive  group . 

882 

858 

849 

855 

899 

915 

891 

893 

925 

818 

885 

884 

902 

+13 

+4 

Passenger  car  dealers  (franchised) . 

641 

620 

607 

624 

632 

637 

613 

624 

651 

577 

632 

638 

662 

+13 

♦4 

Gasoline  service  stations  . 

439 

430 

447 

444 

452 

457 

449 

451 

465 

441 

455 

455 

429 

+5 

♦3 

INSTALMENT  ACCOUNTS 

United  States,  total . 

7,219 

6,997 

7,114 

7,207 

7,479 

7,546 

7,799 

7,910 

8,094 

6,812 

6,888 

6,980 

7, 658 

+19 

♦2 

Durable -goods  stores,  total... . 

2,922 

2,859 

2,863 

2,819 

2,909 

2,990 

3,021 

3,071 

3,140 

2,878 

2,814 

2,798 

3,004 

+9 

+2 

Nondurable -goods  stores,  total . 

4,297 

4,138 

4,251 

4,  388 

4,  570 

4,556 

4,778 

4,839 

4,954 

3,934 

4,074 

4,182 

4,654 

♦  26 

♦2 

General  merchandise  group . 

3,904 

3,765 

3,876 

4,007 

4,162 

4,155 

4, 365 

4,458 

4,566 

3,  597 

3,735 

3,852 

4,263 

♦27 

♦2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

2,838 

,2,716 

2,813 

2,940 

3,029 

3,091 

3,265 

3,331 

3,406 

2,631 

2,753 

2,822 

3,099 

+29 

+2 

Department  stores . 

2,541 

2,402 

2,520 

2, 638 

2,711 

2,767 

2,912 

2,973 

3,049 

2,344 

2,463 

2,530 

2,780 

♦  30 

+  3 

Apparel  group . 

314 

296 

297 

292 

298 

289 

298 

293 

302 

250 

260 

256 

313 

+  21 

♦  3 

Furniture  and  appliance  group . 

1,532 

1,495 

1,462 

1,421 

1,449 

1,442 

1,486 

1,522 

1,547 

1.409 

1,390 

1,384 

1,518 

+10 

♦  2 

Furniture,  home  furnishings  stores . 

1,189 

1,154 

1,116 

1,078 

1,091 

1,087 

1,140 

1,181 

1,173 

1,089 

1,075 

1,053 

1,154 

+8 

-1 

Household  appliance,  TV,  radio  stores . 

343 

341 

346 

343 

358 

355 

345 

341 

374 

320 

315 

331 

364 

+  17 

♦  10 

Lumber,  building,  hardware,  farm  equip,  group.. 

166 

179 

192 

185 

200 

193 

195 

189 

206 

200 

183 

171 

172 

♦3 

+9 

Automotive  group . 

599 

584 

611 

633 

654 

695 

699 

721 

735 

639 

629 

654 

658 

♦  15 

♦2 

Tire,  battery,  accessory  dealers . 

267 

265 

271 

278 

300 

344 

3*> 

325 

325 

290 

255 

276 

282 

♦  12 

0 

*  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 
Includes  both  franchised  and  nonfranchised  car  dealers. 


Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  conmercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  iron th- to- month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 
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Table  7.  ESTIMATED  END-OF-M)NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS _ 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 

change, 

Sept.  1964 

f  rom — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

|  Aug. 

Sept . 1 

Sept.  | 

Oct. 

Nov. 

Dec . 

Sept. 

1963 

Aug. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,207 

5,012 

5,078 

5,177 

5,377 

5,468 

5,495 

5,560 

5,686 

4,846 

4,923 

5,072 

5,  591 

+17 

+2 

Durable-goods  stores,  total . 

1,180 

1,153 

1,152 

1,159 

1,200 

1,262 

1,257 

1,257 

1,289 

1,211 

1,172 

1,186 

1,222 

+6 

+3 

Nondurable-goods  stores,  total . 

4,027 

3,859 

3,926 

4,018 

4,177 

4,206 

4,238 

4,303 

4,397 

3,635 

3,751 

3,886 

4,369 

+21 

+2 

General  merchandise  group . 

3,587 

3,433 

3,495 

3,595 

3,749 

3,769 

3,801 

3,875 

3,957 

3,255 

3,365 

3,488 

3,904 

+22 

+2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,818 

2,680 

2,733 

2,829 

2,910 

2,954 

2,988 

3,053 

3,108 

2,552 

2,654 

2,744 

3,095 

+22 

+2 

Department  stores . 

2,524 

2,369 

2,449 

2,533 

2,606 

2,646 

2,676 

2,730 

2,780 

2,280 

2,375 

2,455 

2,779 

+22 

+2 

Apparel  group . 

264 

247 

250 

253 

248 

257 

260 

247 

252 

223 

229 

235 

294 

+13 

+2 

Furniture  and  appliance  group . 

365 

368 

374 

358 

361 

358 

364 

368 

377 

334 

339 

349 

375 

+13 

+2 

Tire,  battery,  accessory  dealers . 

270 

268 

273 

283 

302 

338 

345 

336 

339 

301 

266 

282 

288 

+13 

+1 

CHARGE  ACCOUNTS 

United  States,  total . 

1,055 

983 

956 

940 

995 

1,012 

991 

972 

980 

957 

954 

975 

1,116 

+2 

+1 

Durable-goods  stores,  total . 

309 

290 

290 

305 

313 

336 

338 

335 

345 

363 

357 

350 

331 

-5 

+3 

Nondurable-goods  stores,  total . 

746 

693 

666 

635 

682 

676 

653 

637 

635 

594 

597 

625 

785 

+7 

0 

General  merchandise  group . 

457 

411 

381 

360 

401 

391 

368 

350 

342 

350 

346 

368 

489 

-2 

-2 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

413 

371 

342 

321 

355 

335 

314 

301 

293 

306 

306 

329 

449 

-4 

-3 

Department  stores . 

383 

344 

315 

293 

326 

306 

28  5 

271 

268 

283 

284 

302 

418 

-5 

-1 

Apparel  group . 

125 

116 

118 

118 

119 

124 

125 

122 

121 

105 

108 

107 

138 

+15 

-1 

Furniture  and  appliance  group . 

41 

44 

44 

42 

39 

41 

42 

40 

44 

37 

39 

40 

43 

+19 

+10 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,152 

4,029 

4,122 

4,237 

4,382 

4,456 

4,504 

4,588 

4,706 

3,889 

3,969 

4,097 

4,475 

+21 

+3 

Durable-goods  stores,  total . 

871 

863 

862 

854 

887 

926 

919 

922 

944 

848 

815 

836 

891 

+11 

+2 

Nondurable -goods  stores,  total . 

3,281 

3,166 

3,260 

3,383 

3,495 

3,530 

3,585 

3,666 

3,762 

3,041 

3,154 

3,261 

3,584 

+24 

+3 

General  merchandise  group . 

3,130 

3,022 

3,114 

3,235 

3,348 

3,378 

3,433 

3,  525 

3,615 

2,905 

3,019 

3,120 

3,415 

+24 

+3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,405 

2,309 

2,391 

2,508 

2,555 

2,619 

2,674 

2,752 

2,815 

2,246 

2,348 

2,415 

2,646 

+25 

+2 

Department  stores . 

2, 141 

2,025 

2,134 

2,240 

2,280 

2,340 

2,391 

2,459 

2,512 

1,997 

2,091 

2,153 

2,361 

+26 

+2 

Apparel  group . 

139 

131 

132 

135 

129 

133 

135 

125 

131 

118 

121 

128 

156 

+11 

+5 

Furniture  and  appliance  group . 

324 

324 

330 

316 

322 

317 

322 

328 

333 

297 

300 

309 

332 

+12 

+2 

1  Preliminary  estimates,  see  Explanatory  material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-SEPTEMBER  1964  AND  SEPTEMBER  1963 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


1964 

1963 

1964 

1963 

1964 

1963 

1964 

1963 

1964 

1963 

1964 

1963 

1964 

1963 


{Billions  of  dollars) 


NOTE:  1964  data  are  bosed  on  preliminary  estimates  while  1963  data  ore  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month - to -month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1.0-1. 1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1. 7-1.9 

1.9 

0.6-0. 7 

0.7 

Nondurable -goods  stores,  total . 

0.8-0. 8 

0.8 

0. 7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1. 3-1.4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6.7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1. 9-2.1 

2.0 

(Z)— 0. 3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5. 0-5.9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3.3-3. 5 

3.4 

1. 3-2.0 

1.7 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9.9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3.7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1.3-2. 1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5.2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0. 8-1.2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6.6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1.9-2. 1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2. 9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3.7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCR  TWO  CONSECUTIVE  MONTHS1 —UNITED  STATES,  FCR  SELECTED  KINDS  OF  BUSINESS 


( Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1. 4-6.6 

3.7 

1.7-3. 4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5. 9 

4.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

Floor  coverings  stores . 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

Farm  equipment  dealers . .  . 

3. 8-7.7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

The  ranges  of  sampling  errors  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  15. 

Note:  Ihe  ranges  of  sampling  error  shown  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  aie  unadjusted  data  for  January  through  June  1960. 


10 

Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percentage 
change*  * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . . . . . . . . . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . . . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . . . . . . . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . . . . . . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . . . . . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . . . . . 

2.0-3. 0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mall  order  houses  (department  store  merchandise).... . . . . 

(z) 

(z) 

(Z) 

(Z) 

(z) 

(z) 

Women's  ready-to-wear  stores . . . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . . . . . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . . . 

4.0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . . . . . 

4.4-5. 3 

5.0 

4. 1-5.4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . . . . . 

4. 7-5. 7 

5.4 

4.5 -5.8 

5.2 

0.6-1. 6 

1.1 

Limber,  building,  hardware,  farm  equipment  group.... . . . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0. 6-1.3 

0.8 

Lumber  yards,  building  materials  dealers . . . . . 

4.2-4 .4 

4.3 

4. 0-4 .4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . . . 

5. 4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . . . . . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . . . . . . . 

4.4-5. 4 

4.7 

4. 1-5.4 

4.3 

1 .4-1.9 

1.7 

4.0 

1. 1-5.0 

CHARGE  ACCOUNTS 

United  States,  total . . 

1.9-2 .3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total... . . . . . . . . . . 

2. 3-2. 6 

2.4 

2.2-2. 4 

2.4 

0.7-1. 1 

0.9 

Nondurable-goods  stores,  total . . . . 

2. 3-3. 3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . . . . . 

3. 1-4 .4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . . . 

3. 0-4. 7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

Furniture  and  appliance  group . . . 

5.0-5. 3 

5.1 

4.7-5. 1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . . 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . . . . . . . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . . . . . . 

4. 9-6. 6 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . . . . 

4. 7-5. 4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.6-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . . . . . 

2. 8-3.1 

2.6 

2. 7-3 .4 

2.7 

0. 7-1.7 

0.8 

Nondurable -goods  stores,  total . . . . . . . . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . . . . . . .  . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Furniture  and  appliance  group . . . 

3. 9-4 .4 

4.1 

3. 9-5.4 

3.9 

0. 7-3.1 

1.1 

Furniture ,  home  furnishings  stores . . . . 

4. 7-5 .4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . . . 

4.4-6. 0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . . . . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3.7-4. 1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  lees  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month- to -month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11 .  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percentage 
change* 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

rJnited  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-O.l 

0.1 

Durable-goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1 .3 

1.1 

0.2-0. 5 

0.3 

Nondurable -good  s  stores,  total..' . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0 .3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2. 2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.9-1 .4 

1.0 

(Z)-O.l 

0.1 

Tire,  battery,  accessory  dealers . . . 

1 .2-1.5 

1.3 

1.0-1 .3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1 .2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2. 6-2 .7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0.3-0. 9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0. 1-1.3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.7-1 .1 

0.9 

(X) 

0.8 

(Z)-l .4 

(z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(z) 

Apparel  group . 

3.7-4 .4 

4.0 

3. 7-3. 8 

3.8 

0.3-0. 7 

0.7 

Furniture  and  appliance  group . 

3. 1-3. 7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0.3-0 .4 

0.3 

(Z)-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable -good s  stores,  total . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

( Z )  —0 . 2 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0 .3 

0.2 

(Z)-0.1 

(z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(Z)-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

.  0.8-1. 3 

1.0 

(X) 

(z) 

Z  Sanpllng  variability  la  less  than  0.1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors. 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected .  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes).  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade . 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firmmsy  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies,  Central  Charge  Service, Diners'  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables — receivables  out¬ 
standing  on  accounts  which  were  scheduled  to  be  paid 
i..  two  or  more  payments,  regardless  of  the  name  of 
the  plan,  suchas  "budget,"  "revolving  credit,"  "cou¬ 
pon"  plan,  etc . 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows: 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas .  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection) ,  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census cf  Business . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more.  All  "National 
List  Stores "  report  monthly  by  mail . 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 


13 


II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  Jamaary  panel 
is  canvassed  for  end-of -month  January  and  Feboruaa’y 
receivables,  the  February  panel  for  Februa:ry  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reseove  Boaoxi 
Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences : 

(1)  The  Federal  Reseove  Boaoxd  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Boaord  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Boaoxi  compiles  retail 
credit  statistics  independently ofthe  Census  Bureau 
for  department  stores,  mail  ooxier  houses, furniture 
and  home  furnishings  stores ^nd  household  appliance 


dealers .  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reseove  Boaoxi, 
partially  from  Bureau  of  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consuoner  Credit  Statistics, April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised".) 

Kind-of-Business  Classification 

Retail  stores  in  the  sanple  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
reporrt  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  aceor-dance  with  the  major  product  or 
pr-oducts  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  or  products. 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondur-able-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  haoxlware, faomi  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  categoory  are  jewelo^y  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  Ihe  apparel  group  and  gasoline  service  stations. 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  ihe  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate .  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  vised  for  the  sam¬ 
ple  . )  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of 20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari- 
lbilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio"  is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the  same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors .  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple  . 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined .  For  individual 
kinds-oP- business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .9  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census.  A  descrip¬ 
tion  of  the  sanple  as  constituted  in  October  1955, 
estimating  procedure  used, and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report . " 
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II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of-business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  forihe  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
( see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  6 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  6  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11 )  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores . 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors.  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version,  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation,  "  pp . 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of -business  group  and  total  levels 
were  derived  ty  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 


Table  12.  COMBINED  SEASONAL,  TRADING  DAY  AND  HOLIDAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JANUARY  1963— DECEMBER  1964 
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The  adjxistment  factors  shown  above  for  sales  are  a  combination  of  the  seasonal  and  trading  day  factors.  These  are  separately  available,  however,  upon  request.  Adjustment  factors  are  not  included  in  this  table  for  those 
kinds  of  business  for  which  unadjusted  data  are  not  published  separately. 

Adjusted  sales  data  shown  in  Tables  1  and  3  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors  shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the  summary 
trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the  individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data. 
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Table  13.  AVERAGE  MONTH- TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

I/C 

MCD 

Average  duration  of 

run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.50 

7.36 

35.5 

.80 

.65 

.43 

1.51 

2 

2.34 

1.77 

10.92 

3.51 

Durable-goods  stores,  total . 

7.51 

7.33 

28.5 

1.80 

1.54 

.88 

1.75 

2 

2.18 

1.58 

9.75 

3.02 

Nondurable-goods  stores,  total . 

8.00 

7.86 

41 .4 

.67 

.51 

.37 

1.38 

2 

1.96 

1.63 

58.50 

3.42 

Food  group . 

5.85 

5.83 

15.6 

.71 

.55 

.35 

1.57 

2 

1.93 

1.50 

58.50 

4.06 

Grocery  stores . 

6.08 

6.08 

15.7 

.71 

.55 

.39 

1.41 

2 

2.05 

1.38 

39.00 

4.06 

Eating  and  drinking  places . 

5.15 

3.61 

20.2 

.84 

.75 

.33 

2.27 

3 

2.05 

1.C0 

10.92 

4.96 

General  merchandise  group . 

16.92 

16.65 

104.0 

1.37 

1.20 

.42 

2.86 

3 

1.90 

1.72 

14.63 

3.15 

Department  stores . 

17.91 

16.01 

107.7 

1.71 

1.58 

.46 

3.43 

4 

1.70 

1.51 

11.91 

3.37 

Variety  stores . 

20.41 

18.77 

132.2 

1.55 

1.48 

.48 

3.08 

3 

1.70 

1.58 

16.38 

3.91 

Mail  order  houses  (department  store  merchandise). 

16.86 

14.65 

89.9 

2.20 

2.10 

.66 

3.18 

4 

1.82 

1.70 

11.91 

6.40 

Apparel  group . 

20.06 

19.67 

105.4 

1.73 

1.56 

.43 

3.63 

4 

1.82 

1.46 

10.64 

3.12 

Men's,  boys'  wear  stores . 

22.62 

20.42 

125.4 

2.58 

2.35 

.78 

3.01 

4 

1.93 

1.52 

7.71 

3.28 

Women's  apparel,  accessory  stores . 

19.55 

16.55 

96.9 

1.81 

1.72 

.52 

3.31 

4 

1.90 

1.54 

11.91 

4.13 

Shoe  stores . 

20.50 

17.31 

58.5 

2.36 

2.29 

.63 

3.63 

4 

1.82 

1.72 

10.08 

3.28 

Furniture  and  appliance  group . 

8.73 

8.55 

48.5 

1.39 

1.12 

.51 

2.20 

3 

1.70 

1.43 

19.50 

4.16 

Furniture,  home  furnishings  stores . 

8.66 

7.71 

39.5 

1.42 

1.23 

.58 

2.12 

3 

2.15 

1.47 

14 .56 

4.61 

Household  appliance,  TV,  radio  stores . 

9.98 

8.67 

53.8 

2.28 

2.07 

.71 

2.92 

4 

1.90 

1.70 

9.36 

3.20 

Lumber,  building,  hardware,  farm  equipment  group... 

8.84 

8.91 

44.7 

1.92 

1.79 

.55 

3.25 

4 

2.02 

1.65 

6.50 

3.66 

Lumber  yards,  building  materials  dealers . 

9.54 

8.43 

46.0 

1.89 

1.66 

.71 

2.34 

3 

1.87 

1.56 

8.73 

4.78 

Hardware  stores . 

12.07 

10.53 

53.8 

1.73 

1.64 

.53 

3.09 

4 

2.05 

1.87 

9.36 

4.92 

Automotive  group . 

7.80 

7.13 

34.8 

3.06 

2.70 

1.31 

2.06 

3 

2.11 

1.54 

8.36 

3.31 

Passenger  car,  other  automotive  dealers . 

7.94 

7.11 

36.1 

3.22 

2.86 

1.37 

2.09 

3 

2.11 

1.54 

9.75 

3.31 

Tire,  battery,  accessory  dealers . 

12.34 

10.26 

49.7 

2.39 

2,14 

.92 

2.33 

3 

1.98 

1.60 

9.36 

4.30 

Gasoline  service  stations . 

4.24 

2.62 

12 .3 

.81 

.60 

.51 

1.18 

2 

2.22 

1.66 

43.67 

4.48 

Drug  and  proprietary  stores . 

6.88 

6.06 

34.5 

.98 

.84 

.46 

1.83 

2 

2.38 

1.66 

16.38 

4.19 

Liquor  stores . 

11.66 

9.11 

61.5 

1.21 

1.04 

.57 

1.82 

2 

2.02 

1.47 

14.56 

4.19 

GROUP  II  STORES 

United  States,  total . 

11.98 

10.79 

57.0 

1.15 

1.04 

.53 

1.96 

3 

1.95 

1.57 

14.11 

6.58 

Grocery  stores . 

7.94 

2.29 

10.5 

1.02 

.89 

.53 

1.68 

2 

1.82 

1.42 

65.50 

3.94 

Eating  and  drinking  places . 

4.37 

2.73 

14.6 

1.39 

1.27 

.62 

2.05 

3 

2.73 

2.34 

14.56 

6.14 

General  merchandise  group . 

17.57 

17.43 

111  .4 

2.36 

2.29 

.77 

2.97 

3 

1.76 

1.53 

11.30 

3.41 

Department  stores . 

17.11 

15.38 

103.7 

3.42 

3.35 

1.12 

2.99 

3 

3.42 

1.44 

8.19 

3.31 

Variety  stores . 

21.23 

19.78 

135.3 

1.57 

1.53 

.42 

3.64 

4 

1.98 

1.68 

13.10 

5.33 

Apparel  group . 

23.31 

22.62 

108.7 

2.48 

2.36 

.72 

3.28 

4 

1.79 

1.57 

14.13 

4.20 

Men's,  boys'  wear  stores . 

27.69 

24.05 

134.1 

5.01 

5.10 

1.33 

3.83 

4 

2.22 

1.96 

8.73 

5.57 

Women's  apparel,  accessory  stores . 

22.25 

18.91 

111.5 

2.74 

2.57 

.81 

3.17 

4 

1.93 

1.72 

10.08 

5.57 

Shoe  stores . 

24.17 

20.69 

70.6 

3.36 

3.32 

.56 

5.93 

6 

1.70 

1.51 

10.92 

4.85 

Tire,  battery,  accessory  dealers . 

14.10 

12.29 

60.6 

2.86 

2.68 

.78 

3.44 

4 

1.93 

1.64 

9.36 

4.57 

Drug  and  proprietary  stores . 

10.50 

9.36 

61.5 

1.65 

1.55 

.59 

2.63 

3 

2.18 

1.87 

21.83 

11.73 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

T is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  Is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

l7c  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb. -Mar., 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations .  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  ao  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  ror  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95%  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example, the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  indicates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  nert  two  columns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  randan  component  and  the  cyclical  (non-random)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MQD  moving  average  indicates  that  for  I  use 

of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1963  TO  SEPTEMBER  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 

1964 

1963 

Percentage  change 

Jan. -Sept . 
1964 
from — 
Jan. -Sept . 
1963 

Sept.  1%4 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

|  Aug. 

Sept.1 

Sept.  | 

Oct. 

Nov . 

Dec . 

Sept. 

1%3 

Aug. 

1%4 

UNITED  STATES,  TOTAL . 

'  19, 154 

18,758 

20, 502 

21, 186 

22, 508 

22,242 

^2,145 

21,778 

21,246 

19, 267 

21,528 

21,494 

25,104 

+6 

+10 

-2 

Durable-goods  stores,  total.... 

6,031 

6,122 

6,741 

7, 360 

7,693 

7,719 

7,399 

'  7,011 

6,786 

5,999 

7,599 

6,985 

7,208 

+8 

+13 

-3 

Nondurable -goods  stores,  total. 

13,123 

12,636 

13,761 

13,826 

14,815 

14,  523 

r14,746 

14,767 

14,460 

13, 268 

13, 929 

14,509 

17,8% 

+6 

+9 

-2 

Food  group . 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

^5, 484 

5,283 

5,149 

4,684 

4,910 

5,153 

5,194 

+5 

+10 

-3 

Grocery  stores . 

4,558 

4,395 

4,406 

4,414 

4,739 

4,613 

r4,971 

4,780 

4,658 

4,238 

4,449 

4,689 

4,679 

+5 

+10 

-3 

Eating  and  drinking  places . 

1,436 

1, 386 

1,485 

1,547 

1,650 

1,711 

1,7% 

1,805 

1,680 

1,526 

1,556 

1,486 

1,533 

+7 

+10 

-7 

GAF2,  total . 

3,803 

3,722 

4,559 

4,454 

4,804 

4,841 

4,5% 

4,911 

4,900 

4,416 

4,703 

5,113 

7,904 

+10 

+11 

0 

General  merchandise  group . 

1,872 

1,875 

2,  303 

2,310 

2,479 

2,491 

2, 380 

2,591 

2,553 

2, 275 

2,417 

2,728 

4,399 

+9 

+12 

-1 

Department  stores . 

1,094 

1,069 

1, 336 

1, 366 

1,463 

1,481 

1,384 

1,513 

1,521 

1, 340 

1,408 

1,590 

2,625 

+  11 

+14 

+1 

Apparel  group . 

1,026 

927 

1,  283 

1,140 

1,  282 

1, 238 

1,118 

1,209 

1, 272 

1,161 

1, 191 

1,  308 

2, 172 

+7 

+10 

+5 

Furniture  ana  appliance  group. . . . 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

1,  111 

1,075 

980 

1,095 

1,077 

1,333 

+14 

+10 

-3 

Lumber, bldg., hdwe., farm  equip. grp.. 

936 

956 

1,134 

1,344 

1,484 

1, 562 

1, 500 

1,  389 

1/381 ' 

1,431 

1,526 

1, 340 

1,185 

+2 

-3 

-1 

Automotive  group... . 

3,677 

3,684 

4,059 

4,453 

4,551 

4,  387 

4,159 

3,853 

3,660 

2,990 

4,387 

3,949 

3,690 

+8 

+22 

-5 

Gasoline  service  stations . 

1,566 

1,480 

1,585 

1,617 

1,708 

1,754 

1,820 

1,801 

1,691 

1,599 

1,649 

1,625 

1,713 

+4 

+6 

-6 

Drug  and  proprietary  stores . 

671 

656 

680 

665 

713 

705 

707 

708 

708 

647 

667 

666 

906 

+5 

+9 

0 

THE  NORTHEASTERN  STATES,  TOTAL . 

4,933 

4,766 

5,283 

5,370 

5,734 

5,671 

r5,508 

5,435 

5,412 

4,837 

5,390 

5,492 

6,595 

+6 

+12 

0 

Durable-goods  stores,  total.... 

1, 356 

1, 348 

1,553 

1,714 

1,817 

1,775 

1,605 

1.587 

1,514 

1, 257 

1,679 

1,595 

1,685 

+7 

+20 

-5 

Nondurable-goods  stores,  total. 

3,577 

3,418 

3,730 

3,656 

3,917 

3,896 

r3, 903 

3,848 

3,898 

3,580 

3,711 

3,897 

4,910 

+5 

+9 

+1 

Food  group . 

1,435 

1,373 

1, 385 

1, 381 

1,484 

1,450 

rl, 564 

1,470 

1,462 

1, 318 

1,367 

1,426 

1,459 

+5 

+  11 

-1 

Grocery  stores . 

1,208 

1,152 

1,152 

1,159 

1,  249 

1,  217 

rl,  324 

1, 237 

1,230 

1,094 

1,142 

1,1% 

1, 205 

+6 

+  12 

-1 

Eating  «nd  drinking  places......... 

423 

409 

447 

466 

508 

528 

542 

541 

511 

472 

485 

454 

467 

+6 

+8 

-6 

GAF2,  total . 

1,036 

997 

1,246 

1, 181 

1,314 

1,338 

1, 209 

1,261 

1,338 

1, 210 

1,  280 

1,413 

2, 208 

+8 

+11 

+6 

General  merchandise  group . 

447 

435 

537 

529 

585 

608 

567 

598 

639 

559 

588 

674 

1,106 

+8 

+14 

+7 

Department  stores . . 

280 

263 

333 

330 

368 

383 

345 

364 

405 

347 

358 

409 

697 

+9 

+17 

+11 

Apparel  group . 

340 

306 

439 

376 

435 

430 

343 

367 

404 

388 

388 

425 

700 

+6 

+4 

+10 

I 

l  “ 

1 

1 

Lumber, bldg., hdwe., farm  equip. grp.. 

Gasoline  service  stations . 

284 

276 

301 

307 

325 

327 

342 

338 

316 

298 

303 

300 

308 

+5 

+6 

-7 

Drug  and  proprietary  stores . 

153 

146 

151 

146 

152 

160 

160 

157 

161 

152 

154 

154 

203 

+2 

+6 

+3 

THE  NORTH  CENTRAL  STATES,  TOTAL.... 

5,516 

5,397 

5,872 

6,254 

6,674 

6,549 

r6,558 

6,362 

6,257 

5,819 

6,616 

6,510 

7, 3471 

+5 

+8 

-2 

Durable-goods  stores,  total.... 

1,713 

1,737 

1,918 

2,198 

2,242 

2,284 

3226 

2,036 

2,041 

1,899 

2,437 

2, 172 

2, 121 

+6 

+7 

0 

Nondurable-goods  stares,  total. 

3,803 

3,660 

3,954 

4,056 

4,432 

4,265 

r4, 332 

4,326 

4, 216 

3, 920 

4,179 

4,338 

5,226 

+5 

+8 

-3 

Food  group . 

1,390 

1, 360 

1,356 

1, 359 

1,472 

1,428 

rl,  509 

1,470 

1,416 

1, 303 

1, 379 

1,449 

1,446 

+5 

+9 

-4 

Grocery  stores . : . 

1,276 

1,253 

1,246 

1, 248 

1,349 

1,  302 

rl, 386 

1,345 

1,2% 

1, 193 

1,261 

1,329 

1, 319 

+5 

+9 

-4 

Sating  «nd  drinking  places . 

436 

410 

440 

458 

493 

510 

538 

544 

504 

463 

475 

450 

452 

+8 

+9 

-7 

OAF2,  total . 

1,091 

1,064 

1,300 

1,310 

1,  386 

1, 393 

1,343 

1,424 

1,416 

1, 324 

1,402 

1, 548 

2,309 

+9 

+7 

-1 

General  merchandise  group . 

585 

590 

724 

735 

785 

796 

749 

824 

813 

735 

771 

887 

1, 386 

+  10 

+11 

-1 

Department  stores . 

342 

337 

419 

444 

468 

476 

434 

480 

487 

436 

449 

512 

832 

+  11 

+  12 

+1 

Apparel  group . 

259 

227 

307 

295 

327 

298 

286 

299 

316 

289 

298 

351 

553 

+5 

+9 

+6 

Furniture  and  appliance  group .... 

247 

247 

269 

280 

274 

299 

308 

301 

287 

300 

333 

310 

370 

+12 

-4 

-5 

Lumber, bldg., hdwe., farm  equip. grp. • 

350 

348 

401 

489 

533 

571 

557 

514 

542 

584 

622 

536 

467 

+2 

-7 

+5 

Automotive  group . 

977 

993 

1,103 

1,  291 

1,285 

1,  250 

1,  207 

1,059 

1,035 

846 

1, 315 

1,157 

1,030 

+6 

+  22 

-2 

Gasoline  service  stations . 

501 

475 

502 

521 

551 

542 

576 

566 

536 

505 

542 

529 

570 

+3 

+6 

-5 

Drug  and  proprietary  stores . 

205 

197 

198 

191 

214 

205 

213 

212 

210 

199 

206 

209 

278 

+4 

+6 

-1 

THE  SOOTH,  TOTAL . 

5, 190 

5,171 

5,702 

5,809 

6, 198 

5,994 

r6, 013 

5,919 

5,704 

5,102 

5,668 

5,640 

6,575 

+8 

+12 

-4 

Durable-goods  stores,  total.... 

1,767 

1, 860 

2,067 

2,163 

2,303 

2,228 

2,159 

2,021 

1,960 

1,692 

2,056 

1, 907 

1, 999 

+11 

+  16 

-3 

Nondurable -goods  stores,  total. 

3,423 

3,311 

3,635 

3,646 

3,895 

3,766 

3,854 

3,898 

3,744 

3,410 

3,612 

3,733 

4,576 

+6 

+10 

-4 

Food  group . 

1,308 

1,255 

1,  266 

1,282 

1, 373 

1,352 

rl,456 

1,403 

1, 350 

1, 232 

1, 307 

1, 364 

1, 357 

+4 

+  10 

-4 

Grocery  stores . 

1, 247 

1, 196 

1,201 

1,  212 

1,304 

1,285 

1,329 

1,  280 

1, 177 

1,  247 

1,  306 

1,  290 

+4 

+9 

-4 

Eating  and  drinking  places......... 

306 

301 

323 

345 

357 

359 

381 

381 

355 

309 

316 

308 

319 

+10 

+15 

-7 

GAF2,  total . 

986 

982 

1,  232 

1,188 

1,286 

1,258 

1, 220 

1,346 

1, 286 

1, 122 

1, 195 

1,  277 

2,007 

+11 

+  15 

-4 

General  merchandise  group . 

491 

500 

626 

b24 

673 

633 

613 

680 

632 

566 

617 

676 

1, 104 

+9 

+12 

-7 

Department  stores . 

241 

238 

311 

312 

337 

323 

311 

351 

325 

285 

308 

346 

564 

+  11 

+  14 

-7 

Apparel  group . 

272 

254 

361 

304 

333 

312 

308 

349 

354 

310 

327 

349 

586 

+8 

+14 

+1 

Furniture  and  appliance  group.... 

223 

228 

245 

260 

280 

313 

299 

317 

300 

246 

251 

252 

317 

+  19 

+22 

-5 

Lumber, bldg., hdwe., farm  equip. grp.. 

250 

266 

344 

396 

436 

418 

387 

338 

342 

340 

371 

332 

283 

+4 

+1 

-*-c-#- 

Automotive  group . 

1,160 

1,  210 

1,314 

1,355 

1,412 

1, 312 

1,  290 

1,170 

1,125 

955 

1,  295 

1,169 

1,140 

+10 

+  18 

-4 

Gasoline  service  stations . 

471 

444 

477 

486 

512 

538 

543 

538 

509 

469 

473 

466 

490 

+8 

+9 

-5 

Drug  and  proprietary  stores . 

181 

180 

188 

186 

201 

196 

190 

193 

192 

167 

172 

173 

229 

+6 

+  15 

-1 

THE  VEST,  TOTAL . 

3,515 

3,424 

3,645 

3,753 

3,902 

4,028 

r4,066 

4,062 

3,873 

3,509 

3,854 

3,852 

4,587 

+6 

+  10 

-5 

Durable-goods  stores,  total.... 

1, 195 

1,177 

1, 203 

1, 285 

1, 331 

1,432 

1, 409 

1,367 

1,271 

1,151 

1,427 

1,311 

1,403 

+7 

+10 

-7 

Nondurable-goods  stores,  total. 

2, 320 

2, 247 

2,442 

2,468 

2,571 

2,5% 

r2, 657 

2,695 

2,602 

2,  358 

2,427 

2,541 

3, 184 

+6 

+  10 

-3 

Food  group . 

885 

861 

884 

876 

919 

884 

r955 

940 

921 

831 

857 

9 14 

932 

+4 

+  11 

-2 

Grocery  stores . 

827 

794 

807 

795 

837 

809 

r880 

869 

852 

774 

799 

858 

865 

+3 

+10 

-2 

Eating  «nd  drinking  places . 

271 

266 

275 

278 

292 

314 

335 

339 

310 

282 

280 

274 

295 

+6 

+  10 

-9 

GAF2,  total . 

690 

679 

781 

775 

818 

852 

824 

880 

860 

760 

826 

875 

1,  380 

+11 

+13 

-2 

General  merchandise  group . 

349 

350 

416 

422 

436 

454 

451 

489 

469 

415 

441 

491 

803 

0 

+  13 

-4 

Apparel  group. ................... 

155 

140 

176 

165 

187 

198 

C  181 

194 

198 

174 

178 

183 

333 

+  11 

+  14 

+2 

i  i 

1 

' "  i  l  i  i  '  i 

i  ii  i  i  i  i  i  t  i 

+7 

+  12 

_ 

_ 

_ 

1 

_ 

_ 

1  Preliminary  estimates.  2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in 

department  store  types  of  merchandise.  r  Revised. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately.  States 
in  geographic  regions  are  shown  on  last  page  of  report. 


Table  2.  ESTIMATED  MDNTHLY  SALES  OF  RETAIL  STORES  FDR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  SEPTEMBER  1963  TO  SEPTEMBER  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 
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1964 

Percentage  change 

Geographic  division  and 

Jan. -Sept. 
1964 
from — 
Jan. -Sept. 
1963 

Sept. 

1964 

kind  of  business 

from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept.1 

Sept. 

Oct. 

Nov. 

Dec. 

Sept. 

1963 

Aug. 

1964 

New  England  Division,  total . 

Durable-goods  stores . 

Nondurable-goods  stores . 

1,238 

376 

862 

1,162 

357 

805 

1,272 

417 

855 

1,313 

477 

836 

1,423 

513 

910 

1,439 

493 

946 

Tl,417 

430 

987 

1,422 

444 

978 

1,402 

427 

975 

1,170 

318 

852 

1,289 

412 

877 

1,336 

401 

935 

1,662 

469 

1,193 

■*■8 

+12 

+6 

+20 

+34 

+14 

-1 

-4 

0 

Food  group . 

GAF2,  total . 

General  merchandise  group . 

340 

230 

317 

218 

318 

263 

318 

256 

353 

289 

362 

305 

r403 

277 

382 

298 

373 

302 

317 

256 

321 

266 

342 

313 

347 

505 

+5 

+9 

+7 

+18 

+18 

+24 

-2 

+1 

Middle  Atlantic  Division,  total.... 

Durable-goods  stores . 

Nondurable-goods  stores . 

3,695 

980 

2,715 

3,604 
991 
2, 613 

4,011 

1,136 

2,875 

4,057 

1,237 

2,820 

4, 311 
1,304 
3,007 

4,232 

1,282 

2,950 

^4, 091 

U.ws 

2,916 

4, 013 
1,143 

2,  870 

4,010 

1,087 

2,923 

3, 667 
939 
2,728 

4,101 

1,267 

2,  834 

4,156 

1,194 

2,962 

4,933 

1,216 

3,717 

+5 

+5 

+5 

+9 
+16 
,  +7 

0 

-5 

+2 

GAF2,  total . 

806 

357 

779 

351 

3,  886 
1,210 
2,676 

983 

430 

925 

421 

4,497 

1,558 

2,939 

1,025 

457 

1,033 

462 

4, 656 
1,579 
3,077 

932 

430 

963 

452 

1,036 

491 

954 

440 

1,012 

465 

1,100 

528 

4, 619 
1,473 
3,145 

1,703 

861 

+7 

+8 

+9 

+12 

+8 

+7 

+8 

+8 

+9 

-2 

0 

-2 

East  North  Central  Division,  total. 

Durable-goods  stores . 

Nondurable- goods  stores . 

3,931 

1,179 

2,752 

4, 247 
1,357 
2,890 

4,778 

1, 574 

3, 204 

P4,581 

1,479 

3, 102 

4,489 

1,370 

3,119 

4,416 

1,372 

3,044 

4,095 

1,283 

2,812 

4, 657 
1,676 
2,981 

5,283 

1,472 

3,811 

+6 

+6 

+6 

Food  group . 

GAF2,  total . 

1,044 

801 

427 

1,585 

534 

1,051 

1,039 

785 

433 

1,  511 
527 
934 

1,034 

968 

536 

1,625 

561 

1,064 

1,033 

970 

541 

1,757 
640 
1, 117 

1,116 

1,023 

577 

1,896 

668 

1,228 

1,074 

1,019 

581 

1,893 

705 

1,188 

ri,126 

965 

539 

ri,977 
r  747 
1,230 

1,101 

1,031 

594 

1,064 

1,037 

593 

964 

970 

535 

1,724 

616 

1,108 

1,017 

1,027 

563 

1,959 

761 

1,198 

1,081 

1,149 

661 

1,891 

699 

1,192 

1,085 

1,717 

1,024 

2,064 

649 

1,415 

+6 

+10 

+12 

+3 

+5 

+2 

+10 

+7 

+11 

+7 

+9 

+6 

-3 

+1 

0 

West  North  Central  Division,  total. 

Durable-goods  stores . 

Nondurable-goods  stores . 

1,873 

666 

1,207 

1,841 

669 

1,172 

-2 

0 

-3 

Food  group . 

GAF2,  total . 

346 

290 

158 

2, 523 
821 
1,702 

321 

279 

157 

2,505 

861 

1,644 

322 

332 

188 

326 

340 

194 

2,828 

1,028 

1,800 

356 

363 

208 

3,035 

1,107 

1,928 

354 

374 

215 

2,938 

1,066 

1,872 

r383 

378 

210 

r2,919 

1,003 

1,916 

369 

393 

230 

2,936 

977 

1,959 

352 

379 

220 

2, 815 
938 
1,877 

339 

354 

200 

2,438 

780 

1,658 

362 

375 

208 

2,740 

975 

1,765 

368 

399 

226 

2,775 
914 
1, 861 

361 
592 

362 

3,273 

942 

2,331 

0 

+7 

+5 

+8 

+12 

+6 

+4 

+7 

+10 

+15 

+20 

+13 

-5 

-4 

-4 

South  Atlantic  Division,  total . 

Durable-goods  stores . 

Nondurable-goods  stores . 

2,789 

976 

1,813 

-4 

-4 

-4 

GAF2,  total . 

General  merchandise  group . 

490 

250 

501 

257 

637 

328 

601 

321 

651 

345 

641 

330 

607 

311 

680 

346 

660 

326 

571 

291 

596 

315 

651 

351 

1,037 

579 

+11 

+7 

+16 

+12 

-3 

-6 

East  South  Central  Division,  total. 
Nondurable- goods  stores . 

963 

628 

982 

614 

1,092 

677 

1,114 

689 

1,195 

749 

1,144 

703 

ri,129 
r  713 

1,117 

724 

1,093 

710 

983 

658 

1,093 

698 

1,075 

713 

1,248 

856 

+11 

+7 

+11 

♦8 

-2 

-2 

+6 

+10 

+9 

+6 

+12 

+7 

OAF2,  total . 

185 

97 

184 

97 

1,684 

236 

121 

1,821 

236 

124 

1,867 

251 

133 

1,968 

235 

123 

1,912 

225 

118 

ri,965 

243 

126 

1,866 

234 

119 

1,796 

219 

115 

1,681 

236 

126 

1,835 

246 

135 

1,790 

378 

216 

2,054 

-3 

-4 

Vest  South  Central  Division,  total. 

Durable-goods  stores . 

Nondurable-goods  stores . 

Food  group . 

OAF2,  total . 

General  merchandise  group . 

1,704 

+7  ^ 

-4 

1,093 

1,053 

1,145 

1,157 

1,218 

1,191 

|r  ^ 

1,225 

1,215 

1, 157 

1,094 

1, 149 

1,159 

1,389 

+5 

+6 

-2 

-5 

311 

144 

297 

146 

359 

177 

351 

179 

384 

195 

382 

180 

0 

388 

184 

423 

208 

392 

187 

332 

160 

363 

176 

380 

190 

592 

309 

0 

+12 

+13 

+2 

+18 

+17 

-3 

-7 

-10 

Mountain  Division,  total . 

Nondurable-goods  stores . 

765 

511 

711 

484 

762 

529 

795 

527 

837 

544 

901 

575 

907 

603 

918 

610 

832 

567 

839 

555 

912 

550 

902 

566 

1,010 

692 

-2 

-2 

-1 

+2 

-9 

-7 

133 

66 

129 

66 

151 

83 

150 

84 

159 

88 

164 

89 

163 

87 

177 

98 

164 

88 

148 

76 

160 

82 

167 

91 

270 

155 

-2 

-1 

-2 

General  merchandise  group . 

♦a 

+16 

-10 

2,750 

941 

1,809 

2,713 

950 

1,763 

2,883 

970 

1,913 

2,958 

1,017 

1,941 

3,065 

1,038 

2,027 

3,127 

1,106 

2,021 

r3,159 

.1,105 

2,054 

3,144 

1,059 

2,085 

2,670 

867 

1,803 

2,942 

1,065 

1,877 

3,577 

1,085 

2,492 

Durable-goods  stores . 

Nondurable-goods  stores . 

1*006 

2,035 

*975 

1,975 

+9 

♦9 

+16 

+13 

-5 

-2 

684 

666 

686 

630 

689 

625 

722 

659 

694 

688 

r751 

661 

741 

703 

726 

696 

634 

612 

655 

666 

702 

708 

719 

1,110 

OAF2,  total . 

557 

550 

♦12 

♦14 

-1 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  Include  data  for  kinds  of  business  not  ahovn  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 


1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specialising  in  department  store  types  of  merchandise. 
(C)  (c)  See  footnote  to  table  1. 

r  Revised. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  SELECTED  LARGE  STATES:  SEPTEMBER  1963  TO  SEPTEMBER  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1964 

1963 

Percentage  change 

Jan. -Sept. 
1964 
from — 
Jan. -Sept. 
1963 

September  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

|  Aug. 

Sept.1 

Sept . j 

Oct. 

Nov. 

Dec. 

Sept. 

1963 

Aug. 

1964 

California . 

2,154 

2,109 

2,195 

2,260 

2,354 

2,  389 

2,375 

2,  336 

2,262 

2,011 

2,248 

2,277 

2,783 

+8 

+12 

-3 

Illinois . 

1,143 

1,131 

1,276 

1,336 

1,418 

1,384 

1,302 

1,284 

1,273 

1,172 

1,332 

1,386 

1,602 

+8 

+9 

-1 

Massachusetts . 

586 

561 

630 

665 

697 

675 

630 

623 

627 

549 

607 

631 

778 

+5 

+14 

+1 

Michigan . 

853 

823 

884 

952 

1,017 

984 

993 

966 

952 

859 

981 

973 

1,109 

+6 

+11 

-1 

New  Jersey . 

697 

699 

802 

808 

869 

851 

r820 

789 

780 

675 

780 

782 

920 

+9 

+16 

-1 

New  Yoi*k . 

1,910 

1,839 

2,028 

2,036 

2,156 

2,114 

2,045 

2,033 

2,043 

1,892 

2,081 

2,110 

2,493 

+5 

+8 

0 

Ohio . 

986 

977 

1,063 

1,115 

1,176 

1,147 

1,141 

1,151 

1,136 

1,074 

1,212 

1,182 

1,340 

+6 

+6 

-1 

Pennsylvania . 

1,088 

1,066 

1,181 

1,213 

1,286 

1,267 

1,226 

1,191 

1,187 

1,100 

1,240 

1,264 

1,520 

+2 

+8 

0  * 

Texas . 

1,010 

1,021 

1,113 

1,129 

1,192 

1,161 

1,200 

1,141 

1,106 

1,013 

1,107 

1,074 

1.228 

+5 

+9 

-3 

Note:  Estimates  are  based  on  a  sample. 

1  Preliminary  estimate.  r  Revised. 


(See  sampling  variabilities  in  table  S-3.) 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  SEPTEMBER  1963  TO  SEPTEMBER  1964 


^M^^on^^^^o^^r^=i^^aaa!re_N0T_^WU^ED_for_seasonal_^aHations_ortMdi2g_d^_^i££££e^cesij: 


1964 

Percentage  change 

Statistical  areas 

Jan. -Sept. 
1964 

September  1964 

Jem. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept . 1 

Sept.  | 

Oct. 

Nov. 

Dec. 

from — 
Jan. -Sept. 
1963 

Sept. 

1963 

Aug. 

1964 

Standard  Consolidated  Areas2 

Chicago,  Ill . -Northwestern  Ind. , 

total . 

OAF3 . 

New  York- Northeastern  N.  J., 

total. . . . 

OAF3 . 

812 

802 

910 

942 

986 

958 

895 

888 

886 

818 

928 

963 

1,145 

+6 

+11 

+5 

+9 

+8 

+7 

+10 

+8 

0 

1,708 

412 

1,666 

395 

1,846 

488 

1,829 

456 

1,951 

517 

1,905 

527 

1,790 

464 

1,751 

462 

1,805 

525 

1,635 

484 

1,838 

505 

1,869 

537 

2,216 

813 

+3 

+14 

Standard  Metropolitan 
Statistical  Areas2 

Chicago,  HI.,  total . 

758 

742 

853 

877 

914 

889 

822 

816 

813 

753 

847 

894 

1,071 

+7 

+10 

+6 

+21 

+10 

+17 

+5 

+10 

+9 

+10 

+8 

+6 

+13 

+22 

+11 

+20 

+9 

+7 

+13 

+15 

0 

:  i  i 

i  i  i  “  i  i  i  i 

1 

I  1  1  1  1  1  Y  1  l  II  i  i 

+11 

-4 

Los  Angeles,  Calif.,  total . 

1,018 

963 

1,004 

1,022 

1,061 

1,063 

1,070 

1,060 

1,021 

918 

1,039 

1,064 

1,337 

New  York,  N.  Y.,  total . 

1,229 

1,195 

1,308 

1,282 

1,356 

1,326 

1,262 

1,243 

1,293 

1,191 

1,312 

1,345 

1,603 

+4 

+13 

+3 

+17 

Philadelphia,  Pa.,  total . 

1  1  |  1  1  1  u  |  ,  II  II. 

i  i  i  i  i  i  “  ~  r  i  i  i  i 

i_ i_ i_ i_ i .1 ..  “ i_ i_ i_ i_ i_ i 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate.  r  Revised. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  =  0  to  3.5  percent 
B  *  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  ■  1.6  to  3.0  percent 
c  ■  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar 

volume  estimates 

Percentage  change  from  same 
month  a  year  ago 

Month- to- month  percent  change 
2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Dirable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

c 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

c 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

c 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

Vest  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

l 

B 

Nondurable-goods  stores . . . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

1 

A 

B 

1 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Percentage  change  fran  same  month  a  year 

ago 

Total . . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

1 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group.. ; . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

3 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

a 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  t.hwn  4.5  percent . 


Table  S-3.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY-  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
free  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

B 

B 

B 

B 

B 

B 

b 

B 

A 

Ohio . 

B 

B 

B 

A 

B 

B 

a 

Table  S-4 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  HI. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York-Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  HI . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

a 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

a 

a 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist¬ 
ence  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures-  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  Inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  ■  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1963  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business .  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  Is  measurable. 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


me  ration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates.) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  Ibis  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published  chta  from  their  respective  totals .  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  compary's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request .  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind -of -business  categories  tabulated . 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 


ICAGO,  ILL.— NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

IARY-HAMMCND-EAST  CHICAGO,  IND.  STANDARD 
iETROPQLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

i  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERS  ON -CLIFT  QN-PASSAIC,  N.J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 

Middlesex  and  Somerset  counties,  N.J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES -LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties.  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 

N.  J. 


Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  October  1964 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  October  1964  were  estimated  at  $22.6 
billion,  6  percent  above  sales  for  September  1964 
and  5  percent  higher  than  October  1963.  After  ad¬ 
justment  for  seasonal  variations  and  trading  day 
differences  but  not  for  price  changes,  October  sales 
amounted  to  $21.4  billion,  4  percent  below  September 
1964  but  3  percent  above  October  1963 .  Primarily  as 
a  result  of  a  sharp  drop  in  automotive  dealer  sales, 
adjusted  sales  of  durable-goods  stores  in  October 
decreased  15  percent  from  September  1964  and  7  per¬ 
cent  from  October  1963.  Adjusted  sales  of  nondurable- 
goods  stores  in  October  1964  increased  1  percent 
from  September  1964  and  8  percent  from  October  1963. 

Based  on  adjusted  data,  October  1964  sales  of  the 
automotive  group  were  down  24  percent  from  September. 
Sales  of  the  lumber,  building,  hardware,  farm  equip¬ 
ment  group  decreased  2  percent  while  the  furniture 
and  appliance  group  increased  one  percent.  In  the 
nondurable -goods  stores  category,  month-to-month  in¬ 
creases  of  3  percent  each  were  reported  ty  the  apparel 
group  and  eating  and  drinking  places.  The  general 
merchandise  group  increased  2  percent  and  the  food 
group  remained  virtually  unchanged. 

In  the  durable-goods  stores  category,  a  comparison 
of  adjusted  sales  for  October  1964  with  those  for  the 
same  month  a  year  ago,  shows  decreases  in  the  auto¬ 
motive  group  (-13$)  and  the  lumber, building,  hardware, 
farm  equipment  group  ( -7$)  while  sales  of  the  furniture 
and  appliance  group  increased  (+5$).  In  the  nondur¬ 
able-goods  stores  category,  all  major  kinds-of -busi¬ 
ness  groups  reported  year-to-year  increases  with  the 
apparel  group  and  general  merchandise  group  each  in¬ 
creasing  15  percent,  eating  and  drinking  places  8 
percent,  and  the  food  group  6  percent. 

Unadjusted  cumulative  sales  of  all  retail  storesfbr 
the  first  10  months  of  1964  amounted  to  $212.2  bil¬ 
lion,  6  percent  above  the  first  10  months  of  1963 .  On 
an  adjusted  basis,  sales  for  all  major  kind-of-busi- 
ness  groups  increased  over  Ihe  same  period  last  year. 
The  largest  increases  were  reported  by  the  furniture 
and  appliance  group  (+13$),  general  merchandise 
group  (+10$),  apparel  group  (+8$). 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $15.7 
billion  in  total  accounts  receivable  balances  owed 


by  customers  as  of  October  31,  1964.  Based  on  data 
not  adjusted  for  seasonal  variations  or  price  changes, 
this  total  was  1  percent  above  the  September  1964 
level  and  10  percent  higher  than  the  $14.3  billion 
estimated  as  of  October  31,  1963.  Year-to-year  in¬ 
creases  were  reported  in  both  the  installment  account 
balances  (+18$)  and  in  the  charge  account  balances 
(+3$). 

Total  receivable  balances  of  durable-goods  stores 
as  of  October  31,  1964  were  virtually  unchanged  from 
the  previous  month,  but  were  4  percent  above  those 
outstanding  at  the  end  of  October  31,  1963.  Non¬ 
durable-goods  stores  reported  a  2  percent  increase 
in  total  amounts  outstanding  from  September  30,  1964 
total,  and  a  16  percent  increase  over  the  total  for 
the  end  of  October  1963. 
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Table  1.  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  OCTOBER  1964 
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(Millions  of  dollars) 


Kind  of  business 

1964 

1963 

Total  10  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.  j 

|  Sept. 

Oct.1 

Oct .  | 

|  Nov . 

Dec. 

1964 

1963 

Data 

<0T  ADJUJ 

3TED  for 

seasona 

1  variat 

ons  or 

,rading 

day  diff 

erences 

United  States,  total . 

19,154 

18,758 

20,502 

21,186 

22,508 

22,242 

22, 145 

21,778 

21,313 

22,577 

21,528 

21,494 

25,104 

212, 163 

199,837 

Durable-goods  stores,  total . 

6,031 

6,122 

6,741 

7,360 

7,693 

7,719 

7,399 

7,011 

6,893 

7,072 

7,599 

6,985 

7,208 

70,041 

65,905 

Nondurable-goods  stores,  total . 

13,123 

12,636 

13,761 

13,826 

14,815 

14,523 

14, 746 

14,767 

14,420 

15,505 

13,929 

14,509 

17,896 

142,122 

133,932 

Food  group . 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

5,484 

5,283 

5,099 

5,534 

4,910 

5,153 

5,194 

51,418 

48,796 

Grocery  stores  . 

4,558 

4,395 

4,406 

4,414 

4,739 

4,613 

4,971 

4,780 

4,612 

5,031 

4,449 

4,689 

4,679 

46, 519 

44,183 

Meat  markets . 

133 

125 

129 

123 

127 

127 

125 

123 

117 

125 

123 

124 

133 

1,254 

1,253 

Bakery  products  stores . 

93 

89 

95 

94 

96 

92 

88 

94 

92 

100 

95 

97 

104 

933 

901 

Eating  and  drinking  places . 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,796 

1,805 

1,671 

1,701 

1,556 

1,486 

1,533 

16,188 

15,052 

Eating  places . 

990 

964 

1,045 

1,092 

1,179 

1,239 

1,293 

1,308 

1,204 

1,219 

1,083 

1,028 

1,054 

11,533 

10, 527 

Restaurants,  cafeterias,  lunchrooms . 

831 

811 

869 

895 

942 

983 

1,026 

1,047 

976 

999 

892 

855 

883 

9,379 

8,595 

Drinking  places . 

446 

422 

440 

455 

471 

472 

503 

497 

467 

482 

473 

458 

479 

4,655 

4,525 

General  merchandise  group . . . 

Department  stores  and  dry  goods,  general 

1,872 

1,875 

2,303 

2,310 

2,479 

2,491 

2,380 

2,591 

2,550 

2,784 

2,417 

2,728 

4*,  399 

23,635 

21,533 

merchandise  stores . 

1,344 

1,320 

1,638 

1,677 

1,800 

1,816 

1,714 

1,865 

1,857 

2,036 

1,734 

1,956 

3,165 

17,067 

15,491 

Department  stores . 

1,094 

1,069 

1,336 

1,366 

1,463 

1,481 

1,384 

1,513 

1,519 

1,666 

1,404 

1,590 

2,625 

13,891 

12,468 

Variety  stores . . . . . 

Mail  order  houses  (department  store 

289 

313 

389 

361 

399 

395 

398 

421 

400 

431 

378 

414 

793 

3,796 

3,418 

merchandise) . 

140 

146 

178 

179 

173 

170 

158 

195 

189 

209 

197 

248 

307 

1,737 

1,569 

Apparel  group . 

1,026 

927 

1,283 

1,140 

1,282 

1,238 

1,118 

1,209 

1,289 

1,404 

1,191 

1,308 

2,172 

11,916 

10,980 

Men's,  boys'  wear  stores 2 . 

208 

176 

206 

204 

240 

254 

221 

220 

234 

275 

218 

254 

471 

2,238 

2,061 

Men's,  boys'  clothing,  furnishings  stores. 

202 

171 

200 

196 

231 

247 

214 

214 

229 

267 

210 

246 

462 

2,171 

1,996 

Yemen's  apparel,  accessory  stores3 . 

407 

375 

502 

463 

506 

465 

427 

463 

497 

556 

472 

509 

834 

4,661 

4,250 

Women's  ready-to-wear  stores . 

347 

327 

440 

406 

440 

401 

364 

402 

435 

483 

418 

446 

727 

4,045 

3,748 

Family  clothing  stores . 

187 

178 

247 

217 

252 

249 

217 

249 

250 

287 

247 

282 

472 

2,333 

2,171 

Shoe  stores . 

177 

156 

266 

211 

233 

217 

195 

212 

235 

215 

197 

202 

295 

2,117 

1,990 

Furniture  and  appliance  group . 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

1,111 

1,088 

1,175 

1,095 

1,077 

1,333 

10,429 

9,202 

Furniture,  home  furnishings  stores . 

584 

600 

638 

663 

685 

735 

708 

735 

696 

768 

719 

703 

790 

6,812 

5,972 

Furniture  stores . 

421 

425 

443 

478 

497 

543 

532 

552 

508 

566 

517 

509 

591 

4,965 

4,356 

Household  appliance,  TV,  radio  stores . 

321 

320 

335 

341 

358 

377 

390 

376 

392 

407 

376 

374 

543 

3,617 

3,230 

Household  appliance  dealers . 

228 

229 

241 

244 

263 

282 

290 

274 

285 

286 

273 

270 

393 

2,622 

2,385 

Lumber,  building,  hardware,  farm  equipment 

group . 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,500 

1,389 

1,397 

1,425 

1,526 

1,340 

1,185 

13,127 

13,003 

Limber  yards,  building  materials  dealers'*... 

536 

542 

616 

n2l 

801 

879 

872 

823 

814 

866 

897 

771 

610 

7,470 

7,538 

Limber  yards . 

355 

366 

403 

473 

525 

580 

564 

555 

544 

589 

608 

515 

396 

4,954 

5,095 

Hardware  stores . . . 

176 

167 

182 

217 

246 

250 

237 

229 

231 

241 

222 

231 

308 

2,176 

2,108 

Automotive  group . 

3,677 

3,684 

4,058 

4,453 

4,551 

4,387 

4,159 

3,853 

3,728 

3,817 

4,387 

3,949 

3,690 

40,367 

38,320 

Passenger  car,  other  automotive  dealers . 

3,488 

3,505 

3,847 

4,215 

4,289 

4,110 

3,896 

3,611 

3,503 

3,569 

4,148 

3,712 

3,377 

38,033 

36,108 

Passenger  car  dealers . 

3,404 

3,412 

3,734 

4,077 

4,141 

3,947 

3,723 

3,436 

3,385 

3,451 

4,042 

3,613 

3,291 

36,710 

34,835 

Passenger  car  dealers  (franchised) . 

3,116 

3,128 

3,429 

3,768 

3,809 

3,648 

3,437 

3,157 

3,124 

3,166 

3,745 

3,330 

3,054 

33,782 

31,827 

Tire,  battery,  accessory  dealers . 

189 

179 

211 

238 

262 

277 

263 

242 

225 

248 

239 

237 

313 

2,334 

2,212 

Gasoline  service  stations . 

1,566 

1,480 

1,585 

1,617 

1,708 

1,754 

1,820 

•  1,801 

1,701 

1,757 

1,649 

1,625 

1,713 

16,789 

16,027 

Drug  and  proprietary  stores . 

671 

656 

680 

665 

713 

705 

707 

708 

701 

728 

667 

666 

906 

6,934 

6,603 

Drug  stores . 

652 

636 

657 

643 

689 

681 

677 

679 

667 

693 

643 

643 

871 

6,674 

6,383 

Liouor  stores . 

433 

427 

434 

446 

485 

472 

500 

489 

475 

506 

466 

510 

724 

4,667 

4,425 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . * . . 

21,000 

21,533 

a, 223 

21,392 

21,777 

21,773 

21,935 

22,266 

1 - 

22,2*; 

21,362 

- 1 

20,716 

20,558 

21,019 

216,515 

204,600 

Durable-goods  stores,  total . 

6,855 

7,262 

6,939 

7,010 

7,218 

7,002 

7,060 

7,324 

7,541 

6,44S 

6,941 

6,734 

6,831 

70,656 

66,494 

Nondurable-goods  stores,  total . 

14,145 

14,271 

14,284 

14,382 

14,559 

14,771 

14,875 

14,942 

14,713 

14,917 

13,775 

13,824 

14,188 

145,859 

138,106 

Food  group . 

5, 031 

4,991 

5,112 

5,064 

5,034 

5,202 

5,261 

5,234 

5,250 

5,235 

4,943 

4,973 

4,991 

51,414 

49, 214 

Grocery  stores  . 

4,548 

4,513 

4,605 

4,574 

4,540 

4,704 

4,769 

4,743 

4,755 

4,736 

4,484 

4,512 

4,523 

46,487 

44,557 

Eating  and  drinking  places . 

1,580 

1,593 

1,584 

1,599 

1,589 

1,623 

1,642 

1,633 

1,600 

1,650 

1,530 

1,506 

1,528 

16,093 

15,032 

General  merchandise  group . 

2,481 

2,592 

2,489 

2,514 

2,589 

2,620 

2,686 

2,734 

2,591 

2,  M3 

2,303 

2,355 

2,474 

25,944 

23,664 

Department  stores . 

1,464 

1,538 

1,467 

1,467 

1,543 

1,533 

1,580 

1,630 

1,516 

1,566 

1,321 

1,355 

1,457 

15,304 

13,768 

Variety  stores . 

410 

408 

404 

421 

420 

427 

443 

439 

427 

430 

390 

381 

397 

4,229 

3,821 

Mall  order  houses  (department  store  mdse.).. 

181 

197 

188 

192 

190 

200 

192 

205 

192 

198 

173 

183 

184 

1,935 

1,736 

Apparel  group . , . 

1,250 

1,291 

1,228 

1,272 

1,295 

1,322 

1,316 

1,363 

1,285 

1,327 

1,150 

1,186 

1,250 

12,949 

11,966 

Men's,  boys'  wear  stores" . . . 

Women's  apparel,  accessory  stores . 

231 

246 

233 

241 

250 

244 

257 

269 

261 

264 

217 

224 

239 

2,496 

2,315 

497 

505 

477 

504 

502 

522 

509 

519 

504 

521 

451 

463 

482 

5,060 

4,615 

Shoe  stores. . . 

220 

214 

226 

219 

223 

218 

217 

224 

206 

210 

196 

205 

222 

2,177 

2,055 

Furniture  and  appliance  group . 

1,019 

1,073 

1,088 

1,095 

1,080 

1,108 

1,107 

1,094 

1,067 

1,081 

1,028 

986 

1,021 

10,812 

9,580 

Furniture,  heme  furnishings  stores . 

671 

707 

711 

701 

699 

735 

709 

719 

679 

695 

666 

640 

637 

7,026 

6,186 

Household  appliance,  TV,  radio  stores . 

348 

366 

377 

394 

381 

373 

398 

375 

388 

386 

362 

346 

384 

3,786 

3,394 

Limber,  building,  hardware,  farm  equipment 

f«WP . . 

Lumber  yards ,  building  materials  dealers"  . . . 

1,269 

1,348 

1,277 

1,257 

1,370 

1,339 

1,294 

1,273 

1,285 

1,254 

1,350 

1,381 

1,289 

12,966 

12,860 

730 

779 

727 

707 

754 

765 

732 

711 

729 

738 

764 

754 

716 

7,372 

7,427 

Hardware  stores . 

219 

228 

209 

205 

220 

227 

222 

227 

237 

237 

222 

240 

236 

2,231 

2,170 

Automotive  group . . . 

3,951 

4,162 

3,894 

4,026 

4,126 

3,885 

3,989 

4,259 

4,531 

3,458 

3,980 

3,791 

3,935 

40, 281 

38,215 

Passenger  car,  other  automotive  dealers . 

3,711 

3,925 

3,646 

3,788 

3,880 

3,645 

3,755 

4,025 

4,301 

3,224 

3,748 

3,556 

3,685 

37,900 

35,954 

Tire,  battery,  accessory  dealers . 

240 

237 

248 

238 

246 

240 

234 

234 

230 

234 

232 

235 

250 

2,381 

2,261 

Gasoline  service  stations . 

1,638 

1,641 

1,629 

1,674 

1,670 

1,683 

1,701 

1,690 

1,695 

1,718 

1,618 

1,638 

1,681 

16,739 

16,052 

Drug  and  proprietary  stores . . . 

694 

666 

702 

689 

713 

721 

726 

722 

734 

742 

683 

677 

694 

7,109 

6,790 

Liquor  stores . 

471 

482 

491 

486 

495 

503 

495 

494 

499 

498 

478 

473 

483 

4,914 

4,687 

Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 

Note:  United  States  totals  include  kinds  of  business  not  shewn  separately.  Sampling  variabilities  for  unadjusted  data  shown  In  table  8,  page  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  OCTOBER  1964 


Percentage  changes  in  sales — 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

October  1964 
from — 

10  mos. 
1964 

Kind  of  business 

October  1964 
from — 

10  mos. 
1964 

Oct. 

1963 

Sept. 

1964 

from 

10  mos. 
1963 

Oct. 

1963 

Sept. 

1964 

from 

10  mos. 
1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+5 

+6 

+6 

Durable-goods  stores,  total . 

-7 

+3 

+6 

Nondurable -goods  stores,  total . 

+11 

+7 

+6 

+13 

+9 

+5 

Grocery  stores . 

+13 

+9 

+5 

Meat  markets . 

+2 

+7 

0 

Fruit  stores,  vegetable  markets* . 

0 

-8 

+2 

Candy,  nut,  confectionery  stores* . 

+23 

+4 

+3 

Bakery  products  stores . 

+5 

+9 

+4 

Delicatessen  stores* . 

+15 

+7 

+3 

Eating  and  drinking  places . 

+9 

+2 

+8 

Eating  places . 

+13 

+1 

+10 

Restaurants,  cafeterias,  lunchrooms . 

+12 

+2 

+9 

Drinking  places . 

+2 

+3 

+3 

General  merchandise  group . 

+15 

+9 

+10 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

+17 

+10 

+10 

Department  stores . 

+19 

+10 

+11 

Variety  stores . 

+14 

+8 

+11 

Mail  order  houses  (department  store 

merchandise) . 

+6 

+11 

+11 

Apparel  group . 

+18 

+9 

+9 

Men's,  boys'  clothing,  furnishings  stores . 

+27 

+17 

+9 

Men's,  boys'  clothing  stores* . 

+26 

+17 

+8 

Men's,  boys'  furnishings  stores* . 

+33 

+16 

+16 

Women's  ready-to-wear  stores . 

+16 

+11 

+8 

Family  clothing  stores . 

+16 

+15 

+7 

Women's  apparel,  accessory,  specialty  stores*.. 

+41 

+10 

+23 

Shoe  stores . 

+9 

t-8 

+6 

Furniture  and  appliance  group . 

+7 

+8 

+13 

Furniture  stores . 

+9 

+11 

+14 

Floor  coverings  stores* . 

-5 

+2 

+17 

Household  appliance,  TV,  radio  stores . 

+8 

+4 

+12 

Household  appliance  stores . 

+5 

0 

+10 

TV,  radio  stores* . 

+19 

+14 

+17 

Lumber,  building,  hardware,  farm  equipment 

-7 

+2 

+1 

Lumber,  building  materials  dealers . 

-3 

+6 

-1 

Lumber  yards . 

-3 

+8 

-3 

Paint,  glass,  wallpaper  stores* . 

-3 

-2 

+2 

Heating  and  plumbing  equipment  dealers* . 

-25 

+3 

-9 

Hardware  stores . 

+9 

+4 

+3 

Farm  equipment  dealers* . . 

-22 

-9 

+4 

Automotive  group . 

-13 

+2 

+5 

Passenger  car  dealers . 

-15 

+2 

+5 

Passenger  car  dealers  (franchised) . 

-15 

+1 

+6 

Tire,  battery,  accessory  dealers . 

+4 

+10 

+6 

Gasoline  service  stations . 

+7 

+3 

+5 

Fuel  fuel  oil  dealers* . 

+29 

+31 

+4 

Fuel  dealers,  except  fuel  oil* . 

+32 

+24 

+4 

Fuel  oil  dealers* . 

+26 

+41 

+3 

Drug  and  proprietary  stores . 

+9 

+4 

+5 

Drug  stores . 

+8 

+4 

+5 

Liquor  stores . 

+9 

+7 

+5 

Jewelry  stores* . 

+17 

+9 

+10 

+7 

+9 

+6 

Book  stores* . 

-9 

NA 

NA 

Stationery  stores* . 

-7 

-4 

+1 

Music  stores* . 

+21 

+6 

+16 

Camera,  photographic  supply  stores* . 

+3 

0 

+5 

Optical  goods  stores* . 

+20 

0 

+13 

Typewriter  stores* . 

0 

-7 

-8 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . . . 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 

Apparel  group . 

Men' 8,  boys'  wear  stores . 

Women's  apparel,  accessory  stores.. 
Shoe  stores . 


+3 

-4 

+6 

Furniture  and  appliance  group . 

+5 

+1 

+13 

Furniture,  home  furnishings  stores . 

+4 

+2 

+14 

-7 

-15 

+6 

Household  appliance,  TV,  radio  stores . 

+7 

-1 

+12 

+8 

+1 

+6 

+6 

0 

+4 

Lumber,  building,  hardware,  farm  equipment 

group . 

-7 

-2 

+1 

Lumber,  building  materials  dealers . 

-3 

+1 

-1 

+8 

+3 

+7 

Hardware  stores . 

+7 

0 

+3 

+15 

+2 

+10 

Automotive  group . 

-13 

-24 

+5 

+19 

+3 

+11 

Passenger  car  and  other  automotive  dealers .... 

-14 

-25 

+5 

+10 

+1 

+11 

Tire,  battery,  accessory  dealers . 

+1 

+2 

+5 

+14 

+3 

+11 

Gasoline  service  stations . 

+6 

+1 

+4 

+15 

+3 

+8 

+22 

+1 

+8 

Drug  and  proprietary  stores . 

+9 

+1 

+5 

+16 

+3 

+10 

+7 

+2 

+6 

Liquor  stores . 

+4 

0 

+5 

*  See  Explanatory  Materials,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with  an 
asterisk,  see  table  9,  page  9. 

NA  Not  available. 


5 


Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FlfMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  OCTOBER  1964 


(Millions  of  dollars) 


Kind  of  business 

1964 

1963 

Total  10  mos . 

Jan. 

Fob. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Isept . 

Oct. 

Oct.  I 

Nov. 

Dec. 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,478 

4,330 

4,859 

4,858 

5,233 

5,107 

5,169 

5,202 

5,133 

5,637 

■ 

4,915 

5,364 

6,943 

50,006 

45,973 

Durable-goods  stores,  total . 

310 

315 

359 

390 

421 

450 

457 

444 

438 

436 

412 

411 

501 

4,020 

3,557 

Nondurable-goods  stores,  total . 

4,168 

4,015 

4,500 

4,468 

4,812 

4,657 

4,712 

4,758 

4,695 

5,201 

4,503 

4,953 

6,442 

45,986 

42,416 

Food  group . 

2,139 

2,035 

2,026 

2,028 

2,134 

2,041 

2,219 

2,082 

2,063 

2,359 

2,018 

2,192 

2, 142 

21, 176 

20,023 

Grocery  stores1 . 

2,086 

1,982 

1,970 

1,975 

2,125 

1,981 

2,158 

2,021 

1,999 

2,293 

1,965 

2,140 

2,081 

20, 590 

19,471 

Eating  and  drinking  places . 

102 

100 

111 

111 

120 

131 

134 

138 

129 

127 

109 

105 

107 

1, 203 

1,041 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,262 

1,246 

1,564 

1,592 

1,696 

1,693 

1,605 

1,756 

1,717 

1,877 

1,615 

1,843 

2,995 

16,013 

14, 180 

merchandise  stores . 

909 

871 

1,105 

1,148 

1,232 

1,232 

1,155 

1,261 

1,243 

1,360 

1,149 

1,307 

2,113 

11,516 

10, 143 

Department  stores . 

790 

763 

968 

1,002 

1,074 

1,075 

1,003 

1,089 

1,079 

1,182 

1,000 

1,137 

1,850 

10,025 

8,830 

Variety  stores . 

216 

238 

304 

281 

306 

304 

299 

320 

305 

330 

292 

321 

611 

2,903 

2,610 

Apparel  group . . . 

247 

228 

365 

304 

350 

335 

292 

329 

341 

361 

311 

348 

567 

3,152 

2,881 

Men's,  boys'  wear  stores2 . 

26 

22 

29 

26 

33 

32 

26 

25 

28 

36 

30 

34 

60 

283 

261 

Women's  apparel,  accessory  stores3 . 

97 

95 

147 

132 

143 

144 

125 

143 

140 

153 

131 

152 

246 

1,  324 

1,209 

Women's  ready-to-wear  stores . 

89 

88 

135 

122 

136 

132 

114 

133 

130 

141 

120 

141 

226 

1,  220 

1,114 

Shoe  stores . 

73 

66 

119 

86 

100 

94 

82 

91 

103 

90 

83 

83 

133 

904 

838 

Furniture  and  appliance  group . 

78 

83 

96 

92 

103 

105 

103 

104 

108 

111 

102 

108 

128 

983 

879 

Tire,  battery,  accessory  dealers . • 

75 

72 

82 

96 

106 

115 

108 

101 

93 

104 

93 

94 

132 

952 

872 

Drug  and  proprietary  stores . 

140 

138 

148 

141 

152 

152 

153 

151 

154 

160 

138 

143 

226 

1,489 

1,  359 

Liquor  stores . 

91 

93 

98 

97 

102 

97 

100 

103 

100 

112 

102 

111 

171 

993 

951 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

5,089 

5,111 

5,126 

5,105 

5,165 

5,240 

5,311 

5,366 

p - 

5,296 

5,309 

- ■ 

4.809 

4,92 2 

5.043 

52,118 

48,126 

Grocery  stores . 

2,041 

2,018 

2,055 

2,030 

1,999 

2,066 

2,084 

2,083 

2,105 

2,113 

1,993 

2,015 

2,017 

20, 594 

19,684 

Eating  and  drinking  places . 

111 

110 

112 

112 

115 

127 

126 

130 

125 

123 

107 

105 

106 

1,191 

1,040 

General  merchandise  group . 

1,698 

1,743 

1,721 

1,718 

1,768 

1,759 

1,791 

1,830 

1,755 

1,783 

1,523 

1,600 

1,674 

17, 566 

15,566 

Department  stores . 

1,057 

1,090 

1,075 

1,049 

1,110 

1,087 

1,124 

1, 154 

1,093 

1,113 

932 

993 

1,050 

10,952 

9,639 

Variety  stores . 

318 

318 

319 

329 

320 

324 

329 

328 

327 

325 

298 

296 

305 

3,237 

2,923 

Apparel  group . . . 

336 

337 

326 

343 

348 

349 

351 

369 

337 

341 

298 

310 

326 

3,437 

3,143 

Men's,  boys'  wear  stores2 . . . 

31 

33 

29 

31 

34 

32 

33 

33 

33 

33 

29 

27 

29 

322 

299 

Women's  apparel,  accessory  stores . 

139 

140 

136 

151 

346 

153 

149 

136 

142 

144 

125 

135 

137 

1,456 

1,328 

Shoe  stores . 

94 

90 

98 

91 

95 

91 

96 

103 

92 

90 

84 

83 

92 

940 

874 

Tire,  battery,  accessory  dealers . 

99 

98 

96 

96 

99 

100 

96 

100 

97 

100 

91 

92 

99 

981 

900 

Drug  and  proprietary  stores . 

152 

148 

157 

147 

157 

156 

161 

158 

165 

167 

146 

144 

147 

1,568 

1,437 

1  Based  on 
473;  Oct.  17 

2  Includes 

3  Includes 


weekly  sales  figures  converted  to  calendar  month  totals.  October 
-  478;  0-t.  24  =  473;  Oct.  31  -  493. 

men's,  boys'  clothing;  furnishings  stores  and  custom  tailors, 
women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops; 


1964  weekly  sales  (in  millions  of  dollars)  were  as  follows: 


and  furriers. 


For  week  ending  Oct.  10 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  OCTOBER  1964 

(Millions  of  dollars) 


—  - -  —  —  ■ 

Kind  of  business 

1964 

1963 

Total  10  month 8 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

1  Sept. 

Oct.1 

Oct.  1 

Nov. 

Dec . 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

5,328 

5,143 

5,773 

5,819 

6,253 

6,109 

6,157 

6,230 

w 

6,186 

6,734 

l 

5,947 

6,411 

8,239 

59,732 

55,102 

Food  group . 

2,413 

2,288 

2,273 

2,272 

2,444 

2,292 

2,503 

2,  384 

2,  358 

2,663 

2,294 

2,477 

2,431 

23,890 

22,696 

Grocery  stores . 

2,334 

2,211 

2,190 

2,192 

2,359 

2,206 

2,413 

2,290 

2,262 

2,564 

2,217 

2,401 

2,343 

23,021 

21,922 

Eating  and  drinking  places . 

148 

139 

156 

158 

171 

190 

196 

200 

187 

186 

166 

165 

163 

1,731 

1,536 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,372 

1,368 

1,708 

1,734 

1,849 

1,860 

1,731 

1,896 

1,858 

2,032 

1,773 

2,019 

3,275 

17.4C8 

15,613 

merchandise  stores . 

1,006 

976 

1,232 

1,277 

1,369 

1,382 

1,267 

1,385 

1,370 

1,499 

1,285 

1,455 

2,349 

12,763 

11,322 

Department  stores . 

861 

843 

1,065 

1,100 

1,178 

1,190 

1,085 

1,182 

1, 180 

1,293 

1,095 

1,244 

2,029 

10,977 

9,663 

Drug  and  proprietary  stores . 

165 

162 

172 

163 

180 

182 

185 

187 

188 

195 

168 

172 

266 

1,779 

1,644 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  Include  kinds  of  business  not  shown  separately, 
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Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  OCTOBER  1964 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Area 

Percentage  change  in 

sales 

Percentage  change  in  sales 

October  1964  from — 

10  mos. 

1964 

from 

10  mos. 

1963 

Area 

October  1964  from — 

10  mos. 

1964 

from 

10  mos. 

1963 

October 

1963 

September 

1964 

October 

1963 

September 

1964 

STANDARD  METROPOLITAN  AREA 

New  York- Northeastern  New  Jersey1 . . . 

+13 

+14 

+8 

New  York  City . 

+14 

+21 

+10 

Newark,  N.  J . 

+7 

+10 

+3 

+14 

+13 

+9 

+20 

+22 

+11 

+5 

+10 

+4 

Asheville,  N.  C . 

+11 

+10 

+5 

+16 

+15 

+6 

+16 

+29 

+8 

+11 

+23 

+3 

Philadelphia,  Pa . 

+14 

-2 

+10 

Phoenix,  Ariz . 

NA 

NA 

NA 

+9 

+23 

+18 

+5 

Baton  Rouge,  La . 

+12 

+9 

+5 

48 

+9 

+7 

+2 

+5 

+5 

+18 

+1 

+10 

+15 

+4 

+6 

+12 

+10 

+8 

Rochester,  N.  Y . 

+16 

+17 

+5 

Sacramento,  Calif . 

+13 

+10 

+15 

Buffalo,  N.  Y . 

+18 

+3 

+8 

+8 

+10 

+13 

+2 

+10 

+15 

+18 

+11 

+12 

+12 

+14 

+8 

NA 

NA 

NA 

San  Diego,  Calif . 

+6 

-4 

+9 

+8 

+25 

+9 

NA 

NA 

NA 

+7 

+5 

+1 

+14 

+5 

+8 

+6 

+5 

+4 

+24 

+26 

+7 

0 

+7 

+2 

+15 

+9 

+11 

+8 

+28 

+4 

Springfield,  Mo . 

+17 

+2 

+9 

+6 

+8 

+6 

+10 

+4 

+8 

+11 

+5 

+9 

+15 

+16 

+4 

+30 

+4 

+17 

+20 

+3 

+7 

+10 

+27 

+9 

+2 

+18 

+5 

Erie,  Pa . 

+12 

+6 

+6 

Toledo,  Ohio . 

+18 

-4 

+8 

NA 

NA 

NA 

+15 

+2 

+13 

Flint,  Mich . 

+15 

0 

+11 

+19 

+10 

+19 

+1 

+15 

+5 

NA 

NA 

NA 

NA 

NA 

NA 

+11 

+13 

+11 

Grand  Rapids,  Mich . 

+12 

+3 

+7 

Washington,  D.  C . 

+18 

+16 

+15 

Wheeling,  W.  Va . 

+16 

-2 

+3 

+20 

+8 

+16 

+11 

+14 

+8 

0 

+13 

+2 

+12 

-5 

+6 

+21 

+35 

+16 

+22 

+16 

+10 

Kansas  City,  Mo . 

+12 

+10 

+7 

Knoxville,  Tenn . 

+14 

+22 

+6 

CITIES 

+11 

+3 

+8 

-7 

-7 

0 

+9 

+7 

+9 

+8 

+12 

+4 

+9 

+7 

+11 

+13 

+2 

+6 

+13 

+17 

+9 

+14 

+16 

+9 

+14 

+16 

+5 

-2 

+7 

-3 

+10 

+22 

+6 

+18 

+28 

+5 

+13 

+31 

+12 

+16 

+3 

+7 

+9 

+9 

+17 

+1 

+17 

Mobile,  Ala . 

+16 

+14 

+4 

+6 

+14 

+4 

New  Orleans,  La . 

+15 

+17 

+9 

Springfield,  Mass . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  inolude  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 


Table  6.  ESTIMATED  END- OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— UNITED  STATES,  BY  KIND  OF  BUSINESS:  OCTOBER  1964 

(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

r= 

1963 

Percentage 
change, 
Oct.  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct.1 

Oct. 

Nov. 

Dec. 

Oct. 

1963 

Sept. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

14,628 

14,123 

14,335 

14,638 

15,197 

15,140 

15,334 

15,412 

15,  569 

15,713 

14,269 

14,361 

15,484 

+10 

+1 

Durable-goods  stores,  total . 

6,259 

6,083 

6,131 

6,218 

6,491 

6,647 

6,691 

6,724 

6,  833 

6,826 

6,588 

6,456 

6,626 

♦4 

0 

Nondurable-goods  stores,  total . 

8,369 

8,040 

8,204 

8,420 

8,706 

8,493 

8,643 

8,688 

8,736 

8,887 

7,681 

7,905 

8,858 

+16 

♦2 

Food  group . 

352 

346 

344 

336 

335 

338 

351 

365 

368 

363 

353 

348 

354 

+3 

-1 

Grocery  stores . 

288 

283 

290 

282 

286 

291 

297 

299 

308 

301 

293 

289 

293 

+3 

-2 

Eating  and  drinking  places . 

84 

85 

86 

87 

89 

91 

78 

81 

79 

101 

70 

84 

89 

+44 

+28 

General  merchandise  group . 

4,943 

4,723 

4,792 

4,912 

5,121 

5,083 

5,330 

5,414 

5,473 

5,601 

4,592 

4,762 

5,423 

+22 

+2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,788 

3,587 

3,648 

3,763 

3,897 

3,915 

4,113 

4,177 

4,216 

4,325 

3,521 

3,641  ‘ 

4,164 

+23 

+3 

Department  stores . 

3,385 

3,167 

3,241 

3,343 

3,462 

3,475 

3,630 

3,690 

3,726 

3,827 

3,124 

3,240 

3,730 

+23 

+3 

Mail  order  houses  (department  store  mdse.)... 

972 

960 

977 

983 

1,039 

984 

1,013 

1,041 

1,044 

1,073 

918 

952 

1,062 

+17 

+3 

Apparel  group . 

1,062 

962 

986 

986 

1,006 

994 

1,000 

1,007 

1,044 

1,083 

941 

953 

1,186 

+15 

+4 

Women's  ready-to-wear  stores . 

454 

424 

459 

465 

457 

438 

419 

422 

442 

453 

422 

421 

512 

+7 

♦2 

Furniture  and  appliance  group . 

2,199 

2,143 

2,101 

2,055 

2,104 

2,111 

2,202 

2,251 

2,312 

2,337 

2,042 

2,061 

2,278 

+14 

+1 

Furniture,  home  furnishings  stores . 

1,675 

1,620 

1,577 

1,556 

1,587 

1,595 

1,696 

1,760 

1,781 

1,793 

1,565 

1,551 

1,716 

+15 

♦1 

Furniture  stores . 

1,511 

1,457 

1,411 

1,405 

1,442 

1,434 

1,546 

1,606 

1,615 

1,615 

1,419 

1,394 

1,532 

+14 

0 

Household  appliance,  TV,  radio  stores . 

523 

523 

524 

499 

517 

516 

506 

491 

531 

544 

477 

510 

562 

+14 

♦2 

Household  appliance  dealers . 

461 

459 

461 

437 

457 

452 

446 

431 

438 

447 

413 

446 

490 

+8 

+2 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,662 

1,631 

1,682 

1,810 

1,960 

1,968 

1,965 

1,940 

1,948 

1,979 

2,097 

1,932 

1,778 

-6 

+2 

Lumber  yards,  building  materials  dealers2.... 

1,216 

1,185 

1,201 

1,309 

1,384 

1,356 

1,356 

1,355 

1,365 

1,392 

1,520 

1,441 

1,300 

-8 

+2 

883 

873 

857 

945 

1,003 

963 

965 

965 

988 

Automotive  group . 

1,481 

1,442 

1,460 

1,488 

l)  553 

1,610 

1,590 

1,614 

1,630 

1,550 

1,514 

1,538 

1,560 

+2 

-5 

Passenger  car  dealers3 . 

992 

955 

954 

997 

1,002 

1,005 

985 

1,031 

1,052 

990 

1,020 

1,028 

1,048 

-3 

-6 

Passenger  car  dealers  (franchised) . 

914 

881 

887 

909 

920 

930 

912 

956 

980 

920 

952 

947 

980 

-3 

-6 

Tire,  battery,  accessory  dealers . 

462 

460 

472 

465 

521 

571 

552 

528 

517 

508 

461 

482 

479 

+10 

-2 

Gasoline  service  stations . 

451 

439 

461 

457 

465 

470 

460 

461 

458 

453 

467 

469 

442 

-3 

-1 

Other  retail  stores . 

2,394 

2,352 

2,423 

2,507 

2,564 

2,475 

2,358 

2,279 

2,257 

2,246 

2,193 

2,214 

2,374 

+2 

0 

CHARGE  ACCOUNTS 

United  States,  total . 

7,409 

7,126 

7,221 

7,431 

7,718 

7,594 

7,535 

7,  502 

7,555 

7,  594 

7,381 

7,381 

7,826 

+3 

♦1 

Durable-goods  stores,  total . 

3,337 

3,224 

3,268 

3,399 

3,582 

3,657 

3,670 

3,653 

3,720 

3,707 

3,774 

3,658 

3,622 

-2 

0 

Nondurable-goods  stores,  total . 

4,072 

3,902 

3,953 

4,032 

4,136 

3,937 

3,865 

3,849 

3,835 

3,887 

3,607 

3,723 

4,204 

+8 

+1 

Food  group . . . 

341 

334 

333 

326 

322 

325 

337 

353 

356 

352 

340 

336 

342 

+4 

-1 

General  merchandise  group . 

1,039 

958 

916 

905 

959 

928 

965 

956 

951 

988 

857 

910 

1,160 

+15 

+4 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

950 

871 

835 

823 

868 

824 

848 

846 

838 

886 

768 

819 

1,065 

+15 

+6 

Department  stores . 

844 

765 

721 

705 

751 

708 

718 

717 

697 

738 

661 

710 

950 

+12 

+6 

Apparel  group . 

748 

666 

689 

694 

708 

705 

702 

714 

748 

777 

681 

697 

873 

+14 

+4 

Furniture  and  appliance  group . 

667 

648 

639 

634 

655 

669 

716 

729 

767 

789 

652 

677 

760 

+21 

+3 

Furniture,  home  furnishing  stores . 

486 

466 

461 

478 

496 

508 

556 

579 

615 

627 

490 

498 

562 

+28 

+2 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,496 

1,452 

1,490 

1,625 

1,760 

1,775 

1,770 

1,751 

1,741 

1,769 

1,914 

1,761 

1,606 

-8 

+2 

Lumber  yards,  building  materials  dealers2.... 

1,166 

1,136 

1,146 

1,252 

1,328 

1,308 

1,297 

1,289 

1,290 

1,316 

1,460 

1,386 

1,246 

-10 

♦2 

Lumber  yards . 

848 

840 

822 

910 

970 

936 

932 

921 

919 

943 

1,073 

1,009 

911 

-12 

+3 

Automotive  group . 

882 

858 

849 

855 

899 

915 

891 

893 

921 

873 

885 

884 

902 

-1 

-5 

Passenger  car  dealers  (franchised) . 

641 

620 

607 

624 

632 

637 

613 

624 

652 

617 

632 

638 

662 

-2 

-5 

Gasoline  service  stations . 

439 

430 

447 

444 

452 

457 

449 

451 

449 

444 

455 

455 

429 

-2 

-1 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

7,219 

6,997 

7,114 

7,207 

7,479 

7,546 

7,799 

7,910 

8,014 

8,119 

6,888 

6,980 

7,658 

+18 

♦1 

Durable-goods  stores,  total . 

2,922 

2,859 

2,863 

2,819 

2,909 

2,990 

3,021 

3,071 

3,113 

3,119 

2,814 

2,798 

3,004 

♦11 

0 

Nondurable-goods  stores,  total . 

4,297 

4,138 

4,251 

4,388 

4,570 

4,556 

4,778 

4,839 

4,901 

5,000 

4,074 

4,182 

4,654 

+23 

♦2 

General  merchandise  group . 

3,904 

3,765 

3,876 

4,007 

4,162 

4,155 

4,365 

4,458 

4,522 

4,613 

3,735 

3,852 

4,263 

♦24 

♦2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

2,838 

2,716 

2,813 

2,940 

3,029 

3,091 

3,265 

3,331 

3,378 

3,439 

2,753 

2,822 

3,099 

+25 

♦2 

Department  stores . 

2,541 

2,402 

2,520 

2,638 

2,711 

2,767 

2,912 

2,973 

3,029 

3,089 

2,463 

2,530 

2,780 

+25 

♦2 

Apparel  group . 

314 

296 

297 

292 

298 

289 

298 

293 

296 

306 

260 

256 

313 

♦18 

♦3 

Furniture  and  appliance  group . 

1,532 

1,495 

1,462 

1,421 

1,449 

1,442 

1,486 

1,522 

1,545 

1,548 

1,390 

1,384 

1,518 

♦11 

0 

Furniture,  home  furnishings  stores . 

1,189 

1,154 

1,116 

1,078 

1,091 

1,087 

1,140 

1,181 

1,166 

1,166 

1,075 

1,053 

1,154 

+8 

0 

Household  appliance,  TV,  radio  stores . 

343 

341 

346 

343 

358 

355 

345 

341 

379 

382 

315 

331 

364 

♦21 

♦1 

Lumber,  building,  hardware,  farm  equip,  group.. 

166 

179 

192 

185 

200 

193 

195 

189 

207 

210 

183 

171 

172 

♦15 

♦1 

Automotive  group . 

599 

584 

611 

633 

654 

695 

699 

721 

709 

677 

629 

654 

658 

+8 

-5 

Tire,  battery,  accessory  dealers . 

267 

265 

271 

278 

300 

344 

339 

325 

319 

311 

255 

276 

282 

♦22 

-3 

1  Preliminary  estimates,  see  Explanatory  Material,  page  14. 

*  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrioal  stores. 

3  Includes  both  franchised  and  n enfranchised  car  dealers. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  canrerclal  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to-month  ar*J  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 


8 


Table  7.  ESTIMATED  END-OF-K)NTh  ACCOUNTS  RECEIVABLE  OF  REIAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTAUMOTT  ACOOUNIS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  OCTOBER  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 

change, 

Oct.  1964 

Jan. 

Feb. 

Mnr. 

Apr. 

May 

June 

July 

Aug. 

Sept . 

Oct.1 

T| 

Nov. 

Dec . 

Oct. 

1963 

Sept. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,207 

5,012 

5,078 

5,177 

5,377 

5,468 

5,495 

5,560 

5,662 

5,825 

4,923 

5,072 

5,591 

+  18 

+3 

Durable-goods  stores,  total . 

1,180 

1,153 

1,152 

1,159 

1,200 

1,262 

1,257 

1,257 

1,286 

1,306 

1,172 

1,186 

1,222 

+  11 

+  2 

Nondurable-goods  stores,  total . 

4,027 

3,859 

3,926 

4,018 

4,177 

4,206 

4,238 

4,303 

4,376 

4,519 

3,751 

3,886 

4,369 

+20 

+  3 

General  merchandise  group . 

3,587 

3,433 

3,495 

3,595 

3,749 

3,769 

3,801 

3,875 

3,931 

4,049 

3,365 

3,488 

3,904 

+20 

+3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,818 

2,680 

2,733 

2,829 

2,910 

2,954 

2,988 

3,053 

3,098 

3,191 

2,654 

2,744 

3,095 

+20 

+  3 

Department  stores . 

2,524 

2,369 

2,449 

2,533 

2,606 

2,646 

2,676 

2,730 

2,771 

2,860 

2,375 

2,455 

2,779 

+20 

+  3 

Apparel  group . 

264 

247 

250 

253 

248 

257 

260 

247 

251 

268 

229 

235 

294 

+17 

+7 

Furniture  and  appliance  group . 

365 

368 

374 

358 

361 

358 

364 

368 

377 

380 

339 

349 

375 

+12 

+  1 

Tire,  battery,  accessory  dealers . 

270 

268 

273 

283 

302 

338 

345 

336 

337 

340 

266 

282 

288 

+28 

+1 

CHARGE  ACCOUNTS 

United  States,  total . 

1,055 

983 

956 

940 

995 

1,012 

991 

972 

981 

1,027 

954 

975 

1,116 

+8 

+5 

Durable-goods  stores,  total . 

309 

290 

290 

305 

313 

336 

338 

335 

344 

345 

357 

350 

331 

-3 

0 

Nondurable-goods  stores,  total . 

746 

693 

666 

635 

682 

676 

653 

637 

637 

682 

597 

625 

785 

+  14 

+7 

General  merchandise  group . 

457 

411 

381 

360 

401 

391 

368 

350 

339 

364 

346 

368 

489 

+5 

+7 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

413 

371 

342 

321 

355 

335 

314 

301 

292 

317 

306 

329 

449 

+4 

+9 

Department  stores . 

383 

344 

315 

293 

326 

306 

285 

271 

267 

293 

284 

302 

418 

+3 

+10 

Apparel  group . 

125 

116 

118 

118 

119 

124 

125 

122 

120 

131 

108 

107 

138 

+21 

+9 

Furniture  and  appliance  group . 

41 

44 

44 

42 

39 

41 

42 

40 

45 

48 

39 

40 

43 

+23 

+7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,152 

4,029 

4,122 

4,237 

4,382 

4,456 

4,504 

4,588 

4,681 

4,798 

3,969 

4,097 

4,475 

+21 

+2 

Durable-goods  stores,  total . 

871 

863 

862 

854 

887 

926 

919 

9  22 

942 

961 

815 

836 

891 

+  18 

+2 

Nondurable-goods  stores,  total . 

3,281 

3,166 

3,260 

3,383 

3,495 

3,530 

3,585 

3,666 

3,739 

3,837 

3,154 

3,261 

3,584 

+22 

+3 

General  merchandise  group . 

3,130 

3,022 

3,114 

3,235 

3,348 

3,378 

3,433 

3,525 

3,592 

3,605 

3,019 

3,120 

3,415 

+22 

+3 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,405 

2,309 

2,391 

2,508 

2,555 

2,619 

2,674 

2,752 

2,806 

2,874 

2,348 

2,415 

2,646 

+  22 

+2 

Department  stores . 

2,141 

2,025 

2,134 

2,240 

2,280 

2,340 

2,391 

2,459 

2,504 

2,567 

2,091 

2,153 

2,361 

+23 

+3 

Apparel  group . 

139 

131 

132 

135 

129 

133 

135 

125 

131 

137 

121 

128 

156 

+13 

+5 

Furniture  and  appliance  group . 

324 

324 

330 

316 

322 

317 

322 

328 

332 

332 

300 

309 

332 

+11 

0 

1  Preliminary  estimates,  see  Explanatory  material,  page  14. 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 

LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-OCTOBER  1964  AND  OCTOBER  1963 


(Billions  of  dollars) 


6.0 


TOTAL  ALL  STORES 

1964 

1963 

Percentage 

change! 

7.6 

7.4 

+  3 

8.1 

6.9 

+  18 

15.7 

14.3 

+  10 

'  Based  on  data  shown 

in  table  6. 

0.6 


1.2 


1.8 


2.4 


3.0 


3.6 


4.2 


4  8 


5.4 


6.0 


NOTE:  1964  data  ore  based  on  preliminary  estimates  while  1963  data  are  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Percent) 
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Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month -to -month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable -goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1. 3-1.4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0. 5-0.9 

0.7 

Eating  places . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0. 5-1.3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3.2 

3.1 

2. 9-3. 2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0. 8-1.4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1. 7-2.2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1. 9-2.1 

2.0 

(ZJ-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1. 6-1.8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2.9-3 .2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6. 3 

5.9 

5. 0-5.9 

5.4 

1.6-2.  5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4.2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3.9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3.7 

3.6 

3. 1-3. 4 

3.3 

1.4-2. 1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1.3-2. 1 

1.4 

Lumbqf  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5. 2 

4.8 

1. 3-2.7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0. 8-1.2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0. 8-1.2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1.9-2. 1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2.4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2.9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3.8 

3.6 

3. 4-3.7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shcvn  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCF  TWO  CONSECUTIVE  MONTHS1 --UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1.7-3. 4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5.9 

4.1 

Stationery  stores . . . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

2.2-4. 2 

3.7 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . * . 

5.2-10.5 

5.7 

NA  Not  available. 

1  The  ranges  of  sampling  errors  shcvn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  OBtimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  15. 

Note:  The  ranges  of  sampling  error  shcvn  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  cue  unadjusted  data  for  January  through  June  1960. 


10 

Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change' * 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0. 5-0.6 

0.5 

Nondurable-goods  stores,  total . . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

4.0 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1 .7-2.4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(Z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6.8-7 .2 

7.2 

4.8-7. 3 

6.8 

1.2-5. 4 

1.6 

Furniture  and  appliance  group . . . . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4.0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . 

4. 4-5. 3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0. 6-1.3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4.4 

4.3 

4.0-4 .4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers  (franchised) . . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . . . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4. 4-5. 4 

4.7 

4. 1-5.4 

4.3 

1.4-1. 9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1. 9-2.3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2. 6 

2.4 

2. 2-2. 4 

2.4 

0. 7-1.1 

0.9 

Nondurable -goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3.1-4 .4 

4.1 

3. 0-4.4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3.0-4. 7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0. 7-1.4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0^.2 

2.9 

Gasoline  service  stations . . . 

4. 7-5 .4 

4.9 

4.3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . . . . . 

2.8-3. 1 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

0.8 

Nondurable -goods  stores,  total . 

1.6-2. 1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . . . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

1.8 

Furniture  and  appliance  group . 

3. 9-4. 4 

4.1 

3. 9-5.4 

3.9 

0.7-3. 1 

1.1 

Furniture,  home  furnishings  stores . 

4. 7-5. 4 

5.0 

4. 8-5 .4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4.4-6. 0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3.7^. 1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Z  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  14.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MDRE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 

percentage 

change^ 

Ran" 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-0.1 

0.1 

Durable-goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1 .3 

1.1 

0.2-0. 5 

0.3 

Nondurable -goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0 .3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2 .2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.9-1 .4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1 .3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2.6-2 .7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1 .3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(Zj-1.4 

(z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-O.l 

(z) 

Apparel  group . 

3.7-4 .4 

4.0 

3. 7-3. 8 

3.8 

0.3-0 .7 

0.7 

Furniture  and  appliance  group . 

3. 1-3. 7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0.3-0 .4 

0.3 

(Z)-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

( Z ) -0 . 2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

Department  stores . 

0.2-0 .3 

0.2 

0. 2-0.3 

0.2 

(Z)-0.1 

(Z) 

Apparel  group . 

1.3-2. 1 

1.6 

1.3-2 .2 

1.8 

( Z ) -0 . 5 

0.2 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.8-1 .3 

1.0 

(X) 

(z) 

Z  Sampling  variability  is  less  than  0.1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances . 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors . 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates  for  all  retail  stores 
are  available .  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected .  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes).  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included .  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies,  Central  Charge  Service, Diners '  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables--receivables  out¬ 
standing  on  accounts  which  were  scheduled  to  be  paid 
in  two  or  more  payments,  regardless  of  the  name  of 
the  plan,  suchas  "budget,"  "revolving  credit,"  "cou¬ 
pon"  plan,  etc . 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows : 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas .  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection) ,  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample : 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census cf Business . 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  salesaf  $5  millionar  more.  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas .  "Large  Group  I "  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  oC  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments .  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for'  the  previous  month, 
thus  providing  data  for  two  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 
Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses .  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently ofthe  Census  Bureau 
for  department  stores,  mail  order  houses, furniture 
and  home  furnishings  stores ,ard  household  appliance 


dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results . 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics, April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised " . ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies .  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  or  products. 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services . 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable -Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups :  the  furniture  group; 
the  lumber,  building  materials,  hardware, farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified . 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  stations, 
Also  included  in  the  nondurable -goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  tie  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate .  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of 20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio"  is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the  same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  Tor  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of-business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .9  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census .  A  descrip¬ 
tion  of  the  sanple  as  constituted  in  October  1955, 
estimating  procedure  used,  and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sample  for 
the  Monthly  Retail  Trade  Report." 
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•  II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  ,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of-business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  forihe  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
( see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  6 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  6  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Mature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors.  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters  ,  the  "Measurement  of  Calendar  Variation, "  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of -business  group  and  total  levels 
were  derived  ty  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 


Table  12.  COMBINED  SEASONAL,  TRADING  DAY  AND  HOLIDAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JANUARY  1963— DECEMBER  1964 
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The  adjxistment  factors  shown  above  for  sales  are  a  combination  of  the  seasonal  and  trading  day  factors.  These  are  separately  available,  however,  upon  request.  Adjustment  factors  are  not  included  in  this  table  for  those 
kinds  of  business  for  which  unadjusted  data  are  not  published  separately. 

Adjusted  sales  data  shown  in  Tables  1  and  3  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors  shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the  summary 
trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the  individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data. 
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Table  13.  AVERAGE  MONTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  PUR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  \ND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

I/C 

MCD 

Average  duration  of 

run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.50 

7.36 

35.5 

.80 

.65 

.43 

1.51 

2 

2.34 

1.77 

10.92 

3.51 

Durable-goods  stores,  total . 

7.51 

7.33 

28.5 

1.80 

1.54 

.88 

1.75 

2 

2.18 

1.58 

9.75 

3.02 

Nondurable -goods  stores,  total . 

8.00 

7.86 

41 .4 

.67 

.51 

.37 

1.38 

2 

1.96 

1.63 

58.50 

3.42 

Food  group . 

5.85 

5.83 

15.6 

.71 

.55 

.35 

1.57 

2 

1.93 

1.50 

58.50 

4.06 

Grocery  stores . . 

6.08 

6.08 

15.7 

.71 

.55 

.39 

1.41 

2 

2.05 

1.38 

39.00 

4.06 

Eating  and  drinking  places . 

5.15 

3.61 

20.2 

.84 

.75 

.33 

2.27 

3 

2.05 

1.C0 

10.92 

4.96 

General  merchandise  group . 

16.92 

16.65 

104.0 

1.37 

1.20 

.42 

2.86 

3 

1.90 

1.72 

14.63 

3.15 

Department  stores . 

17.91 

16.01 

107.7 

1.71 

1.58 

.46 

3.43 

4 

1.70 

1.51 

11.91 

3.37 

Variety  stores . 

20.41 

18.77 

132.2 

1.55 

1.48 

.48 

3.08 

3 

1.70 

1.58 

16.38 

3.91 

Mail  order  houses  (department  store  merchandise). 

16.86 

14.65 

89.9 

2.20 

2.10 

.66 

3.18 

4 

1.82 

1.70 

11.91 

6.40 

Apparel  group . 

20.06 

19.67 

105.4 

1.73 

1.56 

.43 

3.63 

4 

1.82 

1.46 

10.64 

3.12 

Men's,  boys'  wear  stores . 

22.62 

20.42 

125.4 

2.58 

2.35 

.78 

3.01 

4 

1.93 

1.52 

7.71 

3.28 

Women's  apparel,  accessory  stores . 

19.55 

16.55 

96.9 

1.81 

1.72 

.52 

3.31 

4 

1.90 

1.54 

11.91 

4.13 

Shoe  stores . 

20.50 

17.31 

58.5 

2.36 

2.29 

.63 

3.63 

4 

1.82 

1.72 

10.08 

3.28 

Furniture  and  appliance  group . 

8.73 

8.55 

48.5 

1.39 

1.12 

.51 

2.20 

3 

1.70 

1.43 

19.50 

4.16 

Furniture,  home  furnishings  stores . 

8.66 

7.71 

39.5 

1.42 

1.23 

.58 

2.12 

3 

2.15 

1.4? 

14 .56 

4.61 

Household  appliance,  TV,  radio  stores . 

9.98 

8.67 

53.8 

2.28 

2.07 

.71 

2.92 

4 

1.90 

1.70 

9.36 

3.20 

Lumber,  building,  hardware,  farm  equipment  group... 

8.84 

8.91 

44.7 

1.92 

1.79 

.55 

3.25 

4 

2.02 

1.65 

6.50 

3.66 

Lumber  yards,  building  materials  dealers . 

9.54 

8.43 

46.0 

1.89 

1.66 

.71 

2.34 

3 

1.87 

1.56 

8.73 

4.78 

Hardware  stores . 

12.07 

10.53 

53.8 

1.73 

1.64 

.53 

3.09 

4 

2.05 

1.87 

9.36 

4.92 

Automotive  group . 

7.80 

7.13 

34.8 

3.06 

2.70 

1.31 

2.06 

3 

2.11 

1.54 

8.36 

3.31 

Passenger  car,  other  automotive  dealers . 

7.94 

7.11 

36.1 

3.22 

2.86 

1.37 

2.09 

3 

2.11 

1.54 

9.75 

3.31 

Tire,  battery,  accessory  dealers . 

12.34 

10.26 

49.7 

2.39 

2,14 

.92 

2.33 

3 

1.98 

1.60 

9.36 

4.30 

Gasoline  service  stations . 

4.24 

2.62 

12.3 

.81 

.60 

.51 

1.18 

2 

2.22 

1.66 

43.67 

4.48 

Drug  and  proprietary  stores . 

6.88 

6.06 

34.5 

.98 

.84 

.46 

1.83 

2 

2.38 

1.66 

16.38 

4.19 

Liquor  stores . 

11.66 

9.11 

61.5 

1.21 

1.04 

.57 

1.82 

2 

2.02 

1.47 

14.56 

4.19 

GROUP  II  STORES 

United  States,  total . 

11.98 

10.79 

57.0 

1.15 

1.04 

.53 

1.96 

3 

1.95 

1.57 

14.11 

6.58 

Grocery  stores . 

7.94 

2.29 

10.5 

1.02 

.89 

.53 

1.68 

2 

1.82 

1.42 

65.50 

3.94 

Eating  and  drinking  places . 

4.37 

2.73 

14.6 

1.39 

1.27 

.62 

2.05 

3 

2.73 

2.34 

14.56 

6.14 

General  merchandise  group . 

17.57 

17.43 

111  .4 

2.36 

2.29 

.77 

2.97 

3 

1.76 

1.53 

11.30 

3.41 

Department  stores . 

17.11 

15.38 

103.7 

3.42 

3.35 

1.12 

2.99 

3 

3.42 

1.44 

8.19 

3.31 

Variety  stores . 

21.23 

19.78 

135.3 

1.57 

1.53 

.42 

3.64 

4 

1.98 

1.68 

13.10 

5.33 

Apparel  group . 

23.31 

22.62 

108.7 

2.48 

2.36 

.72 

3.28 

4 

1.79 

1.57 

14.13 

4.20 

Men's,  boys'  wear  stores . 

27.69 

24.05 

134.1 

5.01 

5.10 

1.33 

3.83 

4 

2.22 

1.96 

8.73 

5.57 

Women's  apparel,  accessory  stores . 

22.25 

18.91 

111.5 

2.74 

2.57 

.81 

3.17 

4 

1.93 

1.72 

10.08 

5.57 

Shoe  stores . 

24.17 

20.69 

70.6 

3.36 

3.32 

.56 

5.93 

6 

1.70 

1.51 

10.92 

4.85 

Tire,  battery,  accessory  dealers . 

14.10 

12.29 

60.6 

2.86 

2.68 

.78 

3.44 

4 

1.93 

1.64 

9.36 

4.57 

Drug  and  proprietary  stores . 

10.50 

9.36 

61.5 

1.65 

1.55 

.59 

2.63 

3 

2.18 

1.87 

21.83 

11.73 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  i3  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

X  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

l7c  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spa^s  (Jan. -Feb.,  Feb. -Mar., 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regal'd  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  charges  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  charge  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  one  month  intervals  the  expected  value  ror  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  955t  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  Is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  indicates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  columns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  Indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Retail  Sales:  October  1964 


This  is  a  monthly  series  on  sales  of  retail  stores  for  geographic  regions,  divisions,  and  selected 
States  and  standard  metropolitan  statistical  areas,  supplementing  the  regular  Monthly  Retail  Trade  Re¬ 
port.  The  statistics  by  geographic  areas,  which  are  available  effective  with  data  for  April  1962,  are 
not  adjusted  for  seasonal  variations  and  trading  day  differences.  The  estimates  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the  sampling  variability  of  these  estimates  is  measur¬ 
able.  These  estimates  are  less  reliable  for  the  smaller  geographic  areas,  such  as  States  and  standard 
metropolitan  statistical  areas,  and  for  durable  kinds-of -business  categories  (automotive,  furniture 
and  appliance,  and  lumber  groups).  Statistics  shown  in  this  report  are  limited  to  those  estimated  to 
be  subject  to  a  sampling  variability  of  7  percent  or  less,  for  dollar  volume  estimates  and  year-to- 
year  percentage  change,  and  to  3  percent  for  the  percentage  change  over  two  consecutive  months.  These 
statistics  should  be  used  with  due  regard  to  their  sampling  error,  as  specified  on  pages  4  and  5  and 
discussed  on  page  6  of  this  report.  Figures  subject  to  possible  sampling  error  in  excess  of  these 
criteria  may  serve  certain  purposes ;  they  can  therefore  be  obtained  on  request  for  internal  use  but 
not  for  publication.  (See  footnote  to  Table  1  and  the  discussion  of  "Unpublished  Data"  and  of  "Special 
Tabulations "  on  page  7 . ) 
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PERCENTAGE  CHANGE  IN  SALES  OF  RETAIL  STORES,  JANUARY-OCTOBER  1964  COMBINED 
COMPARED  WITH  THE  SAME  MONTHS  A  YEAR  AGO 
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(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  and  trading  day  differences) 
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Title  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  OCTOBER  1963  TO  OCTOBER  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Region  and  kind  of  business 

1964 

Percentage  change 

1963 

Jan. -Oct. 
1964 

Oct.  1964 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

jsept . 

Oct.1 

Oct.  j 

Nov. 

Dec . 

from — 
Jan. -Oct. 
1963 

Oct. 

1963 

Sept. 

1964 

UNITED  STATES,  TOTAL . 

19,154 

18,758 

20, 502 

21,186 

22,  508 

22,242 

22,145 

21,778 

21,313 

22, 577 

21,528 

21,494 

25,104 

+6 

+5 

46 

Durable-goods  stores,  total... 

6,031 

6,122 

6,741 

7,360 

7,693 

7,719 

7,399 

7,011 

6,893 

7,072 

7,599 

6,985 

7,208 

+6 

-7 

+3 

Nondurable-goods  stores,  total 

13,123 

12,636 

13,761 

13,826 

14,815 

14,523 

14,746 

14,767 

14,420 

15,505 

13,929 

14, 509 

17,896 

+6 

+11 

+8 

Food  group . 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

5,484 

5,283 

5,099 

5, 534 

4,910 

5,153 

5,194 

+5 

+13 

+9 

Grocery  stores . 

4,558 

4,395 

4,406 

4,414 

4,739 

4,613 

4,971 

4,780 

4,612 

5,031 

4,449 

4,689 

4,679 

+5 

+13 

+9 

Eating  and  drinking  places . 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,796 

1,805 

1,671 

1,701 

1,556 

1,486 

1,533 

+8 

+9 

+2 

GAF2,  total . 

3,803 

3,722 

4,559 

4,454 

4,804 

4,841 

4,596 

4,911 

4,927 

5,363 

4,703 

5,113 

7,904 

+10 

+14 

+9 

General  merchandise  group . 

1,872 

1,875 

2,303 

2,310 

2,479 

2,491 

2,380 

2,591 

2,550 

2,784 

2,417 

2,728 

4,399 

+10 

+15 

+9 

Department  stores . 

1,094 

1,069 

1,336 

1,366 

1,463 

1,481 

1,384 

1,513 

1,519 

1,666 

1,404 

1,590 

2,625 

+11 

+19 

+10 

Apparel  group . 

1,026 

927 

1,283 

1,140 

1,282 

1,238 

1,118 

1,209 

1,289 

1,404 

1,191 

1,308 

2,172 

+9 

+18 

+9 

Furniture  and  appliance  group... 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

i,m 

1,088 

1,175 

1,095 

1,077 

1,333 

+13 

+7 

48 

Lumber, bldg . , hdwe . , farm  equip . grp . 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,500 

1,389 

1,397 

1,425 

1,526 

1,340 

1,185 

+1 

-7 

+2 

Automotive  group . 

3,677 

3,684 

4,059 

4,453 

4,551 

4,387 

4,159 

3,853 

3,728 

3,817 

4,387 

3,949 

3,690 

+5 

-13 

+2 

Gasoline  service  stations . 

1,566 

1,480 

1,585 

1,617 

1,708 

1,754 

1,820 

1,801 

1,701 

1,757 

1,649 

1,625 

1,713 

+5 

+7 

+3 

Drug  and  proprietary  stores . 

671 

656 

680 

665 

713 

705 

707 

708 

701 

728 

667 

666 

906 

+5 

+9 

44 

THE  NORTHEASTERN  STATES,  TOTAL.... 

4,933 

4,766 

5,283 

5,370 

5,734 

5,671 

5,508 

5,435 

5,362 

5,738 

5,390 

5,492 

6,595 

+6 

+6 

47 

Durable-goods  stores,  total... 

1,356 

1,348 

1,553 

1,714 

1,817 

1,775 

1,605 

1,587 

1,498 

1,552 

1,679 

1,595 

1,685 

+5 

-8 

44 

Nondurable-goods  stores,  total 

3,577 

3,418 

3,730 

3,656 

3,917 

3,896 

3,903 

3,848 

3,864 

4,186 

3,711 

3,897 

4,910 

+6 

+13 

+8 

Food  group . 

1,435 

1,373 

1,385 

1,381 

1,484 

1,450 

1,564 

1,470 

1,438 

1,580 

1,367 

1,426 

1,459 

+6 

+16 

+10 

Grocery  stores . 

1,208 

1,152 

1,152 

1,159 

1,249 

1,217 

1,324 

1,237 

1,204 

1,334 

1,142 

1,196 

1,205 

+7 

+17 

+11 

Eating  and  drinking  places . 

423 

409 

447 

466 

508 

528 

542 

541 

500 

504 

485 

454 

467 

+6 

44 

+1 

GAF2,  total . 

1,036 

997 

1,246 

1,181 

1,314 

1,338 

1,209 

1,261 

1,348 

1,479 

1,280 

1,413 

2,208 

+9 

+16 

+10 

General  merchandise  group . 

447 

435 

537 

529 

585 

608 

567 

598 

635 

700 

588 

674 

1,106 

+9 

+19 

+10 

Department  stores . 

280 

263 

333 

330 

36  8 

383 

345 

364 

402 

446 

358 

409 

697 

+11 

+25 

+11 

Apparel  group . 

340 

306 

439 

376 

435 

430 

343 

367 

419 

454 

388 

425 

700 

+8 

+17 

+8 

+9 

+7 

+11 

'c 

T  |  n  vl  J  -  Kj-li  ijl  C  . 

r 

+3 

Gasoline  service  stations . 

284 

276 

301 

307 

325 

327 

342 

338 

314 

321 

303 

300 

308 

+5 

+6 

+2 

Drug  and  proprietary  stores . 

153 

146 

151 

146 

152 

160 

160 

157 

161 

170 

154 

154 

203 

+3 

+10 

+6 

THE  NORTH  CENTRAL  STATES,  TOTAL... 

5,516 

5,397 

5,872 

6,254 

6,674 

6,549 

6,558 

6,362 

6,341 

6,822 

6,616 

6,510 

7,347 

+5 

+3 

+8 

Durable-goods  stores,  total... 

1,713 

1,737 

1,918 

2,198 

2,242 

2,284 

2,226 

2,036 

2,101 

2,244 

2,437 

2,172 

2,121 

+4 

-8 

+7 

Nondurable-goods  stores,  total 

3,803 

3,660 

3,954 

4,056 

4,432 

4,265 

4,332 

4,326 

4,240 

4,578 

4,179 

4,338 

5,226 

+6 

+10 

+8 

Food  group . 

1,390 

1,360 

1,356 

1,359 

1,472 

1,428 

1,509 

1,470 

1,406 

1,519 

1,379 

1,449 

1,446 

+5 

+10 

+8 

Grocery  stores . 

1,276 

1,253 

1,246 

1,248 

1,349 

1,302 

1,386 

1,345 

1,288 

1,395 

1,261 

1,329 

1,319 

+5 

+11 

+8 

Eating  and  drinking  places . 

436 

410 

440 

458 

493 

510 

538 

544 

505 

518 

475 

450 

452 

+8 

+9 

+3 

GAF2,  total . 

1,091 

1,064 

1,300 

1,310 

1,386 

1,393 

1,343 

1,424 

1,438 

1,565 

1,402 

1,548 

2,309 

+10 

+12 

+9 

General  merchandise  group . 

585 

590 

724 

735 

785 

796 

749 

824 

817 

884 

771 

887 

1,386 

+10 

+15 

+8 

Department  stores . 

342 

337 

419 

444 

468 

476 

434 

480 

487 

529 

449 

512 

832 

+12 

+18 

+9 

Apparel  group . 

259 

227 

307 

295 

327 

298 

286 

299 

325 

357 

298 

351 

553 

+7 

+20 

+10 

Furniture  and  appliance  group... 

247 

247 

269 

280 

274 

299 

308 

301 

296 

324 

333 

310 

370 

+10 

-3 

+9 

Lumber, bldg., hdwe., farm  equip. grp. 

350 

348 

401 

489 

533 

571 

557 

514 

555 

584 

622 

536 

467 

+1 

-6 

+5 

Automotive  group . 

977 

993 

1,103 

1,291 

1,285 

1,250 

1,207 

1,059 

1,061 

1,161 

1,315 

1,157 

1,030 

+4 

-12 

+9 

Gasoline  service  stations . 

501 

475 

502 

521 

551 

542 

576 

566 

546 

576 

542 

529 

570 

+4 

+6 

+5 

Drug  and  proprietary  stores . 

205 

197 

198 

191 

214 

205 

213 

212 

214 

222 

206 

209 

278 

+5 

+8 

44 

THE  SOUTH,  TOTAL . 

5,190 

5,171 

5,702 

5,809 

6,198 

5,994 

6,013 

5,919 

5,687 

6,023 

5,668 

5,640 

6,575 

+8 

+6 

+6 

Durable-goods  stores,  total... 

1,767 

1,860 

2,067 

2,163 

2,303 

2,228 

2,159 

2,021 

1,990 

2,003 

.  2,056 

1,907 

1,999 

+10 

-3 

+1 

Nondurable -good s  stores,  total 

3,423 

3,311 

3,635 

3,646 

3,895 

3,766 

3,865 

3,898 

3,697 

4,020 

3,612 

3,733 

4,576 

+6 

+11 

+9 

Food  group . 

1,308 

1,255 

1,266 

1,282 

1,373 

1,352 

1,456 

1,403 

1,341 

1,462 

1,307 

1,364 

1,357 

+5 

+12 

+9 

Grocery  stores . 

1,247 

1,196 

1,201 

1,212 

1,304 

1,285 

1,381 

1,329 

1,275 

1,395 

1,247 

1,306 

1,290 

+5 

+12 

+9 

Eating  and  drinking  places . 

306 

301 

323 

345 

357 

359 

381 

381 

353 

360 

316 

308 

319 

+10 

+14 

+2 

GAF2,  total . 

986 

982 

1,232 

1,188 

1,286 

1,258 

1,220 

1,346 

1,280 

1,432 

1,195 

1,277 

2,007 

+12 

+20 

+12 

General  merchandise  group . 

491 

500 

626 

624 

673 

633 

613 

680 

631 

714 

617 

676 

1,104 

+10 

+16 

+13 

Department  stores . 

241 

238 

311 

312 

337 

323 

311 

351 

328 

375 

308 

346 

564 

+12 

+22 

+14 

Apparel  group . 

272 

254 

361 

304 

333 

312 

308 

349 

342 

390 

327 

349 

586 

+9 

+19 

+14 

Furniture  and  appliance  group . . . 

223 

228 

245 

260 

280 

313 

299 

317 

307 

328 

251 

252 

317 

+21 

+31 

+7 

Lumber, bldg., hdwe., farm  equip. grp. 

250 

266 

344 

396 

436 

418 

387 

338 

352 

348 

371 

332 

283 

+3 

-6 

-►  o  •*- 

Automotive  group . 

1,160 

1,210 

1,314 

1,355 

1,412 

1,312 

1,290 

1,170 

1,146 

1,146 

1,295 

1,169 

1,140 

+8 

-12 

0 

Gasoline  service  stations . 

471 

444 

477 

486 

512 

53  8 

543 

538 

496 

507 

473 

466 

490 

+7 

+7 

+2 

Drug  and  proprietary  stores . 

181 

180 

188 

186 

201 

196 

190 

193 

185 

193 

172 

173 

229 

+6 

+12 

44 

THE  WEST,  TOTAL . 

3,515 

3,424 

3,645 

3,753 

3,902 

4,028 

4,066 

4,062 

3,923 

3,994 

3,854 

3,852 

4,587 

+6 

44 

+2 

Durable-goods  stores,  total... 

1,195 

1,177 

1,203 

1,285 

1,331 

1,432 

1,409 

1,367 

1,304 

1,273 

1,427 

1,311 

1,403 

+5 

-11 

-2 

Nondurable-goods  stores,  total 

2,320 

2,247 

2,442 

2,468 

2,571 

2,596 

2,657 

2,695 

2,619 

2,721 

2,427 

2,541 

3,184 

+7 

+12 

+4  • 

Food  group . 

885 

861 

884 

876 

919 

884 

955 

940 

914 

973 

857 

914 

932 

+5 

+14 

+6 

Grocery  stores . 

827 

794 

807 

795 

837 

809 

880 

869 

845 

907 

799 

858 

865 

+4 

+14 

+7 

Eating  and  drinking  places . 

271 

266 

275 

278 

292 

314 

335 

339 

313 

319 

280 

274 

295 

+7 

+14 

+2 

GAF2,  total . 

690 

679 

781 

775 

818 

852 

824 

880 

861 

887 

826 

875 

1,380 

+11 

+7 

+3 

General  merchandise  group . 

349 

350 

416 

422 

436 

454 

451 

489 

467 

486 

441 

491 

803 

+9 

+10 

44 

Apparel  group . 

155 

140 

176 

165 

187 

198 

181 

194 

203 

203 

178 

183 

333 

+11 

+14 

0 

1 

+15 

-4 

c  — “ 

- 

•  III  |  1  »  1  1  1  1  1  1 

+3 

+7 

+2 

_ 

-1 

_ 

_ 

— 

— 

_ 

_ 

— 

_ 

+6 

+6 

+1 

- J  -  -  -  -  —  - -  - -  -1 - —4 - 1 -■!  .1  I  1  I  I  I  -  -  — 

Preliminary  estimates.  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in 

department  store  types  of  merchandise. 


(C)  (c)  sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 

Note.  Estimates  are  based  on  a  sample.  (S<_e  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately.  States 
in  geographic  regions  are  shown  on  last  page  of  report. 


Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  OCTOBER  1963  TO  OCTOBER  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 
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Geographic  division  and 
kind  of  business 

1964 

1963 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct.1 

Oct. 

Nov. 

Dec . 

New  England  Division,  total . 

1,238 

1,162 

1,272 

1,313 

1,423 

1,439 

1,417 

1,422 

1,  380 

1,460 

1,289 

1,336 

1,662 

Durable-goods  stores . 

376 

357 

417 

477 

513 

493 

430 

444 

415 

416 

412 

401 

469 

Nondurable -goods  stores . 

862 

805 

855 

836 

910 

946 

987 

978 

965 

1,044 

877 

935 

1,193 

Food  group . 

340 

317 

318 

318 

353 

362 

403 

382 

364 

402 

321 

342 

347 

OAF2,  total . 

230 

218 

263 

256 

289 

305 

277 

298 

306 

322 

266 

313 

505 

Middle  Atlantic  Division,  total... 

3,695 

3,604 

4,011 

4,057 

4,311 

4,232 

4,091 

4,013 

3,982 

4,278 

4,101 

4,156 

4,933 

Durable-goods  stores . 

980 

991 

1,136 

1,237 

1,304 

1,282 

1,175 

1,143 

1,083 

1,136 

1,267 

1,194 

1,216 

Nondurable -goods  stores . 

2,715 

2,613 

2,875 

2,820 

3,007 

2,950 

2,916 

2,870 

2,899 

3,142 

2,834 

2,962 

3,717 

GAF2,  total . 

806 

779 

983 

925 

1,025 

1,033 

932 

963 

1,042 

1,157 

1,012 

1,100 

1,703 

General  merchandise  group . 

357 

351 

430 

421 

457 

462 

430 

452 

493 

547 

465 

528 

861 

East  North  Central  Division,  total 

3,931 

3,886 

4,247 

4,497 

4,778 

4,656 

4,581 

4,489 

4,464 

4,819 

4,657 

4,619 

5,283 

Durable-goods  stores . 

1,179 

1,210 

1,357 

1,558 

1,574 

1,579 

1,479 

1,370 

1,424 

1, 540 

1,676 

1,473 

1,472 

Nondurable -goods  stores . 

2,752 

2,676 

2,890 

2,939 

3,2Ctt 

3,077 

3,102 

3,119 

3,040 

3, 279 

2,981 

3,145 

3,811 

Food  group . 

1,044 

1,039 

1,034 

1,033 

1,116 

1,074 

1,126 

1,101 

1,046 

1,128 

1,017 

1,081 

1,085 

GAF2,  total . 

801 

785 

968 

970 

1,023 

1,019 

965 

1,031 

1,050 

1,147 

1,027 

1,149 

1,717 

General  merchandise  group . 

427 

433 

536 

541 

577 

581 

539 

594 

5% 

643 

563 

661 

1,024 

West  North  Central  Division,  total 

1,585 

1,511 

1,625 

1,757 

1,896 

1,893 

1,977 

1,873 

1, 877 

2,003 

1,959 

1,891 

2,064 

Durable-goods  stores . 

534 

527 

561 

640 

668 

705 

747 

666 

677 

704 

761 

699 

649 

Nondurable -goods  stores . 

1,051 

984 

1,064 

1,117 

1,228 

1,188 

1,230 

1,207 

1,200 

1,  299 

1,198 

1,192 

1,415 

Food  group . 

346 

321 

322 

326 

356 

354 

383 

369 

360 

391 

362 

368 

361 

GAF2,  total . 

290 

279 

332 

340 

363 

374 

378 

393 

388 

418 

375 

399 

592 

General  merchandise  group . 

158 

157 

188 

194 

208 

215 

210 

230 

221 

241 

208 

226 

362 

South  Atlantic  Division,  total .... 

2,523 

2,505 

2,789 

2,828 

3,035 

2,938 

2,919 

2,936 

2,786 

2, 962 

2,740 

2,775 

3,273 

Durable-goods  stores . 

821 

861 

976 

1,028 

1,107 

1,066 

1,003 

977 

948 

956 

975 

914 

942 

Nondurable-goods  stores . 

1,702 

1,644 

1,813 

1,800 

1,928 

1,872 

1,916 

1,959 

1,838 

2,006 

1,765 

1,861 

2,331 

GAF2,  total . 

490 

501 

637 

601 

651 

641 

607 

680 

660 

747 

596 

651 

1,037 

General  merchandise  group . 

250 

257 

328 

321 

345 

330 

311 

346 

323 

368 

315 

351 

579 

East  South  Central  Division,  total 

963 

982 

1,092 

1,114 

1,195 

1,144 

1,129 

1,117 

1,103 

1, 159 

1,093 

1,075 

1,248 

Nondurable-goods  stores . 

628 

614 

677 

689 

749 

703 

713 

724 

712 

772 

698 

713 

856 

GAF2,  total . 

185 

184 

236 

236 

251 

235 

225 

243 

231 

259 

236 

246 

378 

General  merchandise  group . 

97 

97 

121 

124 

133 

123 

118 

126 

121 

138 

126 

135 

216 

Vest  South  Central  Division,  total 

1,704 

1,684 

1,821 

1,867 

1,968 

1,912 

1,965 

1,866 

1,798 

1,902 

1,835 

1,790 

2,054 

Nondurable -goods  stores . 

1,093 

1,053 

1,145 

1,157 

1,218 

1,191 

1,225 

1,215 

1,147 

1,242 

1, 149 

1,159 

1,389 

GAF2,  total . 

311 

297 

359 

351 

384 

382 

388 

423 

389 

426 

363 

380 

592 

General  merchandise  group . 

144 

146 

177 

179 

195 

180 

184 

208 

187 

208 

176 

190 

309 

Mountain  Division,  total . 

765 

711 

762 

795 

837 

901 

907 

918 

848 

874 

912 

902 

1,010 

Nondurable-goods  stores . 

511 

484 

529 

527 

544 

575 

603 

610 

570 

589 

550 

566 

692 

GAF2,  total . 

133 

129 

151 

150 

159 

164 

163 

177 

160 

169 

160 

167 

270 

General  merchandise  group . 

66 

66 

83 

84 

88 

89 

87 

98 

84 

91 

82 

91 

155 

Pacific  Division,  total . 

2,750 

2,713 

2,883 

2,958 

3,065 

3,127 

3,159 

3,144 

3,075 

3, 120 

2,942 

2,950 

3,577 

Durable-goods  stores . 

941 

950 

970 

1,017 

1,038 

1,106 

1,105 

1,059 

1,026 

988 

1,065 

975 

1,085 

Nondurable-goods  stores . 

1,809 

1,763 

1,913 

1,941 

2,027 

2,021 

2,054 

2,085 

2,049 

2,132 

1,877 

1,975 

2,492 

Food  group . 

684 

666 

686 

689 

722 

694 

751 

741 

721 

766 

655 

702 

719 

GAF2,  total . 

557 

550 

630 

625 

659 

688 

661 

703 

701 

718 

666 

708 

1,110 

Percentage  change 


Jan. -Oct. 
1964 
from — 
Jan. -Oct. 
1963 


Oct.  1964 
from — 


Oct. 

1963 


Sept. 

1964 


+8 
+  11 
+7 


+6 

+10 

+8 


+5 
+  3 
+6 

+8 

+9 


+6 

+5 

+7 


+7 
+10 
+  12 

+  3 
+3 
+3 


+1 

+8 

+6 


+8 

+10 

+7 

+12 

+8 


+10 

+7 

+7 

+10 

+9 

+6 


0 
+  13 
♦  14 

-2 

-1 

-2 

+9 

♦8 


+9 

+8 

+9 


♦7 

+11 


+  13 
+1 
+  19 


♦  25 
+21 
+  24 


+4 
-10 
+  11 

+14 
+  18 


+  3 
-8 
+10 


+  11 
+  12 
+14 

+  2 
-7 
+8 


+8 

+11 

+16 


+8 
-2 
+  14 

+25 
♦  17 


+6 
+  11 

+14 
+10 
+  10 

+4 


+8 

+6 
+  17 
+18 

-4 

+7 

+2 
+6 
+  11 


+6 
-7 
+  14 


♦  17 
♦  8 


+6 

0 

+8 


+10 

+5 

+8 


+7 

+5 

♦8 

+11 

+11 


+8 

+8 

+8 


+8 

+9 

+8 

+7 

♦4 

+8 


+9 

+8 

+9 


+6 

+1 

+9 


+  13 
+  14 


+5 

+8 

+9 
+12 
+  14 

+6 
+  1 
♦8 

♦  8 
+10 
+  11 

♦  3 
+3 

+7 

+6 

♦8 


+  1 
-4 
♦4 


♦6 

+2 


Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  divisions  are  shown  at  end  of  report. 


1  Preliminary  estimates. 

£enera^  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specializing  in  department  store  types  of  merchandise. 

(C)  (c)  See  footnote  to  table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  SELECTED  LARGE  STATES:  OCTOBER  1963  TO  OCTOBER  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


State 

1964 

1963 

Percentage  change 

Jan. -Oct. 
1964 
from — 
Jan. -Oct . 
1963 

October  1964 

Jan. 

Feb. 

Mar* 

Apr. 

May 

June 

July 

Aug. 

|  Sept. 

Oct.1 

Oot . 

Nov . 

Dec . 

Oct. 

1963 

Sept . 
1964 

California . 

2, 154 

2,109 

2, 195 

2,  260 

2,354 

2,389 

2, 375 

2,336 

2,300 

2, 328 

2,248 

2,277 

2,783 

+8 

+4 

+1 

Illinois . 

1,143 

1,131 

1,276 

1,336 

1,418 

1,  384 

1,  302 

1,  284 

1,282 

] ,  356 

1,332 

1,386 

1,602 

+7 

+2 

+6 

Massachusetts . 

586 

561 

630 

665 

697 

675 

630 

623 

621 

642 

607 

631 

778 

+5 

+6 

+3 

Michigan . 

853 

823 

884 

952 

1,017 

984 

993 

966 

983 

1,079 

981 

973 

1,109 

+7 

+10 

+10 

New  Jersey . 

697 

699 

802 

808 

869 

851 

820 

789 

773 

815 

780 

782 

920 

+9 

+4 

+5 

New  York . 

1,910 

1,839 

2,028 

2,036 

2, 156 

2, 114 

2,045 

2,033 

2,027 

2,177 

2,081 

2,110 

2,493 

+5 

+5 

+7 

Ohio . 

986 

977 

1, 063 

1,115 

1,176 

1,147 

1, 141 

1,151 

1,136 

1,235 

1,212 

1,182 

1,340 

+5 

+2 

+9 

Pennsylvania . ' . 

1,083 

1,066 

1, 181 

1,213 

1,286 

1,267 

1,226 

1,191 

1,182 

1,286 

1,240 

1,264 

1,520 

+3 

+4 

+9 

Texas . 

1, 010 

1,021 

1,113 

1,129 

1, 192 

1,161 

1,  200 

1,141 

1,101 

1,159 

1,107 

1, 074 

1,228 

+5 

+5 

+5 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  OCTOBER  1963  TO  OCTOBER  1964 


Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4. 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  =  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  =  1.6  to  3.0  percent 
c  =  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar 

volume  estimates 

Percentage  change  from  same 
month  a  year  ago 

Month- to- month  percent  change 
2  consecutive  months 

over 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  3tores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinki rig  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . . . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

C 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GA F,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Perce 

ntage  change 

frcm  same  n 

onth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

b 

3 

b 

Nondurable-goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

a 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

a 

Table  S-4 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York -Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . . 

B 

C 

B 

B 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  saddle  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  The  saddle  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sauple  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist- 
ance  subsequent  to  the  establishment  of  the 
saidple. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
conponents  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  saddled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1963  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business .  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  is  measurable . 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


ineration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample . )  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates.) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against a  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  niay  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
vise  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  sonie  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published (feta  from  their  respective  totals.  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards . 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
,rbuilding  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of -business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business . 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of -business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 

1ICAG0,  ILL.— NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

GARY-HAMMOND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

EW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N . J .  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERSON -CLIFTON-PASSAIC,  N.  J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 

DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES-LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties,  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 

N.  J. 


Middlesex  and  Somerset  counties,  N.  J. 

Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Retail  Sales  and  End-of-Month  Accounts  Receivable:  November  1964 

SALES 


Com  m 


Total  sales  of  all  retail  stores  in  the  United 
,ates  during  November  1964  were  estimated  at  $21.7 
.llion,  4  percent  below  sales  for  October  1964  but 
percent  higher  than  November  1963.  After  adjust- 
nt  for  seasonal  variations  and  trading  day  dif- 
srences  but  not  for  price  changes,  November  sales 
lounted  to  $21.6  billion,  1  percent  above  October 
•64  and  5  percent  above  November  1963.  Adjusted 
les  of  durable-goods  stores  in  November  increased 
percent  from  October  1964  but  remained  virtually 
ichanged  from  November  1963.  Adjusted  sales  of 
mdurable-goods  stores  in  November  1964  were  little 
•anged  from  the  previous  month  but  increased  8  per- 
nt  from  November  1963. 

Adjusted  sales  of  the  automotive  group  in  November 
64  increased  5  percent  from  October.  Sales  of  the 
miture  and  appliance  group  increased  2  percent, 
lie  the  lumber,  building,  hardware,  farm  equipment 
oup  decreased  1  percent.  In  the  nondurable-goods 
ores  category,  month-to-month  increases  were  re¬ 
acted  by  the  general  merchandise  group  (+2$)  and 
od  group  (+1$)  while  month-to-month  decreases  were 
ported  by  eating  and  drinking  places  (-2$)  and  ap- 
rel  group  ( -1$) . 

In  the  durable-goods  stores  category,  a  comparison 
adjusted  sales  for  November  1964  with  those  for 
e  same  month  a  year  ago  shows  an  increase  of  12 
rcent  for  the  furniture  and  appliance  group  while 
creases  were  reported  by  the  lumber,  building, 
rdware,  farm  equipment  group  (-9$)  and  automotive 
oup  (-3$).  In  the  nondurable-goods  stores  cate- 
ry,  all  major  kinds-of -business  groups  reported 
les  increases  over  November  of  last  year,  with  the 
neral  merchandise  group  gaining  15  percent,  the 
parel  group  8  percent,  eating  and  drinking  places 
percent  and  the  food  group  6  percent. 

Unadjusted  cumulative  sales  of  all  retail  stores 
r  the  first  11  months  of  1964  amounted  to  $233.9 
llion, 6  percent  above  the  first  11  months  of  1963. 
an  adjusted  basis,  the  largest  cumulative  sales 
creases  were  reported  by  the  furniture  and  ap- 
iance  group  (+13$),  general  merchandise  group 
10$),  apparel  group  (+8$),  and  eating  and  drinking 
aces  (+7$) . 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $15.7 
llion  in  total  accounts  receivable  balances  owed 


by  customers  as  of  November  30,  1964.  Based  on  data 
not  adjusted  for  seasonal  variations  or  price  changes, 
this  total  was  virtually  unchanged  from  the  October 
1964  level  but  was  9  percent  higher  than  the  $14.4 
billion  estimated  as  of  November  30,  1963.  Increases 
over  the  same  month  a  year  ago  were  reported  for  in¬ 
stallment  accounts  balances  (+17$)  and  charge  ac¬ 
count  balances  (+3$) . 

Total  receivable  balances  of  durable-goods  stores 
as  of  November  30,  1964  were  1  percent  below  the 
previous  month,  but  were  4  percent  above  those  out¬ 
standing  at  the  end  of  November  30,  1963.  Nondurable- 
goods  stores  reported  a  1  percent  increase  in  total 
amounts  outstanding  from  October  31,  19£4  (tctfcl*  and 
a  14  percent  increase  over  the..to4fe^'TOr  tne 
November  1963.  1 ‘  " 


ie  end  of 


.t*!e0b.y.'.,%S“Peri"tendent.°f  Dements,  Government  Printing  Office,  Washington,  D.C.  20402.  Annual  subscription  toCurrent  Retail  Trade  Re.orts 
scriotioni  Advance  Sales  Report,  Monthly  Retail  Trade  Report,  and  Annual  Retail  Trade  Report  said  a»  is  ingle 

cnption)  16.00.  Single  copies,  available  from  the  Government  Printing  Office,  10<  each.  (  g 
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(Millions  of  dollars) 


- 

1964 

1963 

Total  11  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

f  - 

Nov.1 

Nov. 

Dec. 

1964 

1963 

Data  NOT  ADJUSTED  for 

seasonal  variations  or 

trading  day  differences 

United  States,  total . 

19,154 

18,758 

20,502 

21,186 

22, 508 

22,242 

22,145 

21,778 

21,313 

22,o05 

21,691 

21,494 

25,104 

233,882 

221,331 

Durable-goods  stores,  total . 

6,031 

6,122 

6,741 

7,360 

7,693 

7,719 

7,399 

7,011 

6,893 

7,133 

6,823 

6,985 

7,208 

Nondurable-goods  stores,  total . 

13,123 

12,636 

13,761 

13,826 

14,815 

14,523 

14,746 

14, 767 

14,420 

15,472 

14,868 

14,  509 

17,896 

156,957 

148,441 

group . 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

5,484 

5,283 

5,099 

5,528 

5,017 

5,153 

5,194 

56,429 

53,949 

ocery  stores  .  . 

4,558 

4,395 

4,406 

4,414 

4,739 

4,613 

4,971 

4,780 

4,612 

5,031 

4,544 

4,689 

4,679 

51,063 

48,872 

at  markets . 

133 

125 

129 

123 

127 

127 

125 

123 

117 

128 

120 

124 

133 

1,377 

1,377 

kery  products  stores . 

93 

89 

95 

94 

96 

92 

88 

94 

92 

99 

93 

97 

104 

1,025 

998 

og  and  drinking  places . 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,796 

1,805 

1,671 

1,688 

1, 565 

1,486 

1,533 

7,740 

16,538 

ting  places . 

990 

964 

1,045 

1,092 

1,179 

1,239 

1,293 

1,308 

1,204 

1, 207 

1,110 

1,028 

1,054 

12,631 

11,555 

Restaurants,  cafeterias,  lunchrooms . 

831 

811 

869 

895 

942 

983 

1,026 

1,047 

976 

989 

914 

855 

883 

10, 283 

9,450 

inking  places . 

446 

422 

440 

455 

471 

472 

503 

497 

467 

481 

455 

458 

479 

5,109 

4,983 

ral  merchandise  group . 

1,872 

1,875 

2,303 

2,310 

2,479 

2,491 

2,380 

2,591 

2,550 

2, 801 

3,001 

2,728 

4,399 

26,653 

24,261 

partment  stores  and  dry  goods,  general 

erdhandise  stores . 

1,344 

1,320 

1,638 

1,677 

1,800 

1,816 

1,714 

1,865 

1,857 

2,056 

2, 165 

1,956 

3,165 

19, 252 

17,447 

Department  stores . 

1,094 

1,069 

1,336 

1,366 

1,463 

1,481 

1,384 

1,513 

1,519 

1,668 

1,761 

1,590 

2,625 

15,654 

14,058 

riety  stores . 

289 

313 

389 

361 

399 

395 

398 

421 

400 

430 

468 

414 

793 

4,263 

3,832 

il  order  houses  (department  store 

erchandlse) . 

140 

146 

178 

179 

173 

170 

158 

195 

189 

209 

262 

248 

307 

1, 999 

1, 817 

rel  group . 

1,026 

927 

1,283 

1,140 

1,282 

1,238 

1,118 

1,209 

1,289 

1,  376 

1,329 

1,308 

2,172 

13, 217 

12,288 

n's,  boys'  wear  stores" . 

208 

176 

206 

204 

240 

254 

221 

220 

234 

269 

266 

254 

471 

2, 498 

2,315 

Men's,  boys'  clothing,  furnishings  stores. 

202 

171 

200 

196 

231 

247 

214 

214 

229 

261 

258 

246 

462 

2,423 

2,242 

men' 8  apparel,  accessory  stores  3 . 

407 

375 

502 

463 

506 

465 

427 

463 

497 

547 

528 

509 

834 

5,180 

4,759 

Women's  ready-to-wear  stores . 

347 

327 

440 

406 

440 

401 

364 

402 

435 

480 

466 

446 

727 

4,508 

4,194 

ally  clothing  stores . 

187 

178 

247 

217 

252 

249 

217 

249 

250 

281 

266 

282 

472 

2,593 

2,453 

oe  stores . 

177 

156 

266 

211 

233 

217 

195 

212 

235 

215 

208 

202 

295 

2,325 

2,192 

ilture  and  appliance  group . 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

1,111 

1,088 

1, 182 

1, 180 

1,077 

1,333 

11,616 

10, 279 

miture,  home  furnishings  stores . 

584 

600 

638 

663 

685 

735 

708 

735 

696 

776 

765 

703 

790 

7,585 

6,675 

furniture  stores... v . . . 

421 

425 

443 

478 

497 

543 

532 

552 

508 

569 

564 

509 

591 

5,532 

4,865 

■usehold  appliance,  TV,  radio  stores . 

321 

320 

335 

341 

358 

377 

390 

376 

392 

406 

415 

374 

543 

4,031 

3,604 

Household  appliance  dealers . 

228 

229 

241 

244 

263 

282 

290 

274 

285 

287 

289 

270 

393 

2, 912 

2,655 

•er,  building,  hardware,  farm  equipment 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,500 

1,389 

1,397 

1,449 

1,240 

1,340 

1,185 

14, 391 

14,343 

sober  yards,  building  materials  dealers”... 

536 

542 

616 

721 

801 

879 

872 

823 

814 

871 

746 

771 

610 

8,221 

8, 309 

Limber  yards . . . 

355 

366 

403 

473 

525 

580 

564 

555 

544 

591 

490 

515 

396 

5,446 

5,610 

irdware  stores . . . 

176 

167 

182 

217 

246 

250 

237 

229 

231 

247 

251 

231 

308 

2,433 

2, 339 

motive  group . 

3,677 

3,684 

4,058 

4,453 

4,551 

4,387 

4,159 

3,853 

3,728 

3,858 

3,713 

3,949 

3,690 

44,121 

42,269 

isaenger  car,  other  automotive  dealers . 

3,488 

3,505 

3,847 

4,215 

4,289 

4,110 

3,896 

3,611 

3,503 

3,614 

3,469 

3,712 

3,377 

41,547 

39, 820 

Passenger  car  dealers^ . 

3,404 

3,412 

3,734 

4,077 

4, 141 

3,947 

3,723 

3,436 

3,385 

3,486 

3,  358 

3,613 

3,291 

40, 103 

38,448 

Passenger  car  dealers  (franchised) . 

3,116 

3,128 

3,429 

3,768 

3,809 

3,648 

3,437 

3,157 

3,124 

3, 193 

3,077 

3,330 

3,054 

36,886 

35,157 

Lre,  battery,  accessory  dealers . 

189 

179 

211 

238 

262 

277 

263 

242 

225 

244 

244 

237 

313 

2,574 

2,449 

>line  service  stations . 

1,566 

1,480 

1,585 

1,617 

1,708 

1,754 

1,820 

1,801 

1,701 

1,761 

1,725 

1,625 

1,713 

18, 518 

17,652 

:  and  proprietary  stores . 

671 

656 

680 

665 

713 

705 

707 

708 

701 

724 

6% 

666 

906 

7,626 

7,269 

*ug  stores . 

652 

636 

657 

643 

689 

681 

677 

679 

667 

691 

663 

643 

871 

7,335 

7,026 

jot  stores . 

433 

427 

434 

446 

485 

472 

500 

489 

475 

510 

517 

510 

724 

5, 188 

4,935 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total . 

21,000 

21,533 

21,223 

21,392 

21,777 

21,773 

21,935 

22,266 

22,254 

i 

21,  383 

21,631 

20, 558 

21,019 

238, 167 

225, 158 

Durable-goods  stores,  total . 

6,855 

7,262 

6,939 

7,010 

7,218 

7,002 

7,060 

7,324 

7,541 

6,4% 

6,704 

6,734 

6,831 

77,411 

73,228 

Nondurable-goods  stores,  total . 

14,145 

14,271 

14,284 

14,382 

14,559 

14,771 

14,875 

14,942 

14,713 

14,887 

14,927 

13,824 

14,188 

160, 756 

151,930 

d  group . 

5,031 

4,991 

5,112 

5,064 

5,034 

5,202 

5,261 

5,234 

5,250 

5,229 

5,258 

4,973 

4,991 

56,666 

54,187 

rocery  stores  . 

4,548 

4,513 

4,605 

4,574 

4,540 

4,704 

4,769 

4,743 

4,755 

4,736 

4,772 

4,512 

4,523 

51,259 

49,069 

lag  and  drinking  places _ _ _ ......... _ 

1,580 

1,593 

1,584 

1,599 

1,589 

1,623 

1,642 

1,633 

1,600 

1,637 

1,606 

1,506 

1,528 

17,686 

16,538 

eral  merchandise  group . 

2,481 

2,592 

2,489 

2, 514 

2,589 

2,620 

2,686 

2,734 

2,591 

2,664 

2,718 

2,355 

2,474 

28, 678 

26,019 

epartmeht  stores . 

1,464 

1,538 

1,467 

1,467 

1,543 

1,533 

1,580 

1,630 

1,516 

1,  568 

1,580 

1,355 

1,457 

16,886 

15,123 

•riety  stores . 

410 

408 

404 

421 

420 

427 

443 

439 

427 

429 

461 

381 

397 

4,689 

4,202 

tail  order  houses  (department  store  mdse.).. 

181 

197 

188 

192 

190 

200 

192 

205 

192 

198 

191 

183 

184 

2, 126 

1,919 

wrel  group . . . 

1,250 

1,291 

1,228 

1,272 

1,295 

1,322 

1,316 

1,363 

1,285 

1,301 

1, 284 

1,186 

1,250 

14,207 

13,152 

ten's,  boyg '  wear  stores  . . . 

231 

246 

233 

241 

250 

244 

257 

269 

261 

259 

254 

224 

239 

2,745 

2,539 

'cmen'e  apparel,  accessory  stores  . 

497 

505 

477 

504 

502 

522 

509 

519 

504 

512 

506 

463 

482 

5,557 

5,078 

•hoe  stores . 

220 

214 

226 

219 

223 

218 

217 

224 

206 

210 

227 

205 

222 

2,404 

2, 260 

•niture  and  appliance  group . 

1,019 

1,073 

1,088 

1,095 

1,080 

1,108 

1,107 

1,094 

1,067 

1,088 

1,108 

986 

1,021 

11,927 

10,566 

"urniture,  home  furnishings  stores . 

671 

707 

711 

701 

699 

735 

709 

719 

679 

703 

713 

640 

637 

7,747 

6,826 

leasehold  appliance,  TV,  radic  stores . 

348 

366 

377 

394 

381 

373 

398 

375 

388 

385 

395 

346 

384 

4,  ISO 

3,740 

•her,  building,  hardware,  farm  equipment 

1,269 

1,348 

1,277 

1,257 

1,370 

1,339 

1,294 

1,273 

1,285 

1,273 

1,255 

1,381 

1,289 

14,240 

14,241 

-*mber  yards,  building  materials  dealers"... 

730 

779 

727 

707 

754 

765 

732 

711 

729 

741 

724 

754 

716 

8,099 

8,181 

lardware  stores . 

219 

228 

209 

205 

220 

227 

222 

227 

237 

242 

260 

240 

236 

2,4% 

2,410 

tomotive  group . . . 

3,951 

4,162 

3,894 

4,026 

4,126 

3,885 

3,989 

4,259 

4,531 

3,495 

3,685 

3,791 

3,935 

44,003 

42,006 

Passenger  car,  other  automotive  dealers . 

3,711 

3,925 

3,646 

3,788 

3,880 

3,645 

3,755 

4,025 

4,301 

3,265 

3,426 

3,556 

3,685 

41,367 

39,510 

Tire,  battery,  accessory  dealers . 

240 

237 

248 

238 

246 

240 

234 

234 

230 

230 

259 

235 

250 

2,636 

2,4% 

•ollne  service  stations . 

1,638 

1,641 

1,629 

1,674 

1,670 

1,683 

1,701 

1,690 

1,695 

1,722 

1,752 

1,638 

1,681 

18,495 

17,690 

Uf  «Jd  proprietary  stores . . . 

694 

666 

702 

689 

713 

721 

726 

722 

734 

739 

731 

677 

694 

7,837 

7,467 

<Hior  stores . 

T _  . - - - - - - - 

471 

482 

491 

486 

495 

503 

495 

494 

499 

503 

508 

473 

483 

5,427 

5,160 

j - - - —  ■■■**  J  vuvajiaiK.af  osv  LA)'4aiu  vui  J>  inwilU)  P8  gt  14  • 

,  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers, 
j  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 

United  States  totals  include  kinds  of  business  not  shewn  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  9. 
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Table  2.  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  NOVEMBER  1964 


Percentage  changes  in  sales — 
all  retail  stores 

November  1964 
from — 

11  mos. 
1964 
from 

11  mos. 
1963 

Nov. 

1963 

Oct. 

1964 

Kind  of  business 


Kind  of  business 


Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+1 

-4 

+6 

Durable-goods  stores,  total . 

-2 

-4 

+6 

Nondurable -goods  stores,  total . 

+2 

-4 

+6 

Food  group . 

-3 

-9 

+5 

Grocery  stores . 

-3 

-10 

+4 

Meat  markets . 

-3 

-6 

0 

Fruit  stores,  vegetable  markets* . 

-8 

+3 

0 

Candy,  nut,  confectionery  stores* . 

+10 

-5 

+4 

Bakery  products  stores . 

-4 

-6 

+3 

Delicatessen  stores* . 

+12 

-3 

+3 

Eating  and  drinking  places . 

+5 

-7 

+7 

Eating  places . 

+8 

-8 

+9 

Restaurants,  cafeterias,  lunchrooms . 

+7 

-8 

+9 

Drinking  places . 

-1 

-5 

+3 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

+10 

+7 

+10 

merchandise  stores . 

+11 

+5 

+10 

Department  stores . 

+11 

+6 

+11 

Variety  stores . 

Mail  order  houses  (department  store 

+13 

+9 

+11 

merchandise) . 

+6 

+25 

+10 

Apparel  group . 

+2 

-3 

+8 

Men's,  boys'  clothing,  furnishings  stores . 

+5 

-1 

+8 

Men's,  boys'  clothing  stores* . 

+6 

0 

+7 

Men's,  boys'  furnishings  stores* . 

+2 

-6 

+14 

Women's  ready-to-wear  stores . 

+4 

-3 

+7 

Family  clothing  stores . 

-6 

-5 

+6 

Women's  apparel,  accessory,  specialty  stores*.. 

+2 

-6 

+20 

Shoe  stores . 

+3 

-3 

+6 

Furniture  and  appliance  group.- . 

Furniture  stores . 

Floor  coverings  stores* . 

Household  appliance,  TV,  radio  stores. 

Household  appliance  stores . 

TV,  radio  stores* . 


Lumber,  building,  hardware,  farm  equipment 

group . . 

Lumber,  building  materials  dealers . 

Lumber  yards . 

Paint,  glass,  wallpaper  stores* . 

Heating  and  plumbing  equipment  dealers*. . 

Hardware  stores . 

Farm  equipment  dealers* . 


Automotive  group . 

Passenger  car  dealers . 

Passenger  car  dealers  (franchised). 
Tire,  battery,  accessory  dealers . 


Gasoline  service  stations. 


Fuel  fuel  oil  dealers* . 

Fuel  dealers,  except  fuel  oil*. 
Fuel  oil  dealers* . 


Drug  and  proprietary  stores . 

Drug  stores . 

Liquor  stores . 

Jewelry  stores* . 

Florists* . 

Book  stores* . 

Stationery  stores* . 

Music  stores* . 

Camera,  photographic  supply  stores*. 

Optical  goods  stores* . 

Typewriter  stores* . 


Percentage  changes  in  sales- 
all  retail  stores 


November  1964 
from — 


Nov. 

1963 


+10 

+11 

+2 

+11 

+7 

+20 


-7 

-3 

-5 

-2 

-33 

+9 

-28 


-6 

-7 

-8 

+3 


+6 


+11 

+14 

+10 


+5 

+3 


+1 

+8 

+3 

+7 

-14 

+35 

+3 

+13 

-21 


Oct. 

1964 


0 

-1 

-2 

+2 

+1 

+6 


t14 

-14 

-17 

-9 

-10 

+2 

-27 


-4 

-4 

-4 

0 


-2 


+12 

+7 

+16 


-4 

-4 


+1 

+13 

-3 

+7 

-6 

+17 

0 

-6 

-8 


11  mos. 
1964 
from 
11  mos. 
1963 


+13 

+14 

+15 

+12 

+10 

+17 


0 

-1 

-3 

+2 

-11 

+4 

+1 


+4 

+4 

+5 

+5 


+4 

+5 

44 


+5 

+4 


+5 

+9 

+6 

NA 

-1 

+17 

+4 

+13 

-10 


Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total. 


Durable-goods  stores,  total - 

Nondurable -goods  stores,  total . 


Food  group . 

Grocery  stores. 


Eating  and  drinking  places. 


General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 


Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores. 
Shoe  stores . 


+5 

+1 

+6 

Furniture  and  appliance  group . 

+12 

+2 

Furniture,  home  furnishings  stores . 

+11 

+1 

0 

+3 

+6 

Household  appliance,  TV,  radio  stores . 

+14 

+3 

+8 

0 

+6 

+6 

+1 

+5 

Lumber,  building,  hardware,  farm  equipment 

+6 

+1 

44 

group . 

Lumber,  building  materials  dealers . 

-4 

-2 

+7 

-2 

+7 

Hardware  stores . 

+8 

+7 

+15 

+2 

+10 

Automotive  group . 

-3 

+5 

+17 

+1 

+12 

Passenger  car  and  other  automotive  dealers .... 

-4 

+5 

+21 

+7 

+12 

Tire,  battery,  accessory  dealers . 

+10 

+13 

+4 

-4 

+11 

Gasoline  service  stations . 

+7 

+2 

+8 

-1 

+8 

+13 

-2 

+8 

Drug  and  proprietary  stores . 

+6 

-1 

+9 

-1 

+9 

+11 

+8 

+6 

Liquor  stores . 

+7 

+1 

+13 

+13' 

+12 


0 

-1 

+4 


+5|| 

+5 

+6 


+5 

+5 


*  See  Explanatory  Materials,  page  15. 

Note:  Sampling  variabilities,  based  on  unadjusted  data, 
asterisk,  see  table  9,  page  9. 

NA  Not  available. 


shown  in  table  8,  page  9,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with 
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Table  3.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  NOVEMBER  1964 


(Millions  of  dollars) 


Kind  of  business 

1964 

1963 

Total 

11  mos. 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

1  Oct. 

Nov. 

Nov.  1 

Dec. 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,478 

4,330 

4,859 

4,858 

5,233 

5,107 

5,169 

5,202 

5,133 

1 

5,637 

5,451 

5,364 

6,943 

55,457 

51, 337 

iXirable-goods  stores,  total . 

310 

315 

359 

390 

421 

450 

457 

444 

438 

436 

452 

411 

501 

4,472 

3,968 

Nondurable-goods  stores,  total . 

4,168 

4,015 

4,500 

4,468 

4,812 

4,657 

4,712 

4,758 

4,695 

5,201 

4,999 

4,953 

6,442 

50,985 

47, 369 

2,139 

2,035 

2,026 

2,028 

2,184 

2,041 

2,219 

2,082 

2,063 

2,359 

2,041 

2,192 

2,142 

23, 217 

22,215 

Grocery  stores1 . 

2,086 

1,982 

1,970 

1,975 

2,125 

1,981 

2,158 

2,021 

1,999 

2,293 

1,981 

2,140 

2,081 

22, 571 

21,611 

Eating  and  drinking  places . 

102 

100 

111 

111 

120 

131 

134 

138 

129 

127 

120 

105 

107 

1,323 

1,146 

General  merchandise  group . 

1,262 

1,246 

1,564 

1,592 

1,696 

1,698 

1,605 

1,756 

1,717 

1,877 

2,004 

1,843 

2,995 

18,017 

16,023 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

909 

871 

1,105 

1,148 

1,232 

1,232 

1,155 

1,261 

1,243 

1,360 

1,426 

1,307 

2, 113 

12,942 

11,450 

Department  stores . 

790 

763 

968 

1,002 

1,074 

1,075 

1,003 

1,089 

1,079 

1,182 

1,247 

1,137 

1,850 

11,272 

9,967 

Variety  stores . . . 

216 

238 

304 

281 

306 

304 

299 

320 

305 

330 

350 

321 

611 

3,253 

2,931 

Apparel  group . 

247 

228 

365 

304 

350 

335 

292 

329 

341 

361 

367 

348 

567 

3,519 

3,229 

Men's,  boys'  wear  stores2 . 

26 

22 

29 

26 

33 

32 

26 

25 

28 

36 

37 

34 

60 

320 

295 

Women's  apparel,  accessory  stores3 . 

97 

95 

147 

132 

148 

144 

125 

143 

140 

153 

161 

152 

246 

1,485 

1,361 

Women's  reacfy-to-wear  stores . 

89 

88 

135 

122 

136 

132 

114 

133 

130 

141 

150 

141 

226 

1,370 

1,255 

Shoe  stores . 

73 

66 

119 

86 

100 

94 

82 

91 

103 

90 

91 

83 

133 

995 

921 

Furniture  and  appliance  group . . . 

78 

83 

96 

92 

103 

105 

103 

104 

108 

111 

117 

108 

128 

1,100 

987 

Tire,  battery,  accessory  dealers . 

75 

72 

82 

96 

106 

115 

108 

101 

93 

104 

102 

94 

132 

1,054 

966 

Drug  and  proprietary  stores . 

140 

138 

148 

141 

152 

152 

153 

151 

154 

160 

155 

143 

226 

1,489 

1,502 

Liquor  stores . 

91 

93 

98 

97 

102 

97 

100 

103 

100 

112 

114 

111 

171 

1,107 

1,062 

Data 

ADJUSTED  for  seasonal  variations  and  tra 

ding  day  differences 

United  States,  total . 

5,089 

5,111 

5, 126 

5,105 

5,165 

5,240 

5,311 

5,366 

5,296 

5,309 

5, 382 

4,922 

5,043 

57, 500 

53,048 

Grocery  stores . . . 

2,041 

2,018 

2,055 

2,030 

1,999 

2,066 

2,084 

2,083 

2,105 

2,113 

2,110 

2,015 

2,017 

22,704 

21,699 

Eating  and  drinking  places . 

111 

110 

112 

112 

115 

127 

126 

130 

125 

123 

122 

105 

106 

1,313 

1,145 

General  merchandise  group . 

1,698 

1,743 

1,721 

1,718 

1,768 

1,759 

1,791 

1,830 

1,755 

1,783 

1,830 

1,600 

1,674 

19,396 

17,166 

Department  stores . 

1,057 

1,090 

1,075 

1,049 

1,110 

1,087 

1,124 

1,154 

1,093 

1,113 

1,147 

993 

1,050 

12,099 

10,632 

Variety  stores . 

318 

318 

319 

329 

320 

324 

329 

328 

327 

325 

344 

296 

305 

3,581 

3,219 

Apparel  group . 

336 

337 

326 

343 

348 

349 

351 

369 

337 

341 

349 

310 

326 

3,786 

3,453 

Men's,  boys'  wear  stores2 . 

31 

33 

29 

31 

34 

32 

33 

33 

33 

33 

32 

27 

29 

354 

326 

Women's  apparel,  accessory  stores3 . 

139 

140 

136 

151 

146 

153 

149 

156 

142 

144 

149 

135 

137 

1,605 

1,463 

Shoe  stores . 

94 

90 

98 

91 

95 

91 

96 

103 

92 

90 

100 

83 

92 

1,040 

957 

Tire,  battery,  accessory  dealers . 

99 

98 

96 

96 

99 

100 

96 

100 

97 

100 

106 

92 

99 

1,087 

992 

Drug  and  proprietary  stores.. . 

152 

148 

157 

147 

157 

156 

161 

158 

165 

167 

160 

144 

147 

1,728 

1,581 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  November  1964  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending  Nov.  7  = 
48V;  Nov.  14  *  483;  Nov.  21  =  493;  Nov.  28  =  481. 

2  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  a»J  furriers. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  NOVEMBER  1964 


(Millions  of  dollars) 


Kind  of  business 

1964 

1963 

Total  11  mos. 

Jan. 

Feb. 

Mar. 

Apr. 

f*fey 

June 

July 

Aug. 

Sept. 

Nov.1 

Nov.  1 

Dec . 

1964 

1963 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

5,328 

5,143 

5,773 

5,819 

6,253 

6,109 

6,157 

6,230 

6,186 

6,766 

6,  547 

- 1 

6,411 

8,239 

66,  311 

61, 513 

2,413 

2,288 

2,273 

2,272 

2,444 

2,292 

2,503 

2,384 

2,358 

2,679 

2,346 

2,477 

2,431 

26,  252 

25,173 

Grocery  stores . 

2,334 

2,211 

2,190 

2,192 

2,359 

2,206 

2,413 

2,290 

2,262 

2,580 

2,254 

2,401 

2,343 

25,291 

24, 323 

Eating  and  drinking  places . 

148 

139 

156 

158 

171 

190 

196 

200 

187 

191 

181 

165 

163 

1,917 

1,701 

General  merchandise  group . 

1,372 

1,368 

1,708 

1,734 

1,849 

1,860 

1,731 

1,896 

1,858 

2,035 

2,187 

2,019 

3,275 

19, 598 

17,632 

Department  stores  and  dry  goods,  general 

1,006 

976 

1,232 

1,277 

1,369 

1,382 

1,267 

1,385 

1,370 

1,503 

1,575 

1,455 

2,349 

14,342 

12,777 

Department  stores . 

861 

843 

1,065 

1,100 

1,178 

1,190 

1,085 

1,182 

1,180 

1,296 

1,368 

1,344 

2,029 

12,348 

10,907 

Drug  and  proprietary  stores . 

165 

162 

172 

163 

180 

182 

185 

187 

188 

193 

189 

172 

266 

1,966 

1,816 

Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Note:  United  States  and  group  totals  include  kinds  of  business  not  shown  separately. 


6 


Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  one  week  after  the  release  date  of  this  report. 


Table  5.  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  NOVEMBER  1964 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Percentage  change  in  sales 

Percentage  change  in  sales 

November  1964  from — 

11  mos. 

1964 

from 

11  mos. 

1963 

Area 

November  1964  from — 

11  mos. 
1964 
from 

11  mos. 
1963 

November 

1963 

October 

1964 

November 

1963 

October 

1964 

STANDARD  METROPOLITAN  AREA 

New  York-Northeastern  New  Jersey1 . . . 

+7 

+7 

+8  J 

New  York  City . 

+8 

+1 

+io  ; 

Newark,  N.  J . 

+1 

+4 

+3 

+12 

+12 

+9 

Norfolk-Portsmouth,  Va . 

+2 

+8 

+10 

Albany-Schenectady-Troy,  N.  Y . 

NA 

NA 

NA 

Oklahoma  City,  Qkla . 

0 

+1 

+4 

Asheville,  N.  C . 

+9 

0 

+5 

+9 

+12 

+6 

+7 

+6 

-2 

+8 

+9 

+4 

44 

Philadelphia,  Pa . 

+15 

+27 

+10 

Phoenix,  Ariz . 

NA 

NA 

NA 

+8 

-1 

+9 

+5 

+8 

+8 

Baton  Rouge,  La . 

+9 

+22 

+5 

11  .  •  »t _ y 

+7 

+9 

+6 

+9 

+5 

+13 

+5 

+12 

+35 

+10 

+12 

+6 

+5 

+13 

+7 

Rochester,  N.  Y . 

+10 

+1 

+5 

Sacramento,  Calif . 

+5 

+12 

+14  1 

Buffalo,  N.  Y . 

+12 

+6 

+9 

NA 

+8 

+6 

+1 

+9 

+9 

+8 

+11 

+5 

+3 

+11 

+15 

+11 

+12  ( 

+14 

+7 

NA 

NA 

NA 

San  Diego,  Calif . 

+10 

+18 

+9 

+6 

+7 

+3 

+8 

NA 

NA 

+4 

+10 

+2 

+8 

+1 

+10 

+4 

-1 

+3 

+1 

+10 

Spokane,  Wash . 

+5 

-13 

+4  I 

Springfield,  Mo . 

+6 

+10 

+9  | 

+5 

+5 

+6 

+12 

+19 

+9 

+11 

+4 

+9 

+14 

+7 

+5 

+17 

+12 

+17 

+17 

+6 

+9 

+4 

-4 

+9 

Tampa-St.  Petersburg,  Fla . 

-2 

+7 

+5  j 

Erie,  Pa . 

+14 

+15 

+7 

[ 

Toledo,  Ohio . 

+10 

+24 

+8  ( 

M  j,  ..  |  T  *1  M  T_  J 

NA 

NA 

NA 

+10 

+19 

+12  i 

+8 

+17 

+10 

+9 

+6 

+9  - 

+7 

-3 

+5 

NA 

NA 

NA  [ 

NA 

NA 

NA 

+3 

-2 

+10  . 

Grand  Rapids,  Mich . 

+1 

+8 

+6 

| 

Washington,  D.  C . 

+11 

+15  j 

Wheeling,  W.  Va . 

+20 

+42 

+5 

+19 

+12 

+16 

+7 

+2 

+8 

+8 

+8 

+2 

+12 

+15 

+7  ! 

+3 

-6 

+15 

+15 

+12 

+11  1 

Kansas  City,  Mo . 

+7 

+3 

+7 

Knoxville,  Tenn . 

+7 

0 

+6 

CITIES 

+3 

+19 

+7 

-9 

46 

-1 

+3 

+5 

+8 

+2 

44 

+4 

+15 

+20 

+11 

+3 

0 

+6  • 

+9 

+10 

+9 

+8 

-6 

+9  > 

+8 

+10 

+5 

+10 

+18 

-1 

+2 

+4 

+6 

+11 

+16 

+6 

+9 

-5 

+11 

+5 

+10 

+7  ' 

+3 

+11 

+5 

+11 

0 

+16  , 

-5 

46 

+3 

+7 

+8 

+5  • 

New  Orleans,  La . 

+7 

+13 

+9 

Springfield,  Mass . 

NA 

NA 

NA 

NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  ren 
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Table  6.  ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STCRES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— UNITED  STATES,  BY  KIND  OF  BUSINESS:  NOVEMBER  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 

change, 

Nov.  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov  -1 

Nov. 

Dec . 

Nov. 

1963 

Oct. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

14,628 

14,123 

14,335 

14,638 

15,197 

15, 140 

15,334 

15,412 

15,569 

15,662 

15,725 

14, 361 

15,484 

+9 

0 

Durable-goods  stores,  total . 

6,259 

6,083 

6,131 

6,218 

6,491 

6,647 

6,691 

6,724 

6,833 

6,799 

6,734 

6,456 

6,626 

+4 

-1 

Nondurable-goods  stores,  total . 

8,369 

8,040 

8,204 

8,420 

8,706 

8,493 

8,643 

8,688 

8,736 

8,863 

8,991 

7,905 

8,858 

+  14 

+  1 

‘ood  group . 

352 

346 

344 

336 

335 

338 

351 

365 

368 

355 

351 

348 

354 

+1 

-1 

Grocery  stores . 

288 

283 

290 

282 

286 

291 

297 

299 

308 

296 

292 

289 

293 

+  1 

-1 

feting  and  drinking  places . 

84 

85 

86 

87 

89 

91 

78 

81 

•79 

96 

97 

84 

89 

+15 

+  1 

Jeneral  merchandise  group . 

4,943 

4,723 

4,792 

4;  912 

5,121 

5,083 

5,330 

5,414 

5,473 

5,573 

5,694 

4,762 

5,423 

+20 

+2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,788 

3,587 

3,648 

3,763 

3,897 

3,915 

4,113 

4,177 

4,216 

4,293 

4,367 

3,641 

4,164 

+  20 

+2 

Department  stores . 

3,385 

3,167 

3,241 

3,343 

3,462 

3,475 

3,630 

3,690 

3,726 

3,808 

3,855 

3,240 

3,730 

+  19 

+  1 

Mail  order  houses  (department  store  mdse.)... 

972 

960 

977 

983 

1,039 

984 

1,013 

1,041 

1,044 

1,076 

1,109 

952 

1,062 

+  16 

♦  3 

ipparel  group . 

1,062 

962 

986 

936 

1,006 

994 

1,000 

1,007 

1,044 

1,083 

1, 109 

953 

1,186 

+  16 

+2 

Women's  ready-to-wear  stores . 

454 

424 

459 

465 

457 

438 

419 

422 

442 

464 

470 

421 

512 

+12 

♦  1 

furniture  and  appliance  group . 

2,199 

2,143 

2,101 

2,055 

2,10; 

2,111 

2,202 

2,251 

2,312 

2,  323 

2,  367 

2,061 

2,278 

+  15 

+  2 

Furniture,  home  furnishings  stores . 

1,675 

1,620 

1,577 

1,556 

1,587 

1,595 

1,696 

1,760 

1,781 

1,783 

1,821 

1,551 

1,716 

+  17 

+2 

Furniture  stores . 

1,511 

1,457 

1,411 

1,405 

1,442 

1,434 

1,546 

1,606 

1,615 

1,601 

1,633 

1,394 

1,532 

+17 

+  2 

Household  appliance,  TV,  radio  stores . 

523 

523 

524 

499 

517 

516 

506 

491 

531 

540 

546 

510 

562 

+7 

+  1 

Household  appliance  dealers . 

461 

459 

461 

437 

457 

452 

446 

431 

438 

452 

457 

446 

490 

+  2 

+  1 

number,  building,  hardware,  farm  equip,  group.. 

1,662 

1,631 

1,682 

1,810 

1,960 

1,968 

1,965 

1,940 

1,948 

1,984 

1,840 

1,932 

1,778 

-5 

-7 

Lumber  yards,  building  materials  dealers2.... 

1,216 

1,185 

1,201 

1,309 

1,384 

1,356 

1,356 

1,355 

1,365 

1,392 

1, 296 

1,441 

1,300 

-10 

-7 

883 

873 

857 

945 

1,003 

963 

965 

960 

1,046 

Automotive  group . 

1,481 

1,442 

1,460 

1,488 

1^  553 

1,610 

1,590 

1,614 

1,630 

1,539 

1,578 

1,538 

1,560 

+3 

+  3 

Passenger  car  dealers3 . 

992 

955 

954 

997 

1,002 

1,005 

985 

1,031 

1,052 

992 

1,035 

1,028 

1,048 

+1 

+4 

Passenger  car  dealers  (franchised) . 

914 

881 

887 

909 

920 

930 

912 

956 

980 

919 

963 

947 

980 

+  1 

+5 

Tire,  battery,  accessory  dealers . 

462 

460 

472 

465 

521 

571 

552 

528 

517 

497 

495 

482 

479 

+  3 

0 

jasoline  service  stations . 

451 

439 

461 

457 

465 

470 

460 

461 

458 

460 

452 

469 

442 

-4 

-2 

Ither  retail  stores . 

2,394 

2,352 

2,423 

2,507 

2,564 

2,475 

2,358 

2,279 

2,257 

2,249 

2,237 

2,214 

2,374 

+  1 

-1 

CHARGE  ACCOUNTS 

United  States,  total . 

7,409 

7,126 

7,221 

7,431 

7,718 

7,594 

7,535 

7,502 

7,555 

7,584 

7,583 

7,381 

7,826 

+3 

0 

Durable-goods  stores,  total . 

3,337 

3,224 

3,268 

3,399 

3,582 

3,657 

3,670 

3,653 

3,720 

3,706 

3,642 

3,658 

3,622 

0 

-2 

Nondurable-goods  stores,  total . 

4,072 

3,902 

3,953 

4,032 

4,136 

3,937 

3,865 

3,849 

3,835 

3,878 

3,941 

3,723 

4,204 

+6 

+  2 

?ood  group . 

341 

334 

333 

326 

322 

325 

337 

353 

356 

344 

342 

336 

342 

+  2 

-1 

jeneral  merchandise  group . 

1,039 

958 

916 

905 

959 

928 

965 

956 

951 

972 

1,028 

910 

1,160 

+  13 

+6 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

950 

871 

835 

823 

868 

824 

848 

846 

838 

867 

921 

819 

1,065 

+  12 

+6 

Department  stores . 

844 

765 

721 

705 

751 

708 

718 

717 

697 

732 

770 

710 

950 

♦  8 

+  5 

Ipparel  group . 

748 

666 

689 

694 

708 

705 

702 

714 

748 

780 

804 

697 

873 

+  15 

♦  3 

F\irniture  and  appliance  group . 

667 

648 

639 

634 

655 

669 

716 

729 

767 

784 

806 

677 

760 

+  19 

♦  3 

Furniture,  home  furnishing  stores . 

486 

466 

461 

478 

496 

508 

556 

579 

615 

621 

639 

498 

562 

+  28 

+  3 

Lumber,  building,  hardware,  farm  equip,  group.. 

1,496 

1,452 

1,490 

1,625 

1,760 

1,775 

1,770 

1,751 

1,741 

1,785 

1,664 

1,761 

1,606 

-6 

-7 

Lumber  yards,  building  materials  dealers2.... 

1,166 

1,136 

1, 146 

1,252 

1,328 

1,308 

1,297 

1,289 

1,290 

1,  320 

1,240 

1,386 

1,246 

-11 

-6 

Lumber  yards . 

848 

840 

822 

910 

970 

936 

932 

921 

919 

942 

878 

1,009 

911 

-13 

-7 

Automotive  group . 

882 

858 

849 

855 

899 

915 

891 

893 

921 

864 

895 

884 

902 

+  1 

♦4 

Passenger  car  dealers  (franchised) . 

641 

620 

607 

624 

632 

637 

613 

624 

652 

612 

653 

638 

662 

+  2 

♦7 

lasoline  service  stations  . 

439 

430 

447 

444 

452 

457 

449 

451 

449 

450 

442 

455 

429 

-3 

-2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

7,219 

6,997 

7,114 

7,207 

7,479 

7,546 

7,799 

7,910 

8,014 

8,078 

8,142 

6,980 

7,658 

♦  17 

♦  1 

Durable-goods  stores,  total . 

2,922 

2,859 

2,863 

2,819 

2,909 

2,990 

3,021 

3,071 

3,113 

3,093 

3,092 

2,798 

3,004 

♦  11 

0 

Nondurable -goods  stores,  total . 

4,297 

4,138 

4,251 

4,388 

4,570 

4,556 

4,778 

4,839 

4,901 

4,985 

5,050 

4,182 

4,654 

+  21 

♦  1 

Jeneral  merchandise  group . 

3,904 

3,765 

3,876 

4,007 

4,162 

4,155 

4,365 

4,458 

4,522 

4,601 

4,666 

3,852 

4,263 

+21 

♦  1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

2,838 

2,716 

2,813 

2,940 

3,029 

3,091 

3,265 

3,331 

3,378 

3,426 

3,446 

2,822 

3,099 

♦  22 

+1 

Department  stores . 

2,541 

2,402 

2,520 

2,638 

2,711 

2,767 

2,912 

2,973 

3,029 

3,076 

3,085 

2,530 

2,780 

+  22 

0 

Apparel  group . 

314 

296 

297 

292 

298 

289 

298 

293 

296 

303 

305 

256 

313 

+  19 

+  1 

Furniture  and  appliance  group . 

1,532 

1,495 

1,462 

1,421 

1,449 

1,442 

1,486 

1,522 

1,545 

1,539 

1,561 

1,384 

1,518 

+  13 

+1 

Furniture,  home  furnishings  stores . 

1,189 

1,154 

1,116 

1,078 

1,091 

1,087 

1,140 

1,181 

1,166 

1,162 

1,182 

1,053 

1,154 

+  12 

♦  2 

Household  appliance,  TV,  radio  stores . 

343 

341 

346 

343 

358 

355 

345 

341 

379 

377 

379 

331 

364 

+  15 

♦  1 

Lumber,  building,  hardware,  farm  equip,  group.. 

166 

179 

192 

185 

200 

193 

195 

189 

207 

199 

176 

171 

172 

+  3 

-12 

Automotive  group . 

599 

584 

611 

633 

654 

695 

699 

721 

709 

675 

683 

654 

658 

+4 

♦  1 

Tire,  battery,  accessory  dealers . 

267 

265 

271 

278 

300 

344 

339 

325 

319 

303 

306 

276 

282 

+  11 

♦  1 

Preliminary  estimates,  see  Explanatory  Material,  page  14. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 
Includes  both  franchised  and  nonf ranch! sed  car  dealers. 


Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  ccraaercial  banks 
*nd  other  financial  institutions  during  a  specific  month  are  not  included  In  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  10,  page  10. 
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fcble  7  ESTIMATED  ESD-0FJC1TH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS— 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  NOVEMBER  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1964 

1963 

Percer 

chai 

Nov. 

from 

itage 

ige 

964 

Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov.1 

Nov.  | 

Dec . 

Nov . 
1963 

Oct. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

5,207 

5,012 

5,078 

5,177 

5,377 

5,468 

5,495 

5,560 

5,6<E>2 

5,  814 

5,923 

5,072 

5,591 

+17 

+2 

1,180 

1,153 

1,152 

1,159 

1,200 

1,262 

1,257 

4,238 

1,257 

4,303 

1,286 

4,376 

1,302 

1,285 

1,186 

3,886 

1,222 

4,369 

+8 

+19 

-1 

+3 

4,027 

3,859 

3,926 

4,018 

4,177 

4,206 

4,  j12 

3,587 

3,433 

3,495 

3,595 

3,749 

3,769 

3,801 

3,875 

3,931 

4,047 

4,161 

3,488 

3,904 

+19 

+3 

Department  stores  and  dry  goods,  general 

2,818 

2,680 

2,733 

2,829 

2,910 

2,954 

2,988 

3,053 

2,730 

3,098 

3,189 

3,278 

2,744 

3,095 

2,779 

+19 

+20 

+3 

+3 

2,524 

2,369 

2,449 

2,533 

2,606 

2,646 

2,676 

264 

247 

250 

253 

248 

257 

260 

247 

368 

251 

377 

337 

272 

284 

235 

294 

+21 

+10 

+20 

+4 

+1 

365 

368 

374 

358 

361 

358 

364 

270 

26  8 

273 

283 

302 

338 

345 

336 

CHARGE  ACCOUNTS 

1,055 

983 

956 

940 

995 

1,012 

991 

972 

981 

1,022 

1,033 

975 

1,116 

+6 

+1 

309 

290 

290 

305 

313 

682 

336 

676 

338 

653 

335 

344 

346 

342 

691 

350 

625 

331 

785 

-2 

+11 

-1 

746 

693 

666 

635 

637 

457 

411 

381 

360 

401 

391 

368 

350 

339 

365 

373 

368 

489 

+1 

+2 

Department  stores  and  dry  goods,  general 

413 

371 

342 

321 

355 

335 

306 

314 

285 

301 

292 

317 

293 

327 

303 

329 

302 

449 

418 

-1 

0 

+3 

+3 

383 

344 

315 

293 

326 

125 

116 

118 

118 

119 

124 

41 

125 

42 

122 

120 

132 

47 

139 

44 

107 

40 

138 

43 

+30 

+10 

+5 

-6 

41 

44 

44 

42 

39 

INSTALLMENT  ACCOUNTS 

4,152 

4,029 

4,122 

4,237 

4,382 

4,456 

4,504 

4,588 

4,681 

4,792 

4,890 

4,097 

4,475 

+19 

+2 

871 

863 

862 

854 

887 

926 

3,530 

919 

3,585 

922 

3,666 

942 

956 

3,836 

943 

3,947 

836 

891 

3,584 

+13 

+21 

-1 

+3 

3,281 

3,166 

3,260 

3,383 

3,495 

3,130 

3,022 

3,114 

3,235 

3,348 

3,378 

3,433 

3,525 

3,592 

3,682 

3,788 

3,120 

3,415 

+21 

+3 

Department  stores  and  dry  goods,  general 

2,405 

2,309 

2,391 

2,508 

2,555 

2,280 

2,619 

2,340 

2,674 

2,391 

2,752 

2,459 

2,806 

2,872 

2,951 

2,631 

2,415 

2,646 

2,361 

+22 

+22 

+3 

+3 

2, 141 

2,025 

2,134 

2,240 

139 

131 

132 

135 

129 

133 

317 

135 

322 

125 

131 

140 

145 

128 

156 

332 

+13 

+10 

+4 

Furniture  and  appliance  group . 

324 

324 

330 

316 

322 

'  Prelimnaiv  estimates,  see  Explamtory  retail  stOTee  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  banRs 
and^ther^inancia^institution^during^^specific^nonth0 are  not  incited  in  these  totals  hnt  do  contrive  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  11. 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  UNITED  STATES, 
BY  SELECTED  KINDS  OF  BUSINESS-NOVEMBER  1964  AND  NOVEMBER  1963 


GENERAL 

MERCHANDISE 

GROUP 


DEPARTMENT 

STORES 


FURNITURE  AND 
APPLIANCE  GROUP 


FURNITURE,  HOME 
FURNISHINGS 
STORES 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


NOTE:  1964  doto  are  based  on  preliminary  estimates  while  1963  dato  are  based  on  final  estimates. 


bureau  of  ■ 


- 


Table  8.  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL 


^3,  BY  KIND  OF  BUSINESS 


9 


(Percent) 


— - 1 

Kind  of  business 

Preliminary 

es'  i  <t»tes 

Final  estimates 

Month -to -month 
percentage  change  1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1. 7-1.9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

:>od  group. . 

1. 3-1.4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . . . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . . . 

5. 9-6.7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.  5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

ating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0.5-0. 9 

0.7 

Eating  olaces . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0.5-1. 3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3.2 

3.1 

2. 9-3.2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . - . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0.3-1. 1 

0.8 

sneral  merchandise  group . . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

•Department  stores,  dry  goods,  general  merchandise  9tores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1.9-2. 1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

pparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6.3 

5.9 

5.0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3.7 

3.2 

0.8-1. 2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Faulty  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0. 9-2.0 

1.8 

urniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3.3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5.2-6. 1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6.  0-9.9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

umber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1.3-2. 1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5.7 

5.1 

4.4-5. 2 

4.8 

1. 3-2.7 

1.7 

.utomotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6.6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

-asoline  service  stations . 

1.9-2. 1 

2.0 

1. 8-2.0 

1.9 

0. 5-0.9 

0.6 

)rug  and  proprietary  stores . 

2. 4-3.2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2.4-2. 9 

2.6 

0.4-0. 8 

0.5 

liquor  stores . . . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
tenth .  (See  Explanatory  Material,  page  14.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months. 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
lay  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percentage  change  in  rales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
lata  for  January  through  June  1960. 


Table  9.  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FCR  TWO  CONSECUTIVE  MONTHS1-- UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

1  . — 

Median 

1.4-6. 6 

3.7 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3.2 

3. 0-5.9 

3.6 

3. 1-5. 9 

4.1 

Stationery  stores . 

2. 3-8.5 

4.2 

4. 4-7. 5 

6.1 

2. 3-8. 6 

4.8 

?aint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

?ar*  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

NA  Not  available. 

The  ranges  of  sampling  errors  shevn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
emth  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  15. 

Note:  “Die  ranges  of  sampling  error  shewn  above  are  based  on  the  month- to-month  percentage  change  in  sales  of  «ne  unadjusted  data  for  January  through  June  1960. 
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Table  10.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food 


group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores,  dry  goods,  general  merchandise  stores. 

Department  stores . 

Mail  order  houses  (department  store  merchandise) . 

Apparel  group . 

Women's  ready-to-wear  stores . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equipment  group . 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers . 

Passenger  car  dealers  (franchised) . 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Other  retail  stores . 


CHARGE  ACCOUNTS 


United  States,  total . 

Durable-goods  stores,  total.... 
Nondurable -goods  stores,  total. 


Food  group . 

General  merchandise  group . 

Department  stores,  dry  goods,  general  merchandise  stores. 

Department  stores . 

Apparel  group . . . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Lumber,  building,  hardware,  farm  equipment  group . 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers  (franchised) . 

Gasoline  service  stations . 


INSTALLMENT  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable -goods  stores,  total. 


General  merchandise  group . 

Department  stores,  dry  goods,  general  merchandise  stores. 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores . 

Lumber,  building,  hardware,  farm  equipment  group . 

Automotive  group . 

Tire,  battery,  accessory  dealers . . 


Preliminary 

estimates 

Final  estimates 

Month-to-month 
percentage 
change*  * 

Range 

Median 

Range 

Median 

Range 

Median 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

o| 

1. 6-2.3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0 

4.0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1 

3.7-4. 6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1'! 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0  . 

2.0-3 .0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

olu 

1.9-3 .0 

2.1 

1. 7-3.0 

2.1 

0. 2-1.1 

oil 

(z) 

(z) 

(z) 

(z) 

(z) 

cl 

4. 5-5.3 

4.8 

4. 1-4.8 

4.7 

1.0-3. 9 

1 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

ii 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

°s 

4.0-4 .3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

i|[ 

4. 2-4. 6 

4.4 

4. 1-4. 6 

4.3 

0. 6-1.4 

i|i 

4.4-5. 3 

5.0 

4. 1-5 .4 

4.8 

0.6-1. 6 

4 

m 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

cp 

4. 2^.4 

4.3 

4. 0-4. 4 

4.1 

0.8-1. 5 

Q\ 

5. 1-5. 6 

5.3 

4. 7-5. 3 

5.1 

0. 9-2.0 

if 

3. 8-5.0 

4.3 

3.7-5. 0 

4.2 

1. 1-1.7 

if 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1. 5-2.3 

if 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

if 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0. 8-1.4 

m 

4. 4-5. 4 

4.7 

4. 1-5.4 

4.3 

1.4-1. 9 

T 

3.9-5. 6 

4.1 

3.7-5. 1 

4.0 

1. 1-5.0 

ljj! 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

| 

2.3-2. 6 

2.4 

2. 2-2.4 

2.4 

0.7-1. 1 

1 

2. 3-3 .3 

2.6 

2. 1-2.7 

2.4 

0.7-1. 3 

4. 0-4. 6 

4.5 

4. 0-4 .4 

4.1 

1.0-2. 5 

| 

3 .1-4.4 

4.1 

3. 0-4 .4 

4.1 

0.6-1. 2 

? 

3 .0-4 .7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

1 

3. 0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

| 

5. 0-5. 3 

5.1 

4.7-5. 1 

5.0 

1.8-2. 6 

; 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

<j. 

4.3^. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0. 9-2.1 

4.4-6. 1 

4.9 

3. 9-5 .4 

5.1 

1. 5-3.1 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

4. 7-5.4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0.7-1. 7 

it 

.  1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

.  1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0. 1-0.8 

» 

.  1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

)5 

.  1.7-2. 8 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

r 

.  6.4-7. 6 

7.2 

5. 6-7. 3 

7.2 

1. 3-3.0 

p 

.  3. 9-4 .4 

4.1 

3. 9-5 .4 

3.9 

0. 7-3.1 

l 

.  4. 7-5.4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

,♦ 

.  4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

(3 

.  7. 6-9. 3 

8.9 

8.0-8. 9 

8.7 

1.6-2. 3 

9 

.  5. 5-7.0 

6.1 

5.7-6. 5 

6.0 

1.0-2. 3 

p 

.  3 .7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1 

(See  Explanatory  Material, 


Z  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month. 
r,ace  14  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  two  months.  T 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 
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Table  11.  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MDRE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 

percentage 

change^ 

Range 

Med ian 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-0.1 

0.1 

Durable-goods  stores,  total . 

0.9-1 .3 

1.1 

0.9-1 .3 

1.1 

0.2-0. 5 

0.3 

Nondurable -goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(z)-o.i 

0.1 

Department  stores . 

0.2-0 .3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

■Apparel  group . 

1.8-2. 2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0. 8-1.3 

1.0 

0.9-1 .4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0 .8 

0.3 

Durable-goods  stores,  total . 

2. 7-2 .8 

2.7 

2. 6-2 .7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1 .3 

1.1 

0. 3-0.9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1 .3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.7-1. 1 

0.9 

(X) 

0.8 

(Zj-1.4 

(z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-O.l 

(z) 

Apparel  group . 

3. 7-4 .4 

4.0 

3. 7-3. 8 

3.8 

0.3-0. 7 

0.7 

Furniture  and  appliance  group . 

3. 1-3 .7 

3.2 

2.9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0.3-0 .4 

0.3 

(Z)-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

Department  stores . 

0. 2-0.3 

0.2 

0. 2-0.3 

0.2 

(Z)-O.l 

(z) 

Apparel  group . 

1. 3-2.1 

1.6 

1.3-2 .2 

1.8 

(Z)-O.S 

0.2 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.8-1 .3 

1.0 

(X) 

(z) 

Z  Sampling  variability  is  less  than  0.1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by- 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf  organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors . 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage  change 
in  the  data  for  the  first  twelve  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected .  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Pie tail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959 .  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firming?  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included .  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies,  Central  Charge  Service, Diners '  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables — receivables  out¬ 
standing  on  accounts  which  were  scheduled  to  be  paid 
in  two  or  more  payments,  regardless  of  the  name  of 
the  plan,  suchas  "budget,"  "revolving  credit, "  "cou¬ 
pon"  plan,  etc . 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows : 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection) ,  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  some 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample : 

Group  II  Stores 

Those  organizations  whicn  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations  .  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  company  re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  of  the  1958  Census  of  Business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample .  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in  | 
the  most  rural  Census  sample  areas,  to  approximately  i 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954  j 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 

$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores1 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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I.  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com- 
iled  each  month,  effective  with  January  1959,  based 
n  a  subsample  of  the  probability  sample  discussed 
bove  that  is  used  to  produce  monthly  estimates  of 
ales  of  retail  stores,  as  follows: 

.  Group  II  firms  and  Group  I  stores  canvassed  by 
ail  each  month  for  sales  figures  were  subsampled  on 
he  basis  of  their  accounts  receivables  as  of  Decem- 
er  31,  1957,  as  reported  in  the  1957  Annual  Retail 
rade  Survey.  Those  Group  II  firms  added  in  the  panel 
evision  of  January  1961  were  subsampled  on  the  basis 
f  their  accounts  receivable  as  of  November  30,  1960. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of -month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc . 

i.  All  Group  I  "small"  stores  described  above  are 
:anvassed  for  accounts  receivable  data  for  the  month 
hat  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
ilso  canvassed  for  figures  for  the  previous  month, 
,hus  providing  data  for  two  consecutive  months  each 
rear. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 
Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
)y  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses.  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently ofthe  Census  Bureau 
for  department  stores,  mail  order  houses, furniture 
and  home  furnishings  stores^cnd  household  appliance 


dealers .  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate -Temn  Consumer  Credit  Statistics, April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System, "  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised".) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  or  products. 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware, farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 
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graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified. 

Nondurable -goods  stores  include  all  retail  stores 
in  the  following  major  groups :  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  stations 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  the  sampling  variability 
of  these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11 .  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of 20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  Table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  Table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equi valent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  Table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio"  is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the  same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current"  month,  and  once  as  the  "previous  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report ty  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  ini 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current"  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple  . 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-cP business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .9  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census .  A  descrip¬ 
tion  of  the  sample  as  constituted  in  October  1955, 
estimating  procedure  used, and  additional  informatior 
on  the  reliability  of  the  estimates  is  available  ir 
a  pamphlet  entitled  "Description  of  the  Sample  foi 
the  Monthly  Retail  Trade  Report." 
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I.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
ccounts  receivable  estimates,  including  those  for 
troup  II  firms  shown  in  table  7,  will  be  labelled 
’preliminary"  to  be  replaced  in  the  next  issue  of  the 
lonthly  Retail  Trade  Report  by  "final"  estimates, 
tver  the  last  full  calendar  year,  the  average  change 
.n  total  accounts  receivable  balances  from  the  pre- 
.iminary  to  the  final  estimates  was  .3  percent  for 
.11  retail  stores  combined.  For  individual  kinds- 
if-business  groups,  revisions  have  been  greater, 
•angingcn  the  average  from  .4  percent  forlhe  general 
ierchandise  group  to  2.3  percent  for  the  food  group 
the  eating  and  drinking  group,  relatively  unimpor- 
,ant  in  accounts  receivable  balances,  averaged  3.3 
>ercent) .  Unlike  the  new  month's  sales  data  for 
iroup  II  firms,  the  Group  II  accounts  receivable  es- 
,imates  for  the  new  month  will  not  be  final  since 
he  same  firms  are  not  requested  to  report  each 
ranth;  i.e.,  a  portion  of  the  Group  II  accounts  re- 
:eivable  estimates  is  derived  from  "rotating"  panels 
see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  6 

The  percentage  changes  in  sales  shown  in  table  2 
’or  all  kinds  of  business,  except  those  asterisked, 
ire  derived  directly  from  the  dollar  volume  esti- 
oates  in  table  1.  Because  the  sampling  variability 
sf  dollar  estimates  for  those  kinds  of  business  with 
in  asterisk  is  relatively  large,  such  estimates  are 
lot  published;  however,  the  percentage  changes  which 
ire  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
ire  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
linds  of  business  with  an  asterisk  represent  ratios 
lased  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal- 
inces  shown  in  table  6  for  all  kinds  of  business  are 
lerived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(Table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (Table  7)  are  subject  to  sampling  variability 
(see  Table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
hy  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (ll  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store"  total. 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors.  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version,  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters,  the  "Measurement  of  Calendar  Variation, "  pp . 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  16,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  July  1962  to  May  1964  that  are 
used  in  adjusting  the  data.  The  factors  shown  for 
data  at  the  kind-of -business  group  and  total  levels 
were  derived  ty  dividing  the  unadjusted  data  publish¬ 
ed  at  these  levels  by  the  respective  adjusted  figures. 
Summary  measures  of  the  seasonal,  cyclical  and  ir¬ 
regular  components  of  the  data  by  kind  of  business 
groups  and  totals  are  presented  in  Table  13,  p.  17. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjust¬ 
ed  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of -business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 


Table  12.  COMBINED  SEASONAL,  TRADING  DAY  AND  HOLIDAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JANUARY  1963—  DECEMBER  1964 
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Table  13.  AVERACE  MONTH-TO-MONTH  PERCENT  CHANCES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

I/C 

MCD 

Average  duration  of 

run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.50 

7.36 

35.5 

.80 

.65 

.43 

1.51 

2 

2.34 

1.77 

10.92 

3.51 

Durable-goods  stores,  total . 

7.51 

7.33 

28.5 

1.80 

1.54 

.88 

1.75 

2 

2.18 

1.58 

9.75 

3.02 

Nondurable-goods  stores,  total . 

8.00 

7.86 

41 .4 

.67 

.51 

.37 

1.38 

2 

1.96 

1.63 

58.50 

3.42 

Food  group . 

5.85 

5.83 

15.6 

.71 

.55 

.35 

1.57 

2 

1.93 

1.50 

58.50 

4.06 

Grocery  stores . 

6.08 

6.08 

15.7 

.71 

.55 

.39 

1.41 

2 

2.05 

1.38 

39.00 

4.06 

Eating  and  drinking  places . 

5.15 

3.61 

20.2 

.84 

.75 

.33 

2.27 

3 

2.05 

1.60 

10.92 

4.96 

General  merchandise  group . 

16.92 

16.65 

104.0 

1.37 

1.20 

.42 

2.86 

3 

1.90 

1.72 

14.63 

3.15 

Department  stores . 

17.91 

16.01 

107.7 

1.71 

1.58 

.46 

3.43 

4 

1.70 

1.51 

11.91 

3.37 

Variety  stores . 

20.41 

18.77 

132.2 

1.55 

1.48 

.48 

3.08 

3 

1.70 

1.58 

16.38 

3.91 

Mail  order  houses  (department  store  merchandise). 

16.86 

14.65 

89.9 

2.20 

2.10 

.66 

3.18 

4 

1.82 

1.70 

11.91 

6.40 

Apparel  group . 

20.06 

19.67 

105.4 

1.73 

1.56 

.43 

3.63 

4 

1.82 

1.46 

10.64 

3.12 

Men's,  boys'  wear  stores . 

22.62 

20.42 

125.4 

2.58 

2.35 

.78 

3.01 

4 

1.93 

1.52 

7.71 

3.28 

Women's  apparel,  accessory  stores . 

19.55 

16.55 

96.9 

1.81 

1.72 

.52 

3.31 

4 

1.90 

1.54 

11.91 

4.13 

Shoe  stores . 

20.50 

17.31 

58.5 

2.36 

2.29 

.63 

3.63 

4 

1.82 

1.72 

10.08 

3.28 

Furniture  and  appliance  group . 

8.73 

8.55 

48.5 

1.39 

1.12 

.51 

2.20 

3 

1.70 

1.43 

19.50 

4.16 

Furniture,  home  furnishings  stores . 

8.66 

7.71 

39.5 

1.42 

1.23 

.58 

2.12 

3 

2.15 

1.47 

14.56 

4.61 

Household  appliance,  TV,  radio  stores . 

9.98 

8.67 

53.8 

2.28 

2.07 

.71 

2.92 

4 

1.90 

1.70 

9.36 

3.20 

Lumber,  building,  hardware,  farm  equipment  group... 

8.84 

8.91 

44.7 

1.92 

1.79 

.55 

3.25 

4 

2.02 

1.65 

6.50 

3.66 

Lumber  yards,  building  materials  dealers . 

9.54 

8.43 

46.0 

1.89 

1.66 

.71 

2.34 

3 

1.87 

1.56 

8.73 

4.78 

Hardware  stores . 

12.07 

10.53 

53.8 

1.73 

1.64 

.53 

3.09 

4 

2.05 

1.87 

9.36 

4.92 

Automotive  group . 

7.80 

7.13 

34.8 

3.06 

2.70 

1.31 

2.06 

3 

2.11 

1.54 

8.36 

3.31 

Passenger  car,  other  automotive  dealers . 

7.94 

7.11 

36.1 

3.22 

2.86 

1.37 

2.09 

3 

2.11 

1.54 

9.75 

3.31 

Tire,  battery,  accessory  dealers . 

12.34 

10.26 

49.7 

2.39 

2,14 

.92 

2.33 

3 

1.98 

1.60 

9.36 

4.30 

Gasoline  service  stations . 

4.24 

2.62 

12.3 

.81 

.60 

.51 

1.18 

2 

2.22 

1.66 

43.67 

4.48 

Drug  and  proprietary  stores . 

6.88 

6.06 

34.5 

.98 

.84 

.46 

1.83 

2 

2.38 

1.66 

16.38 

4.19 

Liquor  stores . . 

11.66 

9.11 

61.5 

1.21 

1.04 

.57 

1.82 

2 

2.02 

1.47 

14.56 

4.19 

GROUP  II  STORES 

United  States,  total . 

11.98 

10.79 

57.0 

1.15 

1.04 

.53 

1.96 

3 

1.95 

1.57 

14.11 

6.58 

Grocery  stores . 

7.94 

2.29 

10.5 

1.02 

.89 

.53 

1.68 

2 

1.82 

1.42 

65.50 

3.94 

Eating  and  drinking  places . 

4.37 

2.73 

14.6 

1.39 

1.27 

.62 

2.05 

3 

2.73 

2.34 

14.56 

6.14 

General  merchandise  group . 

17.57 

17.43 

111  .4 

2.36 

2.29 

.77 

2.97 

3 

1.76 

1.53 

11.30 

3.41 

Department  stores . 

17.11 

15.38 

103.7 

3.42 

3.35 

1.12 

2.99 

3 

3.42 

1.44 

8.19 

3.31 

Variety  stores . 

21.23 

19.78 

135.3 

1.57 

1.53 

.42 

3.64 

4 

1.98 

1.68 

13.10 

5.33 

Anparel  group . 

23.31 

22.62 

108.7 

2.48 

2.36 

.72 

3.28 

4 

1.79 

1.57 

14.13 

4.20 

Men's,  boys'  wear  stores . 

27.69 

24.05 

134.1 

5.01 

5.10 

1.33 

3.83 

4 

2.22 

1.96 

8.73 

5.57 

Women's  apparel,  accessory  stores . 

22.25 

18.91 

111.5 

2.74 

2.57 

.81 

3.17 

4 

1.93 

1.72 

10.08 

5.57 

Shoe  stores . 

24.17 

20.69 

70.6 

3.36 

3.32 

.56 

5.93 

6 

1.70 

1.51 

10.92 

4.85 

Tire,  battery,  accessory  dealers . 

14.10 

12.29 

60.6 

2.86 

2.68 

.78 

3.44 

4 

1.93 

1.64 

9.36 

4.57 

Drug  and  proprietary  stores . 

10.50 

9.36 

61.5 

1.65 

1.55 

.59 

2.63 

3 

2.18 

1.87 

21.83 

11.73 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

~T" is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

17c  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spars  (Jan. -Feb.,  Feb. -Mar., 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  Is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  o 
random  series.  (Over  one  month  intervals  the  expected  value  ^or  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95^  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example, the  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  indicates 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  randan  series.  In  the  next  two  columns,  1.61  for  I 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  randan  component  and  the  cyclical  ( non-rand  cm )  component .  Finally, 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Table  1.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  NOVEMBER  1963  TO  NOVEMBER  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences  ) 


Jan. -Nov. 
1964 
from — 
Jan. -Nov. 
1963 

Nov. 

fr 

1964 

3m — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov.1 

Nov.  | 

Dec. 

Nov. 

1963 

Oct. 

1964 

UNITED  STATES,  TOTAL . 

19,154 

18,758 

20, 502 

21,186 

22,508 

22, 242 

22,145 

21,778 

21,313 

22,605 

21,691 

21,494 

25,104 

+6 

+1 

-4 

Durable-goods  stores,  total.... 

6,031 

6,122 

6,741 

7,360 

7,693 

7,719 

7, 399 

7,011 

6,893 

7,133 

6, 823 

6,985 

7,208 

+6 

-2 

-4 

Nondurable-goods  stores,  total. 

13,123 

12,636 

13,761 

13,826 

14, 815 

14, 523 

14, 746 

14,767 

14,420 

15,472 

14, 868 

14,509 

17,896 

+6 

+2 

-4 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

5,484 

5,283 

5,099 

5,528 

5,017 

5,153 

5,194 

+5 

-3 

-9 

Grocery  stores . 

A,  558 

4^  395 

4^  406 

A,  414 

4;  739 

4)  613 

4',  971 

4^  780 

4^  612 

5',  031 

4^  544 

4^  689 

4^  679 

+4 

-3 

-10 

Eating  and  drinking  places . 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,796 

1,805 

1,671 

1,688 

1,565 

1,486 

1,533 

+7 

+5 

-7 

GAF2,  total . 

3,803 

3,722 

4,559 

4,454 

4, 804 

4,841 

4,  596 

4,911 

4,927 

5,359 

5,510 

5,113 

7,904 

+10 

+8 

+3 

General  merchandise  group . 

1,872 

1,875 

2,303 

2,310 

2,479 

2,491 

2,380 

2,591 

2,550 

2,801 

3,001 

2,728 

4, 399 

+10 

+10 

+7 

Department  stores . 

1,094 

1,069 

1,336 

1,366 

1,463 

1,481 

1,384 

1,513 

1,519 

1,668 

1,761 

1,590 

2,625 

+11 

+11 

+6 

Apparel  group . 

1,026 

927 

1,283 

1,140 

1,282 

1,238 

1,118 

1,209 

1,289 

1,376 

1,329 

1,308 

2,172 

+8 

+2 

-3 

Furniture  and  appliance  group.... 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

1,111 

1,088 

1,182 

1,180 

1,077 

1,333 

+13 

+10 

0 

Lumber, bldg., hdwe., farm  equip,  grp. 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,500 

1,389 

1,397 

1,449 

1,240 

1,340 

1,185 

0 

-7 

-14 

Automotive  group . 

3,677 

3,684 

4,059 

4,453 

4,551 

4,387 

4,159 

3,853 

3,728 

3,858 

3,713 

3,949 

3,690 

+4 

-6 

-4 

Gasoline  service  stations . 

1,566 

1, 48C 

1,585 

1,617 

1,708 

1,754 

1,820 

1,801 

1,701 

1,761 

1,725 

1,625 

1,713 

+5 

+6 

-2 

Drug  and  proprietary  stores . 

671 

656 

680 

665 

713 

705 

707 

708 

701 

724 

696 

666 

906 

+5 

+5 

-4 

THE  NORTHEASTERN  STATES,  TOTAL . 

4,933 

4,766 

5,283 

5,370 

5,734 

5,671 

5,508 

5,435 

5,362 

5,673 

5,552 

5,492 

6,595 

+5 

+1 

-2 

IXirabl e-goods  stores,  total.... 

1,  356 

1,348 

1,553 

1,714 

1,817 

1,775 

1,605 

1,587 

1,498 

1,553 

1,582 

1,595 

1,685 

+5 

-1 

+2 

Nondurable-goods  stores,  total. 

3,  577 

3,418 

3,730 

3,656 

3,917 

3,896 

3,903 

3,848 

3,864 

4,120 

3,970 

3,897 

4,910 

+5 

+2 

-4 

Food  group . 

1,43? 

1,373 

1,385 

1,381 

1,484 

1,450 

1,564 

1,470 

1,438 

1,552 

1,402 

1,426 

1,459 

+5 

-2 

-10 

Grocery  stores . 

1,208 

1,152 

1,152 

1,159 

1,249 

1,217 

1,324 

1,237 

1,204 

1,310 

1,173 

1,196 

1,205 

+6 

-2 

-10 

Eating  and  drinking  places . 

423 

409 

447 

466 

508 

528 

542 

541 

500 

500 

462 

454 

467 

+5 

+2 

-8 

GAF2,  total . 

1,036 

997 

1,246 

1,181 

1,314 

1,338 

1,209 

1,261 

1,348 

1,464 

1,508 

1,413 

2, 208 

+8 

+7 

+3 

General  merchandise  group . 

447 

435 

537 

529 

585 

608 

567 

598 

635 

695 

744 

674 

1,106 

+9 

+10 

+7 

Department  stores . 

280 

263 

333 

330 

368 

383 

345 

364 

402 

440 

468 

409 

697 

+11 

+14 

+6 

Apparel  group . 

340 

306 

439 

376 

435 

430 

343 

367 

419 

443 

427 

425 

700 

+7 

0 

-4 

+7 

+3 

Lumber, bldg., hdwe., farm  equip,  grp. 

i  i  i  i  i  ill  i  i 

1  1 

1 

Gasoline  service  stations . 

284 

276 

301 

307 

325 

327 

342 

338 

314 

317 

308 

300 

308 

+5 

+3 

-3 

Drug  and  proprietary  stores . 

153 

146 

151 

146 

152 

160 

160 

157 

161 

166 

160 

154 

203 

+3 

+4 

-4 

THE  NORTH  CENTRAL  STATES,  TOTAL. . . . 

5,516 

5,397 

5,872 

6,254 

6, 674 

6, 549 

6,558 

6,362 

6, 341 

6,885 

6,  521 

6,  510 

7,347 

+5 

0 

-5 

Durable-goods  stores,  total .... 

1,713 

1,737 

1,918 

2,198 

— 

2,242 

2,284 

2,226 

2,036 

2,101 

2,254 

2,106 

2,172 

2,121 

+4 

-3 

-7 

Nondurable-goods  stores,  total. 

3,803 

3,660 

3,954 

4,056 

4,432 

4, 265 

4,332 

4, 326 

4, 240 

4,631 

4,415 

4,338 

5,226 

+5 

+2 

-5 

Food  group . 

1,390 

1,360 

1,356 

1,359 

1,472 

1,428 

1,509 

1,470 

1,406 

1,536 

1,384 

1,449 

1,446 

+4 

-4 

-10 

Grocery'  stores . 

1,276 

1,253 

1,246 

1,248 

1,349 

1,302 

1,386 

1,345 

1,288 

1,412 

1,267 

1,329 

1,319 

44 

-5 

-10 

Eating  and  drinking  places . 

436 

410 

440 

458 

493 

510 

538 

544 

505 

520 

477 

450 

452 

+8 

+6 

-8 

1,091 

1,064 

1,300 

1,310 

1,386 

1,393 

1,343 

General  merchandise  group . 

'585 

'590 

'724 

'735 

'785 

796 

749 

824 

817 

896 

962 

887 

1,386 

+10 

+8 

+7 

Department  stores . 

342 

337 

419 

444 

468 

476 

434 

480 

487 

532 

551 

512 

832 

+12 

+8 

44 

Apparel  group . 

259 

227 

307 

295 

327 

298 

286 

299 

325 

357 

356 

351 

553 

+7 

+1 

0 

Furniture  and  appliance  group.... 

247 

247 

269 

280 

274 

299 

308 

301 

296 

323 

323 

310 

370 

+10 

+4 

0 

Lumber, bldg., hdwe., farm  equip,  grp. 

350 

348 

401 

489 

533 

571 

557 

514 

555 

580 

465 

536 

467 

0 

-13 

-20 

Automotive  group . 

977 

993 

1,103 

1,291 

1,285 

1,250 

1,207 

1,059 

1,061 

1,176 

1,129 

1,157 

1,030 

+3 

-2 

-4 

Gasoline  service  stations . 

501 

475 

502 

521 

551 

542 

576 

566 

546 

583 

567 

529 

570 

+4 

+7 

-3 

Drug  and  proprietary  stores . 

205 

197 

198 

191 

214 

205 

213 

212 

214 

227 

214 

209 

278 

+5 

+2 

-6 

THE  SOUTH,  TOTAL . 

5,190 

5,171 

5,702 

5,809 

6, 198 

5,994 

6,013 

5,919 

5,687 

6,038 

5,749 

5,640 

6,  575 

+7 

+2 

-5 

Durable-goods  stores,  total.... 

1,767 

1,860 

2,067 

2,163 

2, 303 

2,228 

2,159 

2,021 

1,990 

2,028 

1,895 

1,907 

1,999 

+9 

-1 

-7 

Nondurable-goods  stores,  total. 

3,423 

3,311 

3,635 

3,646 

3,895 

3,766 

3,865 

3,898 

3,697 

4,010 

3,854 

3,733 

4,576 

+6 

+3 

-4 

Food  group . 

1,308 

1,255 

1,266 

1,282 

1,373 

1,352 

1,456 

1,403 

1,341 

1,469 

1,346 

1,364 

1,357 

+4 

-1 

-8 

Grocery  stores . 

1,247 

1,196 

1,201 

1,212 

1,304 

1,285 

1,381 

1,329 

1,275 

1,403 

1,281 

1,306 

1,290 

+4 

-2 

-9 

Eating  and  drinking  places . 

306 

301 

323 

345 

357 

359 

381 

381 

353 

354 

337 

308 

319 

+10 

+9 

-5 

GAF2,  total . 

986 

982 

1,232 

1,188 

1,286 

1,258 

1,220 

1,346 

1,280 

1,422 

1,425 

1,277 

2,007 

+12 

+12 

0 

General  merchandise  group . 

491 

500 

626 

624 

673 

633 

613 

680 

631 

714 

752 

676 

1,104 

+10 

+11 

+5 

Department  stores . 

241 

238 

311 

312 

337 

323 

311 

351 

328 

373 

386 

346 

564 

+12 

+12 

+3 

Apparel  group . 

272 

254 

361 

304 

333 

312 

308 

349 

342 

380 

355 

349 

586 

+8 

+2 

-7 

Furniture  and  appliance  group.... 

223 

228 

245 

260 

280 

313 

299 

317 

307 

328 

318 

252 

317 

+21 

+26 

-3 

Lumber, bldg., hdwe., farm  equip,  grp. 

250 

266 

344 

396 

436 

418 

387 

338 

352 

370 

331 

332 

283 

+3 

0 

c  -► 

Automotive  group . 

1,160 

1,210 

1,314 

1,355 

1,412 

1,312 

1,290 

1,170 

1,146 

1,159 

1,061 

1,169 

1,140 

+7 

-9 

-8 

Gasoline  service  stations . 

471 

444 

477 

486 

512 

538 

543 

538 

496 

511 

510 

466 

490 

+8 

+9 

0 

Drug  and  proprietary  stores . 

181 

180 

188 

186 

201 

196 

190 

193 

185 

191 

189 

173 

229 

+7 

+9 

-1 

THE  WEST,  TOTAL . 

3,  515 

3,424 

3, 645 

3,753 

3,902 

4,028 

4,066 

4,062 

3,923 

4,009 

3,869 

3,852 

4,587 

+6 

0 

-4 

Durable-goods  stores,  total.... 

1, 195 

1,177 

1,203 

1,285 

1,331 

1,432 

1,409 

1,367 

1,304 

1,298 

1,240 

1,311 

1,403 

+4 

-5 

-4 

Nondurable-goods  stores,  total. 

2,320 

2,247 

2,442 

2,468 

2,  571 

2, 596 

2, 657 

2,695 

2, 619 

2, 711 

2,629 

2,  541 

3,184 

+7 

+3 

-3 

Food  group . 

885 

861 

884 

876 

919 

884 

955 

940 

914 

971 

885 

914 

932 

+4 

-3 

-9 

Grocery  stores . 

827 

794 

807 

795 

837 

809 

880 

869 

845 

906 

823 

858 

865 

+3 

-4 

-9 

Eating  and  drinking  places . 

271 

266 

275 

278 

292 

314 

335 

339 

313 

314 

289 

274 

295 

+7 

+5 

-8 

GAF2,  total . 

690 

679 

781 

775 

818 

852 

824 

880 

861 

897 

936 

875 

1,380 

+11 

+7 

+4 

General  merchandise  group . 

349 

350 

416 

422 

436 

454 

451 

489 

467 

496 

543 

491 

803 

+9 

+11 

+9 

Apparel  group . 

155 

140 

176 

165 

187 

198 

181 

194 

203 

196 

191 

183 

333 

+10 

44 

-3 

+14 

c  •+■ 

.  •  1  ■  1  1  II  f  L-  -.1-1  f 

+3 

,  '  '  '  '  '  p  '  1  1  i  .  1  , 

- 1 - 1 - 1_ i_ i_ i  i_ i ! i_ i_ i 

+6 

1  Preliminary  estimates.  2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in 

department  store  types  of  merchandise. 

(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately.  States 
in  geographic  regions  are  shown  on  last  page  of  report. 


Table  2.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  NOVEMBER  1963  TO  NOVEMBER  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences  ) 
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Geographic  division  and 
kind  of  business 

1964 

1963 

Percentage  change 

Jan. -Nov. 
1964 
from — 
Jan. -Nov. 
1963 

Nov.  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov.1 

Nov. 

Dec. 

ftov. 

1963 

Oct. 

1964 

New  England  Division,  total . 

1,238 

1,162 

1, 272 

1,313 

1,423 

1,439 

1,417 

1,422 

1,380 

1,42? 

1,402 

1,336 

1,662 

4-8 

+5 

-2 

Durable-goods  stores . 

376 

357 

417 

477 

513 

493 

430 

444 

415 

417 

429 

401 

469 

+11 

+7 

+3 

Nondurable-goods  stores . 

862 

805 

855 

836 

910 

946 

987 

978 

965 

1,010 

973 

935 

1,193 

+6 

+4 

-4 

Food  group . 

340 

317 

318 

318 

353 

362 

403 

382 

364 

386 

344 

342 

347 

+5 

+1 

-11 

GAF2,  total . 

.  230 

218 

263 

256 

2e9 

305 

277 

298 

306 

315 

323 

313 

505 

+9 

+3 

+3 

Middle  Atlantic  Division,  total . 

3,695 

3,604 

4,011 

4,057 

4,311 

4,232 

4,091 

4,013 

3,982 

4,246 

4,150 

4,156 

4,933 

+4 

0 

-2 

EXirable-goods  stores . 

980 

991 

1,136 

1,237 

1,304 

1,282 

1,175 

1,143 

1,083 

1,136 

1,153 

1,194 

1,216 

+2 

-3 

+1 

Nondurable-goods  stores . 

2,715 

2,613 

2,875 

2,820 

3,007 

2,950 

2,916 

2, 870 

2,899 

3,110 

2,997 

2,962 

3,717 

+5 

+1 

-4 

GAF2,  total . 

806 

779 

983 

925 

1,025 

1,033 

932 

963 

1,042 

1,149 

1,185 

1,100 

1,703 

+8 

+8 

+3 

General  merchandise  group . 

357 

351 

430 

421 

457 

462 

430 

452 

493 

546 

587 

528 

861 

+10 

+11 

+8 

East  North  Central  Division,  total.. 

3,931 

3,886 

4, 247 

4,497 

4,778 

4,656 

4,581 

4,489 

4,464 

4, 882 

4,661 

4,619 

5,283 

+6 

+1 

-5 

Durable-goods  stores . 

1,179 

1,210 

1, 357 

1,558 

1,574 

1,579 

1,479 

1,370 

1,424 

1,562 

1,464 

1,473 

1,472 

+5 

-1 

-6 

Nondurable-goods  stores . 

2,752 

2,676 

2,890 

2,939 

3,204 

3,077 

3,102 

3,119 

3,040 

3,320 

3,197 

3, 146 

3,811 

+8 

+2 

-4 

Food  group . 

1,044 

1,039 

1,034 

1,033 

1,116 

1,074 

1,126 

1,101 

1,046 

1,142 

1,034 

1,081 

1,085 

+6 

-4 

-9 

GAF2,  total . 

801 

785 

968 

970 

1,023 

1,019 

965 

1,031 

1,050 

1,148 

1,210 

1,149 

1,717 

+10 

+5 

General  merchandise  group . 

427 

433 

536 

541 

577 

581 

539 

594 

596 

644 

703 

661 

1,024 

+11 

+9 

West  North  Central  Division,  total.. 

1, 585 

1,511 

1,625 

1,757 

1,896 

1,893 

1,977 

1,873 

1,877 

2,003 

1,860 

1,891 

2,064 

+3 

-2 

-7 

Durable-goods  stores . 

534 

527 

561 

640 

668 

705 

747 

666 

677 

o92 

642 

699 

649 

+2 

-8 

-7 

Nondurable-goods  stores . 

1,051 

984 

1,064 

1,117 

1,228 

1,188 

1,230 

1,207 

1,200 

1,311 

1,218 

1,192 

1,415 

+3 

+2 

_7 

Food  group . 

346 

321 

322 

326 

356 

354 

383 

369 

360 

394 

350 

368 

361 

0 

-5 

-i: 

GAF2,  total . 

290 

279 

332 

340 

363 

374 

378 

393 

388 

428 

431 

399 

592 

+8 

+8 

+i 

General  merchandise  group . 

158 

157 

188 

194 

208 

215 

210 

230 

221 

252 

259 

226 

362 

+8 

+15 

+3 

South  Atlantic  Division,  total . 

2, 523 

2,505 

2,789 

2,828 

3,035 

2,938 

2,919 

2,936 

2,786 

2,974 

2,836 

2,775 

3,273 

+7 

+2 

-5 

EXirable-goods  stores . 

821 

861 

976 

1,028 

1,107 

1,066 

1,003 

977 

948 

973 

890 

914 

942 

+9 

-3 

-9 

Nondurable-goods  stores . 

1,702 

1,644 

1,813 

1,800 

1,928 

1,872 

1,916 

1,959 

1,838 

2,001 

1,946 

1,861 

2, 331 

+6 

+5 

-3 

GAF2,  total . 

490 

501 

637 

601 

651 

641 

607 

680 

660 

737 

748 

651 

1,037 

+12 

+15 

+1 

General  merchandise  group . 

250 

257 

328 

321 

345 

330 

311 

346 

323 

364 

399 

351 

579 

+8 

+14 

+10 

East  South  Central  Division,  total.. 

963 

982 

1,092 

1,114 

1,195 

1,144 

1,129 

1,117 

1,103 

1,161 

1,099 

1,075 

1,248 

+9 

+2 

-5 

Nondurable-goods  stores . 

628 

614 

677 

689 

749 

703 

713 

724 

712 

772 

721 

713 

856 

+7 

+1 

-7 

-10 

-4 

GAF2,  total . 

185 

184 

236 

236 

251 

235 

225 

243 

231 

257 

247 

246 

378 

+9 

0 

General  merchandise  group . 

97 

97 

121 

124 

133 

123 

118 

126 

121 

139 

137 

135 

216 

+9 

+1 

-1 

West  South  Central  Division,  total. . 

1,704 

1,684 

i,8a 

1,867 

1,968 

1,912 

1,965 

1, 866 

1,793 

1,903 

1,814 

1,790 

2,054 

+5 

+1 

-5 

Nondurable-goods  stores . 

1,093 

1,053 

1,145 

1,157 

1,  218 

1,191 

1,225 

1,215 

1,147 

1,237 

1,187 

1,159 

1,389 

+5 

+2 

-6 

-4 

GAF2,  total . 

311 

297 

359 

351 

384 

382 

388 

423 

389 

428 

430 

380 

592 

+13 

+13 

0 

General  merchandise  group . 

144 

146 

177 

179 

195 

180 

184 

208 

187 

211 

216 

190 

309 

+14 

+14 

+2 

Mountain  Division,  total . 

765 

711 

762 

795 

837 

901 

907 

918 

848 

8^9 

824 

902 

1,010 

-3 

-9 

-6 

Nondurable-goods  stores . 

511 

484 

529 

527 

544 

575 

603 

610 

570 

583 

563 

566 

692 

-1 

-1 

-3 

_  , 

-8 

+1 

GAF2,  total . 

133 

129 

151 

150 

159 

164 

163 

177 

160 

169 

170 

167 

270 

+8 

+2 

General  merchandise  group . 

66 

66 

83 

84 

88 

89 

87 

98 

84 

90 

94 

91 

155 

+7 

+3 

+4 

Pacific  Division,  total . 

2,750 

2,713 

2,883 

2,958 

3,065 

3,127 

3,159 

3,144 

3,075 

3,130 

3,045 

2,950 

3,577 

+8 

+3 

-3 

IXirable-goods  stores . 

941 

950 

970 

1,017 

1,038 

1,106 

1,105 

1,059 

1,026 

1,002 

979 

975 

1,085 

+7 

0 

-2 

Nondurable-goods  stores . 

1,809 

1,763 

1,913 

1,941 

2,027 

2,021 

2,054 

2,085 

2,049 

2,128 

2,066 

1,975 

2,492 

+9 

+5 

-3 

Food  group . 

684 

666 

686 

689 

722 

694 

751 

741 

721 

756 

687 

702 

719 

+6 

-2 

-9 

GAF2,  total . 

557 

550 

630 

625 

659 

688 

661 

703 

701 

728 

766 

708 

1,110 

+11 

+8 

+5 

Note:  Estimates  are  based  on  a  sanple.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 

1  Preliminary  estimates. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 
(C)  (c)  See  footnote  to  table  1. 
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Table  3.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  SELECTED  LARGE  STATES:  NOVEMBER  1963  TO  NOVEMBER  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences  ) 


State 

1964 

1963 

Percentage  change 

Jan. -Nov. 

Novembe 

»r  1964 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov.1 

Nov. 

Dec . 

1964 

from-- 

Jan.-Nov. 

1963 

Nov. 

1963 

Oct. 

1964 

California . 

2, 154 

2, 109 

2,195 

2, 260 

2,354 

2,389 

2,375 

2,336 

2,300 

2, 355 

2,  326 

2, 277 

2,783 

+8 

+  2 

-1 

Illinois . 

1,143 

1,131 

1,276 

1,336 

1,418 

1,  384 

1,302 

1,  284 

1,  282 

1,377 

1,372 

1,386 

1,602 

+6 

-1 

0 

Massachusetts . 

586 

561 

630 

665 

697 

675 

630 

623 

621 

643 

654 

631 

778 

+  5 

+4 

+2 

Michigan . 

853 

823 

884 

952 

1,017 

984 

993 

966 

983 

1,080 

1,040 

973 

1,109 

+7 

+7 

-4 

New  Jersey . 

697 

699 

802 

808 

869 

851 

820 

789 

773 

814 

813 

782 

920 

+  8 

+4 

0 

New  York . 

1,910 

1,839 

2,028 

2,036 

2, 156 

2,114 

2,045 

2,033 

2,027 

2, 132 

2,041 

2,110 

2,493 

+4 

-3 

-4 

Ohio . 

986 

977 

1,063 

1,115 

1,176 

1,147 

1,141 

1,151 

1,136 

1,267 

1,186 

1, 182 

1,  340 

+  5 

0 

-6 

Pennsylvania . 

1,088 

1,066 

1,181 

1,213 

1,286 

1, 267 

1,226 

1, 191 

1,182 

1,  300 

1,  296 

1,264 

1,520 

+  3 

+  3 

0 

Texas . . 

1,010 

1,021 

1,113 

1, 129 

1, 192 

1,161 

1,200 

1,141 

1, 101 

1,150 

1,083 

1, 074 

1,228 

+5 

+  1 

-6 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  FIVE  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  NOVEMBER  1963  TO  NOVEMBER  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences.) 


Statistical  areas 

1964 

Percentage  change 

Jan. -Nov. 

Novembe 

r  1964 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov  .x 

Nov. 

Dec . 

1964 
from-- 
Jan. -Nov. 
1963 

Nov . 
1963 

Oct. 

1964 

Standard  Consolidated  Areas2 

Chicago,  Ill. -Northwestern  Ind., 

total . 

812 

802 

910 

942 

986 

958 

895 

888 

894 

962 

980 

963 

1,145 

+  6 

+2 

+  2 

C  " 

+6 

+8 

New  York-Northeastern  N.  J., 

total . 

1,708 

1,666 

1,846 

1,829 

1,951 

1,905 

1,790 

1,751 

1,779 

1,884 

1,860 

1,869 

2, 216 

+4 

0 

-1 

GAF3 . 

412 

395 

488 

456 

517 

527 

464 

462 

517 

562 

566 

537 

813 

+9 

+5 

+1 

Standard  Metropolitan 

Statistical  Areas2 

Chicago.  Ill.,  total . 

758 

742 

853 

877 

914 

889 

822 

816 

821 

873 

897 

894 

1,071 

+6 

0 

+3 

'  1  1  1  '  '  “  1  1  1  1  1 

+  8 

1  1  1  1  1  1  -  1  1  1  1  i  l 

Los  Angeles,  Calif.,  total . 

1,018 

963 

1,004 

1,022 

1,061 

1,063 

1,070 

1,060 

1,058 

1,073 

1,079 

1,064 

1,337 

+9 

+  1 

+1 

c 

New  York,  N.  Y.,  total . 

1,229 

1,195 

1, 308 

1,282 

1,356 

1,326 

1,262 

1,  243 

1,274 

1,348 

1,313 

1,345 

1,603 

+4 

-2 

-3 

1  i  i  i  '  i  ^  i  i  i  i  i  i 

+  8 

+4 
+  14 

+  1 

1  1  1  1  i  Ip!  1  1  1  i  1 

. 

J  i_ i_ i_ i_ i  l  1  i  i  1  i . . 

+  11 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  =  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  ■  1.6  to  3.0  percent 
c  ■  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Dollar 

volume  estimates 

Percentage  change  from  same 
month  a  year  ago 

Month- to- month  percent  change  over 

2  consecutive  months 

Kind  of  business 

The 

The 

The 

The 

The 

The 

United 

North- 

North 

The 

The 

United 

North- 

North 

The 

The 

United 

North- 

North 

The 

The 

States 

eastern 

Central 

South 

West 

States 

eastern 

Central 

South 

West 

States 

eastern 

Central 

South 

West 

States 

States 

States 

States 

States 

States 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable- goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

c 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

c 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

c 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

l 

A 

B 

l 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Perce 

ntage  change 

from  same  n 

onth  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

2 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

l 

A 

A 

l 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

b 

3 

b 

Nondurable-goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

l 

a 

a 

l 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

1  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  cf  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  2  More  than  10.5  percent.  3  More  than  4.5  percent. 


Table  S-3.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

A 

B 

B 

a 

Table  S-4 .  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  HI. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York-Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  HI . 

B 

C 

B 

B 

a 

b 

Detroit,  Mich . 

C 

C 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

C 

B 

B 

a 

b 

New  York,  N.  Y . 

B 

C 

B 

B 

a 

a 

Philadelphia,  Pa . 

C 

C 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  .  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist- 
ance  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
conponents  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  fims,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores .  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1963  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business.  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  is  measurable . 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
,the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates . ) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  againsta  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  oi  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  from  this  report  by  subtracting 
published cbta  from  their  respective  totals.  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
,rbuilding  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business . 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 


CHICAGO,  ILL.— NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

GARY -HAMM CND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N . J .  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.  J. 

PATERSON -CLIFTON-PASSAIC,  N.  J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 


Selected  Standard  Metropolitan 

Statistical  Areas 

CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES -LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties.  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 

N.  J. 


Middlesex  and  Somerset  counties,  N.  J. 

Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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SALES 

Total  1964  annual  sales  of  all  retail  stores  in  the 
United  States  were  estimated  at  $261.5  billion,  6 
percent  above  the  $246.4  billion  estimated  for  1963. 
Annual  sales  of  durable-goods  and  nondurable-goods 
stores  increased  6  percent  over  the  previous  year. 
All  major  kinds-of-business  groups  showed  percentage 
increases  in  comparison  with  1963  'levels.  Hie  largest 
increase  ( 13$)  was  reported  by*  the  furniture  and  ap¬ 
pliance  group  followed  by  the  general  merchandise 
group  (11$),  the  apparel  group  (8$),  eating  and 
drinking  places  (7$),  the  automotive  and  food  groups 
(5$  each),  and  the  lumber,  building,  hardware,  farm 
equipment  group  ( 1$) . 


Sales  of  all  retail  stores  for  the  month  of  Decem¬ 
ber  1964  were  estimated  at  $27.6  billion,  27  percent 
above  sales  for  November  1964  and  10  percent  higher 
than  December  1963.  After  adjustment  for  seasonal 
variations  and  trading  day  differences  but  not  for 
price  changes,  December  1964  sales  amounted  to  $22.7 
billion,  5  percent  above  sales  for  the  previous  month 
and  8  percent  over  the  corresponding  month  in  1963. 
Adjusted  sales  of  durable-goods  stores  in  December 
1964  were  13  percent  higher  than  the  previous  month 
and  11  percent  higher  than  December  a  year  ago.  Ad¬ 
justed  sales  of  nondurable-goods  stores  for  December 
1964  increased  1  percent  from  November  and  were  6 
percent  higher  than  December  1963. 


ANNUAL  PER  CAPITA  RETAIL  SALES- 
UNITED  STATES,  1961  THR0U6H  1964 

Dollars  Dollors 


1961  1962  1963  1964 


1:-:i:-:in  Durable-goods  stores 

Nondurable-goods  stores 


Net.:  Includes  AlasWo  and  Hawaii. 


eueeau  of  the  census 


Based  on  adjusted  data,  December  1964  sales  of  the 
automotive  group  were  24  percent  above  those  for  No¬ 
vember.  The  lumber,  building,  hardware,  farm  equip¬ 
ment  group  increased  4  percent,  while  sales  of  the 
furniture  and  appliance  group  remained  virtually  un¬ 
changed.  In  the  nondurable-goods  category,  month-to- 
month  increases  were  reported  try  the  food  group  ( 3$) , 
and  eating  and  drinking  places  (2$).  Sales  of  the 
general  merchandise  group  were  little  changed  and 
the  apparel  group  decreased  1  percent. 

Compared  with  December  1963,  adjusted  sales  for 
December  1964  increased  for  all  major  kinds-of-busi- 
ness  groups  with  the  automotive  group  showing  the 
largest  increase  (16$).  Other  major  increases  were 
shown  by  the  general  merchandise  group  (11$)  and  the 
food  group  ( 8$) . 


ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $16.8 
billion  in  total  accounts  receivable  balances  owed  by 
customers  as  of  December  31,  1964.  Based  on  data  not 
adjusted  for  seasonal  variations  or  price  changes, 
this  total  was  7  percent  above  the  November  1964  level 
and  8  percent  higher  than  the  15.5  billion  outstanding 
at  the  end  of  December  a  year  ago.  Compared  with 
December  1963,  installment  account  balances  increased 
14  percent  and  charge  account  balances  3  percent. 

Total  receivable  balances  of  durable-goods  stores 
were  2  percent  higher  than  those  for  the  previous 
month  and  3  percent  above  those  at  the  end  of  Decem¬ 
ber  1963.  Nondurable-goods  stores  reported  a  10  per¬ 
cent  increase  in  total  amounts  outstanding  from  the 
November  30,  1964  total  and  a  13  percent  increase 
over  the  total  outstanding  at  the  end  of  December  1963. 


For  sale  by  the  Superintendent  of  Documents,  Government  PrintingOffice,  Washington,  D.C.  20402.  Annual  subscription  to  Current  Retail  Trade  Reports 
(Weekly  Retail  Sales  Report,  Advance  Monthly  Retail  Sales  Report,  Monthly  Retail  Trade  Report,  and  Annual  Retail  Report  sold  as  a  single 

subscription)  $6.00.  Single  copies,  available  from  the  Government  Printing  Office,  10<  each. 
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Table  1.  — ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  1963 


(Millions  of  dollars) 


** 

1963 

Kind  of  business 

1963 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

w 

Data 

NOT  ADJUSTED  for 

seasonal 

variations  or  trading  day  differences 

United  States,  total . 

246, 435 

18, 261 

17,087 

19,653 

20, 518 

21, 228 

20, 737 

20,  540 

21,018 

19,267 

21, 528 

21,494 

25, 104 

Durable-goods  stores,  total . 

80,098 

5,695 

5,432 

6,383 

6,982 

7,239 

7,044 

6,976 

6,556 

5,999 

7,599 

6,985 

7, 208 

Nondurable-goods  stores,  total . 

166, 337 

12, 566 

11,655 

13,270 

13, 536 

13,989 

13,693 

13, 564 

14, 462 

13,268 

13,929 

14,  509 

17, 896 

Food  group . 

59, 143 

4,738 

4,467 

4,976 

4,677 

5,066 

4,957 

5,003 

5,318 

4,684 

4,910 

5,153 

5,194 

Grocery  stores . 

53,551 

4, 303 

4, 048 

4,531 

4,  223 

4,  578 

4, 483 

4,  502 

4,828 

4,238 

4,449 

4, 689 

4,679 

Meat  markets . 

1,510 

124 

120 

126 

123 

132 

124 

131 

132 

118 

123 

124 

133 

Bakery  oroducts  stores . 

1,102 

90 

83 

93 

90 

90 

90 

86 

93 

91 

95 

97 

104 

Eating  and  drinking  places . 

18,071 

1,334 

1, 254 

1,421 

1,463 

1,562 

1,592 

1, 646 

1,698 

1,526 

1,556 

1,486 

1,533 

Eating  places . 

12,609 

920 

859 

982 

1,027 

1,098 

1,127 

1,159 

1,202 

1,070 

1,083 

1,028 

1,054 

Restaurants,  cafeterias,  lunchrooms . 

10, 333 

775 

726 

818 

839 

882 

896 

925 

972 

870 

892 

855 

883 

Drinking  places . 

5,462 

414 

395 

439 

436 

464 

465 

487 

496 

456 

473 

458 

479 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

28,660 

1,744 

1,627 

2,075 

2,299 

2,278 

2,266 

2, 108 

2,444 

2,275 

2,417 

2, 728 

4, 399 

merchandise  stores . 

20, 612 

1,261 

1,137 

1,498 

1,644 

1,646 

1,656 

1,512 

1,757 

1,646 

1,734 

1,956 

3,165 

Department  stores . 

16, 683 

1,006 

905 

1,205 

1,323 

1,325 

1,340 

1,212 

1,408 

1,340 

1,404 

1,590 

2,625 

Variety  stores . 

Mail  order  houses  (department  store 

4,625 

259 

274 

320 

384 

361 

357 

341 

390 

354 

378 

414 

793 

merchandise) . 

2,124 

126 

126 

153 

163 

160 

141 

148 

183 

172 

197 

248 

307 

Apparel  group . 

14,460 

986 

826 

1,081 

1,268 

1,163 

1,127 

1,010 

1,167 

1,161 

1,191 

1,308 

2,172 

Men's,  boys'  wear  stores2 . 

2,786 

204 

160 

186 

224 

218 

239 

200 

209 

203 

218 

254 

471 

Men's,  beys'  clothing,  furnishings  stores... 

2,704 

197 

155 

180 

216 

211 

233 

194 

203 

197 

210 

246 

462 

Women's  apparel,  accessory  stores3 . 

5,593 

377 

326 

428 

482 

460 

421 

390 

446 

448 

472 

509 

834 

Women's  ready-to-wear  stores . 

4,921 

329 

286 

382 

424 

402 

372 

342 

394 

399 

418 

446 

727 

Family  clothing  stores . 

2,925 

190 

157 

212 

247 

229 

224 

196 

238 

231 

247 

282 

472 

Shoe  stores . 

2,487 

165 

147 

205 

259 

210 

202 

179 

212 

214 

197 

202 

295 

Furniture  and  appliance  group . 

11,612 

830 

781 

838 

854 

934 

933 

965 

992 

980 

1,095 

1,077 

1,333 

Furniture,  home  furnishings  stores . 

7,465 

517 

502 

543 

574 

612 

599 

608 

651 

647 

719 

703 

790 

Furniture  stores . 

5,456 

374 

356 

387 

404 

448 

443 

455 

496 

476 

517 

509 

591 

Household  appliance,  TV,  radio  stores . 

4,147 

313 

279 

295 

280 

322 

334 

357 

341 

333 

376 

374 

543 

Household  appliance  dealers . 

3,048 

228 

201 

211 

206 

240 

252 

271 

256 

247 

273 

270 

393 

Lumber,  building,  hardware,  farm  equipment  group 

15,528 

921 

886 

1,128 

1,359 

1,422 

1,417 

1,451 

1,462 

1,431 

1,526 

1,340 

1,185 

Lumber  yards,  building  materials  dealers4 . 

8,919 

520 

493 

604 

748 

828 

819 

876 

911 

842 

897 

771 

610 

Lumber  yards . 

6,006 

347 

324 

398 

498 

551 

555 

600 

632 

582 

608 

515 

396 

Hardware  stores . 

2,647 

175 

156 

191 

229 

240 

231 

224 

227 

213 

222 

231 

308 

Automotive  group . 

45,959 

3,487 

3,309 

3,926 

4, 262 

4, 301 

4,126 

4,003 

3,529 

2,990 

4,387 

3,949 

3,690 

Passenger  car,  other  automotive  dealers . 

43, 197 

3,309 

3,148 

3,732 

4,033 

4,060 

3,865 

3,746 

3,288 

2,779 

4, 148 

3,712 

3,377 

Passenger  car  dealers5 . 

41,739 

3,215 

3,043 

3,608 

3,871 

3,905 

3,715 

3,608 

3,151 

2, 677 

4,042 

3,613 

3,291 

Passenger  car  dealers  (franchised) . 

38, 211 

2,921 

2,753 

3,290 

3,546 

3,570 

3,404 

3,313 

2,883 

2,402 

3,745 

3,330 

3,054 

Tire,  battery,  accessory  dealers . 

2,762 

178 

161 

194 

229 

241 

261 

257 

241 

211 

239 

237 

313 

Gasoline  service  stations . 

19,365 

1,540 

1,395 

1, 543 

1, 574 

1,626 

1, 659 

1,712 

1,730 

1,599 

1,649 

1, 625 

1, 713 

Drug  and  proprietary  stores . 

8,175 

649 

641 

667 

652 

676 

664 

660 

680 

647 

667 

666 

906 

Drug  stores . 

7,897 

630 

623 

647 

632 

655 

640 

636 

655 

622 

643 

643 

871 

Liquor  stores . 

5,659 

409 

386 

427 

429 

458 

450 

474 

489 

437 

466 

510 

724 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

20,387 

20, 374 

20, 350 

20, 276 

20, 200 

20,486 

20, 719 

20, 666 

20, 426 

20,716 

20, 558 

21,019 

Durable-goods  stores,  total . 

6,  624 

6, 624 

6,576 

6, 646 

6,512 

6, 630 

6, 773 

6,  562 

6, 606 

6,941 

6,734 

6,831 

Nondurable-goods  stores,  total . 

13,763 

13,750 

13, 774 

13,630 

13,688 

13, 856 

13,946 

14, 104 

13,  820 

13,775 

13, 824 

14, 188 

Food  group . 

4,924 

4,894 

4, 853 

4, 864 

4,  890 

4,923 

5,030 

4,996 

4, 897 

4,943 

4,973 

4,991 

Grocery  stores . 

4,463 

4,433 

4, 399 

4, 400 

4, 414 

4, 456 

4, 540 

4,527 

4,441 

4,484 

4,512 

4,523 

Eating  and  drinking  places . 

1,480 

1,496 

1,507 

1,518 

1, 504 

1,511 

1,497 

1,  519 

1,470 

1,530 

1,506 

1,  528 

General  merchandise  group . 

2,308 

2,332 

2,409 

2,301 

2,322 

2,409 

2,415 

2,475 

2,390 

2,303 

2,355 

2,474 

Department  stores . 

1,  343 

1,  349 

1,417 

1,330 

1,353 

1,414 

1,403 

1,452 

1,386 

1,321 

1,355 

1,457 

Variety  stores . 

373 

376 

378 

377 

380 

389 

385 

387 

386 

390 

381 

397 

Mail  order  houses  (department  store  merchandise) . 

158 

169 

173 

171 

163 

174 

185 

189 

181 

173 

183 

184 

Apparel  group . 

1,222 

1,209 

1, 207 

1,166 

1,156 

1,179 

1,214 

1,259 

1,204 

1,150 

1,186 

1,250 

Men's,  boys'  wear  stores2 . 

231 

234 

233 

233 

221 

222 

239 

247 

238 

217 

224 

239 

Women's  apparel,  accessory  stores3 . 

461 

460 

462 

443 

447 

471 

475 

480 

465 

451 

463 

482 

Shoe  stores . 

211 

215 

219 

203 

203 

199 

202 

209 

198 

196 

205 

222 

Furniture  and  appliance  group . 

938 

953 

940 

945 

938 

935 

979 

939 

985 

1,028 

986 

1,021 

Furniture,  home  furnishings  stores . 

599 

616 

607 

617 

598 

611 

613 

611 

648 

666 

640 

637 

Household  appliance,  TV,  radio  stores . 

339 

337 

333 

328 

340 

324 

366 

328 

337 

362 

346 

384 

lumber,  building,  hardware,  farm  equipment  group . 

1,  278 

1,273 

1,289 

1,290 

1,238 

1,263 

1,262 

1,299 

1, 318 

1,350 

1,381 

1,289 

Lumber  yards,  building  materials  dealers4 . 

721 

718 

722 

736 

738 

750 

746 

771 

761 

764 

754 

716 

Hardware  stores . 

225 

221 

220 

221 

202 

212 

212 

221 

214 

222 

240 

236 

Automotive  group . 

3, 854 

3, 820 

3,764 

3,  824 

3,740 

3,343 

3,940 

3,733 

3,717 

3,980 

3,791 

3,935 

Passenger  car,  other  automotive  dealers . 

3, 624 

3,598 

3,  544 

3,602 

3,515 

3, 607 

3,709 

3,512 

3,495 

3,748 

3,556 

3, 685 

Tire,  battery,  accessory  dealers . 

230 

222 

220 

222 

225 

236 

231 

221 

222 

232 

235 

250 

Gasoline  service  stations . 

1, 627 

1,611 

1, 618 

1,  594 

1,581 

1,584 

1,602 

1,612 

1,605 

1,618 

1,638 

1,681 

Drug  and  proprietary  stores . 

670 

683 

678 

677 

678 

674 

674 

685 

688 

683 

677 

694 

Liquor  stores . 

456 

457 

458 

471 

469 

475 

481 

476 

466 

478 

473 

483 

See  footnotes  at  end  of  table  1,  page  3. 


Table  1.—  ESTIMATED  MONTHLY  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  1964— Continued 
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(Millions  cf  dollars) 


1964 


Kind  of  business 


Total 

1964 


Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Dec . 


Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

261,489 

19, 154 

18,758 

20,502 

21,186 

22,508 

22,242 

22, 145 

21,778 

21,313 

22,605 

21,720 

27,578 

Durable-goods  stores,  total . 

85,021 

6,031 

6,122 

6,741 

7,360 

7,693 

7,719 

7,399 

7,011 

6,893 

7,133 

6,813 

8, 106 

Nondurable-goods  stores,  total . 

176,468 

13,123 

12,636 

13,761 

13,826 

14,815 

14,523 

14,746 

14, 767 

14,420 

15,472 

14,907 

19,472 

Food  group . 

62, 190 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

5,484 

5,283 

5,099 

5,528 

5,017 

5,761 

Grocery  stores . 

56, 269 

4,558 

4,395 

4,406 

4,414 

4,739 

4,613 

4,971 

4,780 

4,612 

5,031 

4,546 

5,204 

Meat  markets . 

1,495 

133 

125 

129 

123 

127 

127 

125 

123 

117 

128 

113 

125 

Bakery  products  stores . 

1,134 

93 

89 

95 

94 

96 

92 

88 

94 

92 

99 

96 

106 

Eating  and  drinking  places . 

19,  382 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,796 

1,805 

1,671 

1,688 

1,568 

1,639 

Eating  places . 

13,793 

990 

964 

1,045 

1,092 

1,179 

1,239 

1,293 

1,308 

1,204 

1,207 

1,118 

1,154 

Restaurants,  cafeterias,  lunchrooms . 

11, 243 

831 

811 

869 

895 

942 

983 

1,026 

1,047 

976 

989 

921 

953 

Drinking  places . 

5,589 

446 

422 

440 

455 

471 

472 

503 

497 

467 

481 

450 

485 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

31,703 

1,872 

1,875 

2,303 

2,310 

2,479 

2,491 

2,380 

2,591 

2,550 

2,801 

3,021 

5,030 

merchandise  stores . 

22,909 

1,344 

1,320 

1,638 

1,677 

1,800 

1,816 

1,714 

1,865 

1,857 

2,056 

2,180 

3,642 

Department  stores . 

18,622 

1,094 

1,069 

1,336 

1,366 

1,463 

1,481 

1,384 

1,513 

1,519 

1,668 

1,761 

2,968 

Variety  stores . 

Mail  order  houses  (department  store 

5,181 

289 

313 

389 

361 

399 

395 

398 

421 

400 

430 

473 

913 

merchandise) . 

2,340 

140 

146 

178 

179 

173 

170 

158 

195 

189 

209 

262 

341 

Apparel  group . 

15,556 

1,026 

927 

1,283 

1,140 

1,282 

1,238 

1,118 

1,209 

1,289 

1,376 

1,355 

2,313 

Men's,  boys'  wear  stores* 2 . 

3,026 

208 

176 

206 

204 

240 

254 

221 

220 

234 

269 

273 

521 

Men's,  boys'  clothing,  furnishings  stores.. 

2,940 

202 

171 

200 

196 

231 

247 

214 

214 

229 

261 

265 

510 

Women's  apparel,  accessory  stores3 . 

6,108 

407 

375 

502 

463 

506 

465 

427 

463 

497 

547 

539 

917 

Women's  ready-to-wear  stores . 

5,320 

347 

327 

440 

406 

440 

401 

364 

402 

435 

480 

474 

804 

Family  clothing  stores . 

3,071 

187 

178 

247 

217 

252 

249 

217 

249 

250 

281 

270 

474 

Shoe  stores . 

2,634 

177 

156 

266 

211 

233 

217 

195 

212 

235 

215 

210 

307 

Furniture  and  appliance  group . 

13,065 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

1,111 

1,088 

1,182 

1,169 

1,460 

Furniture,  home  furnishings  stores . 

8,442 

584 

600 

638 

663 

685 

735 

708 

735 

696 

776 

752 

870 

Furniture  stores . 

6, 183 

421 

425 

443 

478 

497 

543 

532 

552 

508 

569 

550 

665 

Household  appliance,  TV,  radio  stores . 

4, 623 

321 

320 

335 

341 

358 

377 

390 

376 

392 

406 

417 

590 

Household  appliance  dealers . 

3,325 

228 

229 

241 

244 

263 

282 

290 

274 

285 

287 

294 

408 

Lumber,  building,  hardware,  farm  equipment 

group . 

15,  626 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,500 

1,389 

1,397 

1,449 

1,241 

1,234 

Lumber  yards,  building  materials  dealers4.... 

8, 864 

536 

542 

616 

721 

801 

879 

872 

823 

814 

871 

743 

646 

Lumber  yards . 

5, 857 

355 

366 

403 

473 

525 

580 

564 

555 

544 

591 

489 

412 

Hardware  stores . 

2,785 

176 

167 

182 

217 

246 

250 

237 

229 

231 

247 

252 

351 

Automotive  group . 

48,458 

3,677 

3,684 

4,058 

4,453 

4,551 

4,387 

4,159 

3,853 

3,728 

3,858 

3,713 

4, 337 

Passenger  car,  other  automotive  dealers . 

45, 571 

3,488 

3,505 

3,847 

4,215 

4,289 

4,110 

3,896 

3,611 

3,436 

3,503 

3,614 

3,471 

4,022 

Passenger  car  dealers5 . . 

-44,018 

3,404 

3,412 

3,734 

4,077 

4,141 

3,947 

3,723 

3,385 

3,486 

3,357 

3,916 

Passenger  car  dealers  (franchised) . 

v  40, 531 

3,116 

3,128 

3,429 

3,768 

3,809 

3,648 

3,437 

3,157 

3,124 

3,193 

3,069 

3,653 

Tire,  battery,  accessory  dealers . 

\  2,887 

189 

179 

211 

238 

262 

277 

263 

242 

225 

244 

242 

315 

Gasoline  service  stations . 

20,292 

1,566 

1,480 

1,585 

1,617 

1,708 

1,754 

1,820 

1,801 

1,701 

1,761 

1,712 

1,787 

Drug  and  proprietary  stores . 

8,586 

671 

656 

680 

665 

713 

705 

707 

708 

701 

724 

689 

967 

Drug  stores . 

8, 263 

652 

636 

657 

643 

689 

681 

677 

679 

667 

691 

661 

930 

Liquor  stores . 

5,968 

433 

427 

434 

446 

485 

472 

500 

489 

475 

510 

518 

779 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

21,000 

21, 533 

21,223 

21,392 

21,777 

21,773 

21,935 

22,266 

22,254 

21,383 

■ - 

21,661 

22,  667 

Durable-goods  stores,  total . 

6,855 

7,262 

6,939 

7,010 

7,218 

7,002 

7,060 

7,324 

7,541 

6,496 

6,695 

7,  *>67 

Nondurable-goods  stores,  total . 

14,145 

14,271 

14,284 

14,382 

14,559 

14,771 

14,875 

14,942 

14,713 

14,887 

14,966 

15,100 

Food  group . 

5,031 

4,991 

5,112 

5,064 

5,034 

5,202 

5,261 

5,234 

5,250 

5,229 

5,258 

5,408 

Grocery  stores . 

4,548 

4,513 

4,605 

4,574 

4,540 

4,704 

4,769 

4,743 

4,755 

4,736 

4,774 

4,909 

Eating  and  drinking  places . 

1,580 

1,593 

1,584 

1,599 

1,589 

1,623 

1,642 

1,633 

1,600 

1,637 

1,609 

1,635 

General  merchandise  group . 

2,481 

2,592 

2,489 

2, 514 

2,589 

2,620 

2,686 

2,734 

2,591 

2,664 

2,738 

2,750 

Department  stores . 

1,464 

1,538 

1,467 

1,467 

1,543 

1,533 

1,580 

1,630 

1,516 

1,568 

1,580 

1,595 

Variety  stores . 

410 

408 

404 

421 

420 

427 

443 

439 

427 

429 

466 

448 

Mail  order  houses  (department  store  merchandise) . 

181 

197 

188 

192 

190 

200 

192 

205 

192 

198 

191 

196 

Apparel  group . 

1,250 

1,291 

1,228 

1,272 

1,295 

1,322 

1,316 

1,363 

1,285 

1,301 

1,310 

1,295 

Men's,  boys'  wear  stores2 . 

231 

246 

233 

241 

250 

244 

257 

269 

261 

259 

261 

256 

Women's  apparel,  accessory  stores3 . 

497 

505 

477 

504 

502 

522 

509 

519 

504 

512 

517 

514 

Shoe  stores . 

220 

214 

226 

219 

223 

218 

217 

224 

206 

210 

229 

227 

Furniture  and  appliance  group . 

1,019 

1,073 

1,088 

1,095 

1,080 

1,108 

1,107 

1,094 

1,067 

1,088 

1,098 

1,093 

Furniture,  home  furnishings  stores . 

671 

707 

711 

701 

699 

735 

709 

719 

679 

703 

701 

687 

Household  appliance,  TV,  radio  stores . 

348 

366 

377 

394 

381 

373 

398 

375 

388 

385 

397 

406 

Lumber,  building,  hardware,  farm  equipment  group . 

1,269 

1,348 

1,277 

1,257 

1,370 

1,339 

1,294 

1,273 

1,285 

1,273 

Lumber  yards,  building  materials  dealers4 . 

730 

779 

727 

707 

754 

765 

732 

711 

729 

741 

'  721 

'ill 

Hardware  stores . 

219 

228 

209 

205 

220 

227 

222 

227 

237 

242 

261 

264 

Automotive  group . 

3,951 

4,162 

3,894 

4,026 

4,126 

3,885 

3,989 

4,259 

4,531 

3,495 

3,685 

4,553 

Passenger  car,  other  automotive  dealers . 

3,711 

3,925 

3,646 

3,788 

3,880 

3,645 

3,755 

4,025 

4,301 

3,265 

3,428 

4,307 

Tire,  battery,  accessory  dealers . 

240 

237 

248 

238 

246 

240 

234 

234 

230 

230 

257 

246 

Gasoline  service  stations . 

1,638 

1,641 

1,629 

1,674 

1,670 

1,683 

1,701 

1,690 

1,695 

1,722 

1,738 

1,752 

Drug  and  proprietary  stores . 

694 

666 

702 

689 

713 

721 

726 

722 

734 

739 

724 

731 

Liquor  stores . 

471 

482 

491 

486 

495 

503 

495 

494 

499 

503 

509 

514 

Note:  U.S.  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  8,  page  14. 
Preliminary  estimates,  see  Explanatory  Material,  page  19. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 
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PERCENTAGE  CHANGES  IN  CUMULATIVE  RETAIL  SALES  -12  MONTHS  1964  FROM 
12  MONTHS  1963-  BY  MAJOR  KINDS  OF  BUSINESS  GROUPS 

0  +5  +10  +15  +20 


U.S.  TOTAL 


DURABLE-GOODS  STORES, 
TOTAL 


AUTOMOTIVE  GROUP 


FURNITURE  AND  APPLIANCE 
GROUP 


LUMBER,  BUILDING,  HARDWARE, 
FARM  EOUIPMENT  GROUP 


NONDURABLE-GOODS  STORES, 
TOTAL 


GENERAL  MERCHANDISE 
GROUP 


EATING  AND  DRINKING 
PLACES 


FOOD  GROUP 


0  +5  +10  +15  +20 


BUREAU  OF  THE  CENSUS 


APPAREL  GROUP 
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Table  2 . —  PERCENTAGE  CHANGES  IN  RETAIL  SALES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  DECEMBER  1964 


Percentage  changes  in  sales — 
all  retail  stores 

Percentage  changes  in  sales — 
all  retail  stores 

Kind  of  business 

December  1964 
from — 

12  mos . 
1964 

Kind  of  business 

December  1964 
from — 

12  mos. 
1964 

Dec. 

1963 

Nov. 

1964 

from 

12  mos. 
1963 

Dec. 

1963 

Nov. 

1964 

from 

12  mos. 
1963 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total 


Durable-goods  stores,  total . . . 
Nondurable-goods  stores,  total 


Food  group . 

Grocery  stores . 

Meat  markets . 

Fruit  stores,  vegetable  markets* * . 

Candy,  nut,  confectionery  stores*.... 

Bakery  products  stores . 

Delicatessen  stores* . 

Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 


Apparel  group . 

Men's,  boys'  clothing,  furnishings  stores . 

Men's,  boys'  clothing  stores* . 

Men's,  boys'  furnishings  stores* . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Women's  apparel,  accessory,  specialty  stores*.. 
Shoe  stores . . 


+10 

+27 

+6 

Furniture  and  appliance  group . 

+10 

+25 

+13 

Furniture  stores . 

+13 

+21 

+13 

Floor  coverings  stores* . 

-5 

+2 

+13 

+19 

Household  appliance,  TV,  radio  stores . 

+9 

+41 

+11 

+9 

+31 

+6 

Household  appliance  stores . 

+4 

+39 

+9 

TV,  radio  stores* . 

+21 

+48 

+12 

+  11 

+15 

+5 

Lumber,  building,  hardware,  farm  equipment 

+11 

+  14 

+5 

group . 

+4 

-1 

+1 

-6 

+11 

-1 

Lumber,  building  materials  dealers . 

+6 

-13 

-1 

-5 

+27 

-2 

Lumber  yards . 

+4 

-16 

-2 

+40 

+65 

+2 

Paint,  glass,  wallpaper  stores* . 

-4 

-10 

+3 

+2 

+10 

+3 

Heating  and  plumbing  equipment  dealers* . 

-31 

+3 

-7 

+11 

+7 

+3 

Hardware  stores . 

+14 

+39 

+5 

Farm  equipment  dealers* . 

-2 

-4 

+2 

+7 

+5 

+7 

Automotive  group . 

+18 

+17 

+5 

+8 

+3 

+9 

Passenger  car  dealers . 

+19 

+17 

+5 

+8 

Passenger  car  dealers  (franchised) . 

+20 

+19 

+6 

Tire,  battery,  accessory  dealers . 

+1 

+30 

+5 

+14 

+67 

+11 

Gasoline  service  stations . 

+4 

+4 

+5 

+15 

+67 

+11 

Fuel  fuel  oil  dealers* . 

-2 

+40 

-1 

+13 

+69 

+12 

Fuel  dealers,  except  fuel  oil* . 

-1 

+28 

+1 

+15 

+93 

+12 

Fuel  oil  dealers* . 

+3 

+49 

-2 

+11 

+30 

+10 

Drug  and  proprietary  stores . 

+7 

+40 

+5 

Drug  stores . 

+7 

+41 

+5 

Liquor  stores . 

+8 

+50 

+5 

+6 

+71 

+8 

Jewelry  stores* . 

+8 

+150 

-5 

+10 

+92 

+9 

Florists* . 

+69 

+141 

+1 

+12 

+90 

-1 

Book  stores* . 

+2 

+20 

(NA) 

+4 

+104 

+2 

Stationery  stores* . 

-4 

+28 

-3 

+11 

+70 

+8 

Music  stores* . 

+19 

+43 

+12 

0 

+76 

+5 

Camera,  photographic  supply  stores* . 

-4 

+66 

-3 

+11 

+80 

+12 

Optical  goods  stores* . 

0 

-6 

+13 

+4 

+46 

+6 

Typewriter  stores* . 

-13 

+17 

-10 

United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total... 

Food  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 

Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores.. 
Shoe  stores . 


Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


+8 

+5 

Furniture  and  appliance  group . 

+7 

0 

Furniture,  home  furnishings  stores . 

+8 

-2 

- 

+11 

+13 

- 

Household  appliance,  TV,  radio  stores . 

+6 

+2 

- 

+6 

+1 

- 

*-8 

Lumber,  building,  hardware,  farm  equipment 

+  9 

group . 

+1 

+4 

- 

Lumber,  building  materials  dealers . 

+4 

+3 

- 

+7 

+2 

Hardware  stores . 

+12 

+1 

“ 

+11 

0 

Automotive  group . 

+16 

+24 

_ 

+9 

+1 

- 

Passenger  car  and  other  automotive  dealers.... 

+17 

+26 

- 

+13 

-4 

- 

Tire,  battery,  accessory  dealers . 

-2 

-4 

" 

+7 

+3 

Gasoline  service  stations . 

+4 

+1 

- 

+4 

-1 

+7 

-2 

- 

Drug  and  proprietary  stores . 

+5 

+1 

- 

+7 

-1 

- 

+2 

-1 

- 

Liquor  stores . . . 

+6 

+1 

- 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  8,  page  14  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business 
with  an  asterisk,  see  table  9,  page  14. 

*  See  Explanatory  Material,  page  20. 

(NA)  Not  available. 
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Table  3A.~ ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  1963 

(Millions  of  dollars) 


Kind  of  business 

Total 

1963 

1963 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 

United  States,  total . 

58, 280 

4,075 

3,826 

4,571 

4,651 

4,849 

4,767 

4,601 

5,107 

4,611 

4,915 

5,364 

6,943 

Durable-goods  stores,  total . 

4,469 

283 

272 

324 

355 

384 

385 

388 

389 

365 

412 

411 

501 

Nondurable-goods  stores,  total . 

53,811 

3,792 

3,554 

4,247 

4,296 

4,465 

4,382 

4,213 

4,718 

4,246 

4,503 

4,953 

6,442 

Food  group . 

24,357 

1,951 

1,842 

2,119 

1,920 

2,123 

2,006 

1,974 

2,193 

1,877 

2,018 

2,192 

2,142 

Grocery  stores . 

23,692 

1,897 

1,790 

2,067 

1,862 

2,063 

1,950 

1,915 

2,137 

1,825 

1,965 

2, 140 

2,081 

Eating  and  drinking  places . 

1,253 

91 

89 

102 

102 

107 

108 

111 

115 

107 

109 

105 

107 

General  merchandise  group . 

Department  stores  and  dry  goods. 

19,018 

1,108 

1,035 

1,329 

1,504 

1,491 

1,516 

1,415 

1,641 

1,526 

1,615 

1,843 

2,995 

general  merchandise  stores . 

13,563 

793 

711 

956 

1,066 

1,070 

1,106 

1,011 

1,176 

1,105 

1,149 

1,307 

2,113 

Department  stores . 

11,817 

690 

621 

835 

929 

935 

965 

879 

1,015 

961 

1,000 

1,137 

1^850 

Variety  stores . 

3,542 

191 

204 

241 

294 

276 

276 

263 

301 

272 

292 

321 

611 

Apparel  group . 

3,796 

228 

202 

283 

353 

315 

307 

263 

310 

309 

311 

348 

567 

Men's,  boys'  wear  stores2 . 

355 

24 

19 

25 

29 

29 

30 

25 

25 

25 

30 

34 

60 

Women's  apparel,  accessory  stores3 . 

1,607 

93 

82 

116 

141 

135 

130 

115 

138 

128 

131 

152 

246 

Women's  ready-to-wear  stores . 

1,481 

86 

76 

107 

129 

124 

120 

106 

128 

118 

120 

141 

226 

Shoe  stores . 

1,054 

66 

64 

87 

113 

90 

87 

71 

84 

93 

83 

83 

133 

Furniture  and  appliance  group . 

1,115 

72 

71 

85 

83 

91 

92 

91 

98 

94 

102 

108 

128 

Tire,  battery,  accessory  dealers . 

1,098 

69 

62 

77 

92 

97 

103 

102 

94 

83 

93 

94 

132 

Drug  and  proprietary  stores . 

1,728 

129 

128 

135 

134 

138 

141 

138 

143 

135 

138 

143 

226 

Liquor  stores . 

1,233 

85 

84 

96 

93 

100 

95 

99 

105 

92 

102 

111 

171 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

4,751 

4,737 

4,778 

4,705 

4,730 

4,848 

4,914 

4,983 

4,871 

4,809 

4,922 

5,043 

Grocery  stores . 

1,965 

1,952 

1,940 

1,946 

1,955 

1,964 

1,992 

2,007 

1,970 

1,993 

2,015 

2,017 

Eating  and  drinking  places . 

99 

102 

104 

103 

104 

104 

105 

107 

105 

107 

105 

106 

General  merchandise  group . 

1,498 

1,513 

1,569 

1,503 

1,512 

1,593 

1,604 

1,646 

1,605 

1,523 

1,600 

1,674 

Department  stores . 

927 

927 

972 

922 

939 

990 

995 

1,035 

1,000 

932 

993 

1,050 

Variety  stores . 

288 

288 

294 

287 

285 

297 

295 

294 

297 

298 

296 

305 

Apparel  group . 

313 

311 

311 

309 

309 

311 

324 

341 

316 

298 

310 

326 

Men's,  boys'  wear  stores2 . 

29 

29 

29 

29 

29 

28 

33 

33 

31 

29 

27 

29 

Women's  apparel,  accessory  stores3 . 

133 

126 

131 

126 

131 

136 

141 

147 

132 

125 

135 

137 

Shoe  stores . 

88 

94 

92 

89 

85 

83 

82 

90 

87 

84 

83 

92 

Tire,  battery,  accessory  dealers . 

92 

88 

89 

90 

88 

93 

92 

88 

89 

91 

92 

99 

Drug  and  proprietary  stores . 

140 

143 

140 

139 

143 

144 

145 

150 

147 

146 

144 

147 

See  footnotes  at  end  of  table  3B. 
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Table  3 B. —ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  11  OR  MDRE  RETAIL  STORES — UNITED  STATES,  BY  KIND  OF  BUSINESS:  1964 


(Millions  of  dollars) 


Kind  of  business 

Total 

1964 

Per¬ 

centage 

change 

total 

1964 

from 

total 

1963 

1964 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

I  Nov . 

Dec . 

Data  NOT  ADJUSTED 

for  seasonal  variations 

or  trading  day  differences 

United  States,  total . 

63,191 

4 8 

4,478 

4,330 

4,859 

4.858 

5,233 

5.107 

5.169 

5.202 

5.133 

5.637 

5,451 

7,734 

Durable-goods  stores,  total . 

5,032 

+13 

310 

315 

359 

390 

421 

450 

457 

444 

438 

436 

452 

560 

Nondurable-goods  stores,  total . 

58,159 

+8 

4,168 

4,015 

4,500 

4,468 

4,812 

4,657 

4,712 

4,758 

4,695 

5,201 

4,999 

7,174 

Food  group . . . 

25,634 

+5 

2,139 

2,035 

2,026 

2,028 

2,184 

2,041 

2,219 

2,082 

2,063 

2,359 

2,041 

2,417 

Grocery  stores1 . 

24,903 

+5 

2,086 

1,982 

1,970 

1,975 

2,125 

1,981 

2,158 

2,021 

1,999 

2,293 

1,981 

2, 332 

Eating  and  drinking  places . 

1,446 

+15 

102 

100 

111 

111 

120 

131 

134 

138 

129 

127 

120 

123 

General  merchandise  group . 

21,375 

+12 

1,262 

1,246 

1,564 

1,592 

1,696 

1,698 

1,605 

1,756 

1,717 

1,877 

2,004 

3,358 

Department  stores  and  dry  goods. 

general  merchandise  stores . 

15, 319 

+13 

909 

871 

1,105 

1,148 

1,232 

1,232 

1,155 

1,261 

1,243 

1,360 

1,426 

2, 377 

Department  stores . 

13,361 

+13 

790 

763 

968 

1,002 

1,074 

1,075 

1,003 

1,089 

1,079 

1,182 

1,247 

2,089 

Variety  stores . 

3,928 

+11 

216 

238 

304 

281 

306 

304 

299 

320 

305 

330 

350 

675 

Apparel  group . 

4,145 

+9 

247 

228 

365 

304 

350 

335 

292 

329 

341 

361 

367 

626 

Men's,  boys'  wear  stores2 . 

387 

+9 

26 

22 

29 

26 

33 

32 

26 

25 

28 

36 

37 

67 

Women's  apparel,  accessory  stores3... 

1,757 

+9 

97 

95 

147 

132 

148 

144 

125 

143 

140 

153 

161 

272 

Women's  ready-to-wear  stores . 

1,620 

+9 

89 

88 

135 

122 

136 

132 

114 

133 

130 

141 

150 

250 

Shoe  stores . 

1,142 

+8 

73 

66 

119 

86 

100 

94 

82 

91 

103 

90 

91 

147 

Furniture  and  appliance  group . 

1,246 

+12 

78 

83 

96 

92 

103 

105 

103 

104 

108 

111 

117 

146 

Tire,  battery,  accessory  dealers . 

1,196 

+9 

75 

72 

82 

96 

106 

115 

108 

101 

93 

104 

102 

142 

Drug  and  proprietary  stores . 

1,  896 

+10 

140 

138 

148 

141 

152 

152 

153 

151 

154 

160 

155 

252 

Liquor  stores . 

1,291 

+5 

91 

93 

98 

97 

102 

97 

100 

103 

100 

112 

114 

184 

Data  ADJUSTED  for  seasonal  variations  and 

trading 

day  differences 

United  States,  total . 

5,089 

5,111 

5,126 

5, 105 

5,165 

5,240 

5,311 

5,366 

5,296 

5,309 

I~ 

5,382 

5,440 

■ 

Grocery  stores . 

2,041 

2,018 

2,055 

2,030 

1,999 

2,066 

2,084 

2,083 

2,105 

2,113 

2,  no 

2, 174 

Eating  and  drinking  places . 

111 

110 

112 

112 

115 

127 

126 

130 

125 

123 

122 

122 

General  merchandise  group . 

1,698 

1,743 

1,721 

1,718 

1,768 

1,759 

1,791 

1,830 

1,755 

1,783 

1,830 

1,819 

Department  stores . 

1,057 

1,090 

1,075 

1,049 

1,110 

1,087 

1,124 

1,154 

1,093 

1,113 

1,147 

1,145 

Variety  stores . 

318 

318 

319 

329 

320 

324 

329 

328 

327 

325 

344 

330 

Apparel  group . 

336 

337 

326 

343 

348 

349 

351 

369 

337 

341 

349 

353 

Men's,  boys'  wear  stores2 . 

31 

33 

29 

31 

34 

32 

33 

33 

33 

33 

32 

32 

Women's  apparel,  accessory  stores3.... 

139 

140 

136 

151 

146 

153 

149 

156 

142 

144 

149 

148 

Shoe  stores . 

94 

90 

98 

91 

95 

91 

96 

103 

92 

90 

100 

100 

Tire,  battery,  accessory  dealers . 

99 

98 

96 

96 

99 

100 

96 

100 

97 

100 

106 

103 

Drug  and  proprietary  stores . 

152 

148 

157 

147 

157 

156 

161 

158 

165 

167 

160 

163 

Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  December  1964  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending 
Dec.  5  -  519;  Dec.  12  =  498;  Dec.  19  •  532?  Dec.  26  =  519. 

2  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4. —ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS:  DEC.  1963  TO  DEC.  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences  ) 


Kind  of  business 

1964 

1963 

Total 

12  mos . 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

|nov  . 

Dec.1 

Dec .  | 

1964 

1963 

United  States,  total . 

5,328 

5,143 

5,773 

5,819 

6,253 

6,109 

6,157 

6,230 

6,186 

6,766 

6,  566 

9,246 

8,239 

75,576 

69,752 

Food  group . 

2,413 

2,288 

2,273 

2,272 

2,444 

2,292 

2,503 

2,384 

2,358 

2,679 

2,359 

2,789 

2,431 

29,054 

27,604 

Grocery  stores . 

2,334 

2,211 

2,190 

2,192 

2,359 

2,206 

2,413 

2,290 

2,262 

2,580 

2,265 

2,664 

2,343 

27,966 

26,666 

Eating  and  drinking  places . 

148 

139 

156 

158 

171 

190 

196 

200 

187 

191 

185 

193 

163 

2, 114 

1,864 

General  merchandise  group . 

Department  stores  and  dry  goods. 

1,372 

1,368 

1,708 

1,734 

1,849 

1,860 

1,731 

1,896 

1,858 

2,035 

2, 196 

3,699 

3,275 

23,306 

20,907 

general  merchandise  stores . 

1,006 

976 

1,232 

1,277 

1,369 

1,382 

1,267 

1,385 

1,370 

1,503 

1,  585 

2,662 

2,349 

17,014 

15,126 

Department  stores . 

861 

843 

1,065 

1,100 

1,178 

1,190 

1,085 

1,182 

1,180 

1,296 

1,367 

2,297 

2,029 

14,644 

12^936 

Drug  and  proprietary  stores . 

165 

162 

172 

163 

180 

182 

185 

187 

188 

193 

187 

299 

266 

2, 263 

2,082 

Note:  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 
Preliminary  estimates,  see  Explanatory  Material,  page  19. 
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Geographic  Area  Data 

Monthly  retail  sales  data  for  Census  regions  and  other  geographic  areas  covering  all  retail  stores  are  provided  in  a  supplementary 
publication  which  is  released  about  1  week  after  the  release  date  of  this  report. 


Table  5.—  PERCENTAGE  CHANGE  IN  SALES  OF  DEPARTMENT  STORES— SPECIFIED  STANDARD  METROPOLITAN  AREAS  AND  CITIES:  DECEMBER  1964 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences  ) 


Area 

Percentage  change  in 

sales 

Percentage  change  in  sales 

December  1964  from — 

12  mos. 

1964 

from 

12  mos. 

1963 

Area 

December  1964  from — 

12  mos. 

1964 

from 

12  mos. 

1963 

December 

1963 

November 

1964 

December 

1963 

November 

1964 

STANDARD  METROPOLITAN  AREA 

New  York-Northeastern  New  Jersey1 . . . 

+8 

+67 

+8 

New  York  City . 

+7 

+57 

+9 

Newark,  N.  J . 

+1 

+59 

+2 

+9 

+67 

+9 

+3 

+62 

+9 

(NA) 

(NA) 

(NA) 

+5 

+4 

Asheville,  N.  C./. _ V. . 

+6 

’+57 

+6 

+15 

+62 

+12 

+7 

+8 

+8 

+7 

+4 

Philadelphia,  Pa . 

+4 

+46 

+10 

Phoenix,  Ariz . 

(NA) 

(NA) 

(NA) 

+10 

+72 

+9 

+  8 

+8 

Baton  Rouge,  La . 

+8 

+49 

+6 

+9 

+78 

+9 

+7 

+67 

+5 

+6 

+69 

+6 

Rochester,  N.  Y . 

+9 

+79 

+8 

Sacramento,  Calif . 

+1 

+63 

+11 

Buffalo,  N.  Y . 

+12 

+61 

+9 

+81 

+8 

+8 

+7 

+68 

+7 

San  Diego,  Calif . 

+10 

+68 

+9 

+8 

+8 

(NA) 

(NA) 

(NA) 

(NAJ 

(NA) 

(NA) 

+11 

+79 

+10 

Springfield,  Mo . 

+9 

+56 

+9 

+5 

+69 

+6 

+8 

+67 

+8 

+8 

+9 

+10 

+60 

+5 

+18 

+53 

+17 

+15 

+77 

+10 

+5 

+65 

+8 

+6 

+72 

+5 

Erie,  Pa . 

+9 

+72 

+7 

Toledo,  Ohio . 

+4 

+57 

+7 

(NA) 

(NA) 

(NA) 

+1 

+64 

+11 

Flint,  Mich . 

+14 

+  72 

+  11 

+12 

+69 

+9 

+8 

+64 

+5 

+3 

(NA) 

(NA) 

(NA) 

(NA) 

(NA) 

+5 

+67 

+9 

Grand  Rapids,  Mich . 

+4 

+68 

+6 

Washington,  D.  C . 

+15 

+67 

+15 

Wheeling,  W.  Va . 

+15 

+66 

+7 

+17 

+73 

+16 

+9 

+66 

+8 

+5 

+3 

+7 

+82 

+7 

+10 

+14 

+59 

Kansas  City,  Mo . 

+8 

+72 

+7 

Knoxville,  Tenn . 

+10 

+79 

+7 

CITIES 

+4 

+53 

+7 

-14 

+82 

-4 

+10 

+72 

+9 

+8 

+64 

+3 

+65 

+8 

+7 

(NA) 

+9 

+5 

+60 

+5 

+3 

+4 

+52 

+8 

+9 

+73 

+8 

+7 

+4 

Mobile,  Ala . 

+55 

+9 

(NA) 

(NA) 

(NA) 

Note:  Standard  Metropolitan  Area  definitions,  see  page  18  of  the  January  1963  publication.  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to 
revision. 

(NA)  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 
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Table  6— ESTIMATED  END-OF  -MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES,  BY  CHARGE  AND  JNSTALIMBfl  ACCOUNTS -UNITED  STATES,  BY  KIND  OF  BUSINESS:  DECEMBER  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


1964 

1963 

Percen 

chan 

Dec. 

from 

tage 

ge, 

L964 

Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec.1 

Dec . 

Dec. 

1963 

Nov. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

14,628 

14,123 

14,335 

14,638 

15,197 

15,140 

15,334 

15,412 

15, 569 

15,662 

15,729 

16,787 

15,484 

+  8 

+7 

6,259 

6,083 

6,131 

6,218 

6,491 

6,647 

6,691 

6,724 

6,833 

6,799 

6,646 

9,083 

6,794 

9, 993 

6,626 

8, 858 

+  3 

♦  2 

8,369 

352 

8,040 

8,204 

8,420 

8,706 

8,493 

8,643 

8,688 

8,736 

8,863 

346 

344 

336 

335 

338 

351 

365 

368 

355 

340 

362 

354 

+  2 

+6 
+6 
+  26 
+  12 

288 

283 

290 

282 

286 

291 

297 

299 

308 

296 

284 

300 

293 

84 

85 

86 

87 

89 

91 

78 

81 

79 

96 

104 

131 

89 

4,943 

4,723 

4,792 

4,912 

5,121 

5,083 

5,330 

5,414 

5,473 

5,573 

5,728 

6,399 

5,423 

♦  18 

Department  stores  and  dry  goods,  general 

3,788 

3,587 

3,648 

3,763 

3,897 

3,915 

4,113 

4,177 

4,216 

4,293 

4,  378 

4,974 

4,164 

+  19 

+14 

3,385 

3,167 

3,241 

3,343 

3,462 

3,475 

3,630 

3,690 

3,726 

3,808 

3,869 

4,404 

3,730 

+  18 

Mail  order  houses  (department  store  mdse.)... 

972 

1,062 

960 

962 

977 

986 

983 

986 

1,039 

1,006 

984 

994 

1,013 

1,000 

1,041 

1,007 

1,044 

1,044 

1,076 

1,083 

1. 109 

1. 110 

1, 180 

1,  347 

1,062 

1,186 

+  11 
+  14 

+6 
+21 
+  23 

454 

424 

459 

465 

457 

438 

419 

422 

442 

464 

470 

579 

512 

+  13 

2,199 

2,143 

2,101 

2,055 

2,104 

2,111 

2,202 

2,251 

2,312 

2,323 

2,316 

2,482 

2, 278 

+  9 

+7 

1,675 

1,620 

1,577 

1,556 

1,587 

1,595 

1,696 

1,760 

1,781 

1,783 

1,778 

1,842 

1,716 

+7 

+4 

1,511 

1,457 

1,411 

1,405 

1,442 

1,434 

1,546 

1,606 

1,615 

1,601 

1,595 

1,661 

1,532 

+8 

+4 

523 

523 

524 

499 

517 

516 

506 

491 

531 

540 

538 

640 

562 

♦  14 

+  19 

461 

459 

461 

437 

457 

452 

446 

431 

438 

452 

460 

550 

490 

+  12 

+  20 

Lumber,  building,  hardware,  farm  equip,  group.. 
Lumber  yards,  building  materials  dealers2.... 

1,662 

1,216 

883 

1,631 

1,185 

873 

1,682 

1,201 

857 

1,810 

1,309 

945 

1,960 

1,384 

1,003 

1,968 

1,356 

963 

1,965 

1,356 

965 

1,940 

1,355 

960 

1,948 

1,365 

965 

1,984 

1,392 

985 

1,824 

1,301 

910 

1,672 

1,165 

800 

1,778 

1,300 

948 

-6 

-10 

-16 

-8 

-10 

-12 

1,481 

1,442 

1,460 

1,488 

1,553 

1,610 

1,590 

1,614 

1,630 

1,539 

1, 563 

1,615 

1,560 

+4 

+3 

992 

955 

954 

997 

1,002 

1,005 

985 

1,031 

1,052 

992 

1,015 

1,053 

1,048 

0 

♦4 

914 

881 

887 

909 

920 

930 

912 

956 

980 

919 

936 

976 

980 

0 

+4 

462 

460 

472 

465 

521 

571 

552 

528 

517 

497 

503 

517 

479 

+8 

♦  3 

451 

439 

461 

457 

465 

470 

460 

461 

458 

460 

460 

448 

442 

♦  1 

-3 

2,394 

2,352 

2,423 

2,507 

2,564 

2,475 

2,358 

2,279 

2,257 

2,249 

2, 284 

2, 331 

2, 374 

-2 

+2 

CHARGE  ACCOUNTS 

7,409 

7,126 

7,221 

7,431 

7,718 

7,594 

7,535 

7, 502 

7,555 

7,584 

7,611 

8,049 

7,826 

+3 

+6 

3,337 

3,224 

3,268 

3,399 

3,582 

3,657 

3,670 

3,653 

3,720 

3,706 

3,617 

3,620 

3,622 

4,204 

0 

+5 

0 

+  11 

4,072 

341 

3,902 

334 

3,953 

4,032 

4,136 

3,937 

3,865 

3,849 

3,835 

3,878 

3,994 

4,429 

333 

326 

322 

325 

337 

353 

356 

344 

331 

353 

342 
1, 160 

+3 

+8 

♦7 

1,039 

958 

916 

905 

959 

928 

965 

956 

951 

972 

1, 015 

1,257 

Department  stores  and  dry  goods,  general 

950 

871 

835 

823 

868 

824 

848 

846 

838 

867 

909 

1,158 

1,065 

950 

873 

760 

+9 
+  3 
+  14 

+  27 

844 

765 

721 

705 

751 

708 

718 

717 

697 

732 

764 

983 

748 

666 

689 

694 

708 

705 

702 

714 

748 

780 

810 

857 

667 

648 

639 

634 

655 

669 

716 

729 

767 

784 

788 

+  12 

+  2 

486 

466 

461 

478 

496 

508 

556 

579 

615 

621 

617 

628 

562 

Lumber,  building,  hardware,  farm  equip,  group.. 
Lumber  yards,  building  materials  dealers2.... 

1,496 

1,166 

848 

1,452 

1,136 

840 

1,490 

1,146 

822 

1,625 

1,252 

910 

1,760 

1,328 

970 

1,775 

1,308 

936 

1,770 

1,297 

932 

1,751 

1,289 

921 

1,741 

1,290 

919 

1,785 

1,320 

942 

1,652 
1, 250 
884 

1,501 

1,115 

774 

1, 606 
1,246 
911 
902 

-7 
-11 
-15 
+  1 
+  2 

-11 

-12 

882 

858 

849 

855 

899 

915 

891 

893 

921 

864 

880 

913 

641 

620 

607 

624 

632 

637 

613 

624 

652 

612 

642 

676 

662 

439 

430 

447 

444 

452 

457 

449 

451 

449 

450 

451 

437 

429 

♦  2 

INSTALMENT  ACCOUNTS 

7,219 

6,997 

7,114 

7,207 

7,479 

7,546 

7,799 

7,910 

8,014 

8,078 

8,118 

8,738 

7,658 

+  14 

+  8 

2,922 

2,859 

2,863 

2,819 

2,909 

2,990 

3,021 

3,071 

3,113 

3,093 

3,029 

3,174 

3,004 

♦6 

♦  5 

4,297 

4,138 

4,251 

4,388 

4,570 

4,556 

4,778 

4,839 

4,901 

4,985 

5,089 

5,564 

4,654 

+  20 

♦  9 

3,904 

3,765 

3,876 

4,007 

4,162 

4,155 

4,365 

4,458 

4,522 

4,601 

4,713 

5,142 

4,263 

+  21 

+9 

Department  stores  and  dry  goods,  general 

2,838 

2,716 

2,813 

2,940 

3,029 

3,091 

3,265 

3,331 

3,378 

3,426 

3,469 

3,816 

3,099 

+23 

♦  10 

2,541 

2,402 

2,520 

2,638 

2,711 

2,767 

2,912 

2,973 

3,029 

3,076 

3, 105 

3,421 

2,780 

♦  23 

♦  10 

314 

296 

297 

292 

298 

289 

298 

293 

296 

303 

300 

349 

313 

+  12 

♦  16 

1,532 

1,495 

1,462 

1,421 

1,449 

1,442 

1,486 

1,522 

1,545 

1,539 

1,528 

1,625 

1,518 

♦7 

♦6 

1,189 

1,154 

1,116 

1,078 

1,091 

1,087 

1,140 

1,181 

1,166 

1,162 

1,161 

1,214 

1,154 

♦  5 

♦  5 

343 

341 

346 

343 

358 

355 

345 

341 

379 

377 

367 

411 

364 

♦  13 

♦  12 

Lumber,  building,  hardware,  farm  equip,  group. 

166 

599 

179 

584 

192 

611 

185 

633 

200 

654 

193 

695 

195 

699 

189 

721 

207 

709 

199 

675 

172 

683 

171 

702 

172 

658 

-1 

+7 

-1 

+3 

267 

265 

271 

278 

300 

344 

339 

325 

319 

303 

314 

331 

282 

+  17 

♦5 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial  tanks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and  year-to-year 
percentage  changes.  United  States  and  group  totals  include  kinds  of  business  not  shcvn  separately.  Sampling  variabilities  shown  in  table  10,  page  15. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  19. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

3  Includes  both  franchised  and  nonfranchised  cor  dealers. 
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END-OF-MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES, 
UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 
DECEMBER  1964  AND  DECEMBER  1963 

(BILLIONS  OF  DOLLARS) 

0  1.0  2.0  3.0  4.0  5.0  6.0  7.0 


1964 


GENERAL  MERCHANDISE 
GROUP 

1963 


1964 


DEPARTMENT  STORES 

1963 


1964 


FURNITURE  AND 
APPLIANCE  GROUP 

1963 


1964 

FURNITURE  HOME 
FURNISHINGS  STORES 

1963 


1964 

LUMBER,  BUILDING, 
HARDWARE,  FARM 
EQUIPMENT  CROUP 

1963 


1964 


AUTOMOTIVE  GROUP 


1963 


1964 

APPAREL  GROUP 


1963 


0  1.0  2.0  3.0  4.0  5.0  6.0  7.0 


Note:  Dec  1964  data  are  based  on  preliminary  estimates  while  Dec.  1963  data  are  based  on  final  estimates. 


BUREAU  OF  THE  CENSUS 
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Table  7.—  ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  mCTATl.  STORES,  HI  CHARGE  AMD  IHSTALLWNT  ACCOUNTS _ 

UNITED  STATES,  BY  KIND  OF  BUSINESS:  DECEMBER  1964 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations) 


Kind  of  business 

1964 

1963 

Percentage 

change, 

Dec.  1964 
frc*n — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec.1 

Dec. 

Dec . 
1963 

Nov. 

1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,207 

5,012 

5,078 

5,177 

5,377 

5,468 

5,495 

5,560 

5,662 

5,814 

5,937 

6,493 

5,591 

+  16 

+9 

Durable-goods  stores,  total . 

1,180 

1,153 

1,152 

1,159 

1,200 

1,262 

1,257 

1,257 

1,286 

1,302 

1,  278 

1,285 

1,222 

+5 

+  1 

Nondurable-goods  stores,  total . 

4,027 

3,859 

3,926 

4,018 

4,177 

4,206 

4,238 

4,303 

4,376 

4,512 

4,659 

5,208 

4,369 

+19 

+  12 

General  merchandise  group . 

3,587 

3,433 

3,495 

3,595 

3,749 

3,769 

3,801 

3,875 

3,931 

4,047 

4, 189 

4,680 

3,904 

+20 

+  12 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,818 

2,680 

2,733 

2,829 

2,910 

2,954 

2,988 

3,053 

3,098 

3,189 

3,  284 

3,695 

3,095 

+  19 

+  13 

Department  stores . 

2,524 

2,369 

2,449 

2,533 

2,606 

2,646 

2,676 

2,730 

2,771 

2,858 

2,934 

3,304 

2,779 

+  19 

+13 

Apparel  group . 

264 

247 

250 

253 

248 

257 

260 

247 

251 

272 

278 

329 

294 

+  12 

+  18 

Furniture  and  appliance  group . 

365 

368 

374 

358 

361 

358 

364 

368 

377 

382 

381 

393 

375 

+5 

+  3 

Tire,  battery,  accessory  dealers . 

270 

268 

273 

283 

302 

338 

345 

336 

337 

335 

337 

345 

288 

+20 

+2 

CHARGE  ACCOUNTS 

United  States,  total . 

1,055 

983 

956 

940 

995 

1,012 

991 

972 

981 

1,022 

1,021 

1,138 

1, 116 

+2 

+  11 

Durable-goods  stores,  total . 

309 

290 

290 

305 

313 

336 

338 

335 

344 

346 

335 

310 

331 

-6 

-7 

Nondurable-goods  stores,  total . 

746 

693 

666 

635 

682 

676 

653 

637 

637 

676 

686 

828 

785 

+5 

+21 

General  merchandise  group . 

457 

411 

381 

360 

401 

391 

368 

350 

339 

365 

373 

480 

489 

-2 

+  29 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

413 

371 

342 

321 

355 

335 

314 

301 

292 

317 

328 

437 

449 

-3 

+  33 

Department  stores . 

383 

344 

315 

293 

326 

306 

285 

271 

267 

293 

303 

406 

418 

-3 

♦  34 

Apparel  group . 

125 

116 

118 

118 

119 

124 

125 

122 

120 

132 

134 

163 

138 

+  18 

+  22 

Furniture  and  appliance  group . 

41 

44 

44 

42 

39 

41 

42 

40 

45 

47 

43 

44 

43 

+  2 

+  2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,152 

4,029 

4,122 

4,237 

4,382 

4,456 

4,504 

4,588 

4,681 

4,792 

4,916 

5,355 

4,475 

+  20 

+9 

Durable-goods  stores,  total . 

871 

863 

862 

854 

887 

926 

919 

922 

942 

956 

943 

975 

891 

+  9 

+3 

Nondurable-goods  stores,  total . 

3,281 

3,166 

3,260 

3,383 

3,495 

3,530 

3,585 

3,666 

3,739 

3,836 

3,973 

4,380 

3,584 

+  22 

+  10 

General  merchandise  group . 

3,130 

3,022 

3,114 

3,235 

3,348 

3,378 

3,433 

3,525 

3,592 

3,682 

3,816 

4,200 

3,415 

+  23 

♦  10 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

2,405 

2,309 

2,391 

2,508 

2,555 

2,619 

2,674 

2,752 

2,806 

2,872 

2,956 

3,258 

2,646 

+  23 

♦  10 

Department  stores . 

2,141 

2,025 

2,134 

2,240 

2,280 

2,340 

2,391 

2,459 

2,  504 

2,565 

2,631 

2, 898 

2,361 

+  23 

♦  10 

Apparel  group . 

139 

131 

132 

135 

129 

133 

135 

125 

131 

140 

144 

166 

156 

♦6 

+  15 

Furniture  and  appliance  group . 

324 

324 

330 

316 

322 

317 

322 

328 

332 

335 

338 

349 

332 

+5 

+3 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  comnercial  banks 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and  year-to-year 
percentage  changes.  Sampling  variabilities  are  shown  in  table  11,  page  16. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  19. 
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Table  8. --RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month - to-month 
percentage  change"1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1. 4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5.9-6. 7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6.5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2. 4 

2.3 

2. 2-2. 4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2.9 

2.8 

2. 6-2. 8 

2.7 

0.5-1. 3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3.2 

3.0 

0. 5-1.2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1. 4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1.9-2. 1 

2.0 

1.9-2. 1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(Z) 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

2. 8-3.5 

3.3 

2. 9-3. 2 

3.1 

0. 6-1.9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5.0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6. 3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3.1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0. 8-1.2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

F ani3y  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3. 8-4.0 

4.0 

0.9-2. 0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4. 3- 

4.2 

3. 7-4.0 

3.9 

1.6-2. 3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6.0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3. 1-3. 4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4. 3 

4.1 

3. 8-4. 2 

3.9 

1.3-2. 1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4.4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0. 8-1.2 

0.9 

Tire,  battery,  accessory  dealers . . . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2.4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2.9 

2.9 

2. 4-2. 9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0. 7-0. 8 

0.8 

wote:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and  trading 
day  differences,  for  the  months  of  January  through  May  1960.  For  the  month -to-month  percentage  change  in  sales,  the  ranges  of  sampling  error  are  based  on  unadjusted 
data  for  January  through  June  1960. 

Z  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month.  (See  Explanatory  Material,  page  19.)  This  month -to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  2  months. 


Table  9*--  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  RETAIL  SALES  FOR  2  CONSECUTIVE  MONTHS— UNITED  STATES,  FOR  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1. 7-3.4 

2.7 

2. 0-3.0 

2.6 

1. 8-3.1 

2.5 

3. 0-5.9 

3.6 

3. 1-5. 9 

4.1 

5.1 

Stationery  stores . . . 

2. 3-8.5 

4.2 

4.4-7. 5 

6.1 

2.3-8. 6 

4.8 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

5. 0-9.  5 

8.3 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  the  month- to-month  percentage  change  In  sales  of  the  unadjusted  data  for  January  through  June  1960. 
The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the  previous 
month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  20. 

NA  Not  available. 
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Table  10.  --RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  ALL  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percentage 
change*-1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1. 6-2.3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4.8-7. 3 

6.8 

1.2-5. 4 

1.6 

Furniture  and  appliance  group . . . 

3. 2-3. 6 

3.4 

3. 2-3. 6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4.0-4. 3 

4.1 

3.9-4 .3 

4.0 

0.6-1. 3 

1.1 

Household  appliance,  TV,  radio  stores . 

4. 4-5. 3 

5.0 

4. 1-5  .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lomber,  building,  hardware,  farm  equipment  group . 

3.3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4 .4 

4.3 

4. 0-4.4 

4.1 

0.8-1. 5 

0.9 

Passenger  car  dealers . 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1.5-2. 3 

1.7 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . * . 

3. 8-9. 8 

6.7 

3.7-8. 6 

7.0 

0.8-1. 4 

1.0 

Gasoline  service  stations . 

4.4-5 .4 

4.7 

4. 1-5 .4 

4.3 

1.4-1. 9 

1.7 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2 .3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2.3-2. 6 

2.4 

2. 2-2. 4 

2.4 

0. 7-1.1 

0.9 

Nondurable -goods  stores,  total . 

2. 3-3. 3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

General  merchandise  group . 

3. 1-4.4 

4.1 

3.0-4 .4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4 .7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

1*1  5*3 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4.7-5. 1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5. 6-6.3 

5.8 

2. 1-3. 6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3. 7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4.3^. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4.7-5 .4 

4.9 

4.3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2.7-3 .4 

2.7 

0. 7-1.7 

0.8 

Nondurable-goods  stores,  total . 

1. 6-2.1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group .  „ 

1. 6-2.2 

1.7 

1. 5-2.2 

1.6 

0. 1-0.8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

3. 9-4 .4 

4.1 

3. 9-5 .4 

3.9 

0. 7-3.1 

1.1 

Furniture,  home  furnishings  stores . 

4. 7-5 .4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2 .4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7. 6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Tire,  battery,  accessory  dealers . 

3. 7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and  January 
through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month -to-month  percentage  changes:  May,  June  and  December  1959  and 
January  through  April  1960. 

Z  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory  Material, 
page  19.)  This  month -to -month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  2  months. 
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Table  11.  —RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE  ESTIMATES  OF  RETAIL  STORES  OF  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES— 

UNITED  STATES,  BY  SELECTED  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Mon  th- to -month 
percentage 
change^ 

Range 

Med ian 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

'Jnited  States,  total . 

0.2-0 .4 

0.3 

0.2-0 .4 

0.3 

(Z)-0.1 

0.1 

Durable-goods  stores,  total . 

0.9-1. 3 

1.1 

0. 9-1.3 

1.1 

0.2-0. 5 

0.3 

Nondurable -goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0 .4 

0.4 

0.3-0 .4 

0.4 

(Z)-0.1 

0.1 

Department  stores .  . 

0.2-0 .3 

0.2 

0.2-0. 3 

0.2 

(X) 

(z) 

Apparel  group . 

1.8-2. 2 

2.0 

1.8-1 .9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1 .3 

1.0 

0.9-1 .4 

1.0 

(Z)-0.1 

0.1 

Tire,  battery,  accessory  dealers . 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2. 7-2. 8 

2.7 

2.6-2 .7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1 .3 

1.1 

0.3-0. 9 

0.3 

General  merchandise  group . 

0.6-1 .7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0. 7-1.1 

0.9 

(X) 

0.8 

(zj-1.4 

(z) 

Department  stores . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(z) 

Apparel  group . 

3. 7-4 .4 

4.0 

3.7-3 .8 

3.8 

0.3-0. 7 

0.7 

Furniture  and  appliance  group . 

3. 1-3. 7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0.3-0 .4 

0.3 

(Z)-0.2 

0.1 

Durable-goods  stores,  total . 

0.9-1 .4 

1.1 

0.9-1 .4 

1.1 

0.1-0. 2 

0.1 

Nondurable -goods  stores,  total . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

( Z)  —0 .3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(Z)-0.1 

(z) 

Apparel  group . . . 

1. 3-2.1 

1.6 

1.3-2 .2 

1.8 

(ZJ-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1 .3 

1.0 

(X) 

(z) 

Z  Sampling  variability  is  less  than  0.1  percent.  1  See  footnote  1,  table  10. 

X  Not  applicable  -  no  range,  upper  and  lower  limits  and  median  are  identical.  Note:  See  Note,  table  10. 


EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of  the 
dollar  volume  of  sales  and  of  accounts  receivable 
balances  of  retail  stores  in  the  United  States  by 
kind  of  business  and  (2)  measure  trends  in  the  vol¬ 
ume  of  sales  and  of  accounts  receivable  balances. 
The  retail  sales  and  accounts  receivable  estimates 
in  this  report  are  developed  as  a  direct  measure 
from  a  sample  representing  all  sizes  of  stores,  forms 
cf organizations,  and  kinds  of  retail  business  through¬ 
out  the  country.  The  sample  has  been  designed  so 
that  estimates  can  be  evaluated  in  terms  of  their 
sampling  errors . 

The  first  publication  in  this  series  was  the 
Monthly  Retail  Trade  Report  for  March  1952,  which 
contained  sales  estimates  of  retail  stores  for  15 
months  beginning  with  January  1951,  the  initial  month 
for  which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that Ihe  year-to-year  percentage  change 
in  the  data  for  the  first  12  months  of  transition 
were  subject  to  a  considerably  higher  sampling  error 
than  would  usually  be  expected .  Other  changes  have 
been  made  since  May  1953  (the  most  recent  of  which 
was  January  1961,  which  incorporated  information  de¬ 
rived  from  the  1958  Census  of  Business),  but  these 
changes  have  had  a  much  smaller  effect  on  continuity 
of  the  data  (see  Monthly  Retail  Trade  Reports  for 
July  1953,  December  1958,  and  January  1961,  for  de¬ 
scriptions  of  sample  changes ) .  Beginning  with  June 
1960,  statistics  on  accounts  receivable  balances  of 


retail  stores  were  incorporated  into  the  report,  in¬ 
cluding  monthly  data  from  January  1959.  Monthly 
data  for  periods  prior  to  January  1959  are  not  avail¬ 
able  . 

Sales 

Total  receipts  from  customers  after  deduction  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  aid  excise  taxes  are  included  in  the  sales  data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in  re¬ 
tail  trade.  They  do  not  include  sales  at  retail  by 
manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade . 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 
against  which  the  firm  may  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included .  Also  excluded  are  accounts  charged  on 
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credit  cards  used  by  other  organizations,  such  as  oil 
companies,  Central  Charge  Service, Diners '  Club,  etc. 

Charge  account  receivables — receivables  outstand¬ 
ing  for  which  full  payment  was  scheduled  to  be  made 
at  the  end  of  the  customary  billing  period . 

Installment  account  receivables — receivables  out¬ 
standing  on  accounts  which  were  scheduled  to  be  paid 
in  two  or  more  payments,  regardless  of  the  name  of 
the  plan,  suchas  "budget,"  "revolving  credit,"  "cou¬ 
pon"  plan,  etc . 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  on  which  the  dollar  volume  estimates  are 
based  is  as  follows : 

A.  All  large  organizations,  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  as  oper¬ 
ating  11  or  more  retail  stores  in  the  United  States, 
are  included  in  the  sample  regardless  of  location. 
These  organizations  report  monthly  -the  combined  sales 
of  all  their  retail  stores.  Also,  all  retail  stores 
with  1954  sales  volume  in  excess  of  $5  million  are 
included  each  month,  regardless  of  location  in  the 
United  States. 

B.  All  remaining  retail  stores  are  represented  by 
stores  located  in  233  Census  sample  areas.  These 
Census  sample  areas,  generally  consisting  of  com¬ 
binations  of  two  or  three  counties,  were  chosen  ran¬ 
domly  (with  known  probability  of  selection),  one  from 
each  of  233  primary  strata.  The  sample  within  these 
areas  consists  of  (a)  all  stores  located  anywhere 
in  the  Census  sample  areas  which  meet  certain  annual 
sales  criteria  (these  stores  report  each  month  in 
the  survey)  and  (b)  all  stores  located  in  a  sample 
of  land  segments  (a  subsample  of  the  Census  sample 
areas  called  area  segments)  selected  at  random  (with 
known  probability  of  selection)  within  Census  sample 
areas.  Certain  of  these  stores,  i.e.,  those  which 
meet  certain  annual  sales  criteria,  are  called 
"special  area  segment  stores"  and  report  each  month. 
The  remaining  stores  in  the  area  segments  generally 
report  only  once  a  year.  The  enumeration  of  same 
1,900  area  segments  each  month  by  Census  field  rep¬ 
resentatives  makes  it  possible  to  account  for  new 
stores,  regardless  of  size,  which  have  come  into 
existence  subsequent  to  the  establishment  of  the 
sample . 

The  following  criteria  were  used  to  select  the 
various  components  of  this  sample: 

Group  II  Stores 

Those  organizations  which  operated  11  or  more  re¬ 
tail  stores  in  1958  are  referred  to  as  Group  II  organ¬ 
izations.  As  indicated  these  organizations  are  taken 
in  the  sample  with  certainty  and  submit  a  canpany re¬ 
port  monthly  for  all  their  retail  stores.  For  those 


Group  II  firms  with  retail  stores  in  more  than  one 
kind  of  business,  the  reported  figures  are  prorated 
among  the  different  kinds  of  business  on  the  basis 
of  the  percentage  distribution  of  the  firm's  total 
sales  by  kind  of  business  as  reported  in  the  1958 
Census  of  Business. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  re¬ 
tail  stores  at  the  time  cf  the  1958  Census cf  Business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  on 3y  department  stores 
having  1948  sales  of  $5  million cr  more.  All  "National 
List  Stores"  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded a  certain  designated 
amount  but  were  less  than  $5, OCX), 000.  All  known 
department  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample .  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from 
approximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  "Large  Group  I"  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

"Special  Area  Segment  Stores"  are  Group  I  estab¬ 
lishments  (not  on  one  of  the  above  lists)  located  in 
area  segments  whose  dollar  volume  of  sales  in  1954 
(or  a  comparable  amount  at  a  later  date)  exceeded 
a  certain  amount  (either  $150,000,  $225,000  or 
$300,000)  depending  on  kind  of  business.  "Special 
area  segment  stores"  report  monthly  by  mail. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  ftar  two  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled  on 
the  basis  of  their  accounts  receivables  as  of  Decem¬ 
ber  31,  1957,  as  reported  in  the  1957  Annual  Retail 
Trade  Survey.  Those  Group  II  firms  added  in  the  panel 
revision  of  January  1961  were  subsampled  on  the  basis 
of  their  accounts  receivable  as  of  November  30,  1960 . 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed"  panel 
which  is  canvassed  monthly  for  accounts  receivable 
data.  These  criteria  vary  by  Census  Sample  Area 
and  by  sample  component,  with  one  set  of  criteria 
established  for  the  "special"  area  segment  stores 
and  another  for  the  other  sample  components. 

2.  Those  with  total  receivables  below  these  cri¬ 
teria  were  divided  into  12  "rotating"  panels.  Such 
panels  report  for  only  two  successive  months  each 
year,  depending  upon  the  "rotating"  panel  to  which 
they  are  assigned.  For  example,  the  January  panel 
is  canvassed  for  end-of-month  January  and  February 
receivables,  the  February  panel  for  February  and 
March  receivables,  etc. 

B.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the  month 
that  they  are  enumerated  for  sales  figures.  For  both 
sales  and  receivables  data,  these  establishments  are 
also  canvassed  for  figures  for  the  previous  month, 
thus  providing  data  for  2  consecutive  months  each 
year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin, 
should  take  into  account  the  following  differences: 

(1)  The  Federal  Reserve  Board  series  is  limited 
to  amounts  owed  by  consumers  only.  The  Board  sub¬ 
tracts  from  credit  held  by  retailers  amounts  esti¬ 
mated  to  reflect  nonconsumer  credit — e.g.,  credit 
outstanding  on  sales  by  retail  stores  made  to  con¬ 
tractors  or  other  businesses .  Conversely,  an  amount 
is  added  which  represents  an  estimate  of  credit 
outstanding  on  sales  to  consumers  by  wholesaler 
establishments . 

(2)  The  Federal  Reserve  Board  compiles  retail 
credit  statistics  independently ofthe  Census  Bureau 
for  department  stores,  mail  order  houses, furniture 
and  home  furnishings  stores,and  household  appliance 


dealers .  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results. 

(3)  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business 
in  which  the  organization  is  engaged.  Contrariwise, 
as  in  the  case  of  sales,  the  Census  Bureau  dis¬ 
tributes  accounts  receivable  data  reportedly  these 
organizations  among  the  various  kinds  of  business 
in  which  they  were  engaged  as  reported  in  the  1958 
Census  of  Business.  (See  "Detailed  Description  of 
Sources  and  Methods  Used  in  Revision  of  Short-  and 
Intermediate-Term  Consumer  Credit  Statistics, April 
1953,  Board  of  Governors  of  the  Federal  Reserve 
System,"  and  the  Census  Bureau's  "Description  of 
the  Sample  for  the  Monthly  Retail  Trade  Report, 
Revised". ) 

Kind-of-Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
Agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles.  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale  and  receipts  from  services),  and  are 
not  limited  to  sales  of  the  major  product  or  products. 
Similarly,  the  accounts  receivable  estimates  include 
amounts  owed  to  the  retail  stores  on  all  sales  made 
on  credit  at  the  establishment  including  sales  at 
wholesale  and  sales  of  services. 

For  the  1954  Census  of  Business,  an  important  re¬ 
vision  in  the  Standard  Industrial  Classification  was 
the  new  classification  rule  for  milk  dealers.  This 
classification  change  placed  all  milk  dealer  estab¬ 
lishments  which  pasteurize,  and/or  bottle  milk  on 
the  premises  (whether  or  not  sales  are  primarily  at 
retail)  in  the  category  of  manufacturing.  At  the 
time  of  the  sample  revision  in  April  1957  statistics 
for  all  kinds  of  business  combined  and  for  the  food 
group  were  revised  for  January  1956  and  subsequent 
months  to  reflect  this  change. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group; 
the  lumber,  building  materials,  hardware, farm  equip¬ 
ment  group  and  the  automotive  group.  Also  included 
in  the  durable-goods  category  are  jewelry  stores; 
book  stores;  sporting  goods  stores;  bicycle  shops; 
secondhand  stores;  luggage  and  leather  goods  stores; 
gift,  novelty,  souvenir  shops;  typewriter  stores; 
optical  goods  stores;  music  stores;  camera,  photo- 


19 


graphic  supply  stores;  and  miscellaneous  retail 
stores  not  elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  Ihe  apparel  group  and  gasoline  service  stations 
Also  included  in  the  nondurable-goods  category  are 
liquor  stores;  drug  and  proprietary  stores;  fuel, 
fuel  oil  dealers;  florists;  hay,  grain,  feed  stores; 
farm  and  garden  supply  stores;  stationery  stores; 
newsstands  and  news  dealers;  cigar  stores;  and  ice 
dealers . 

Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the 
Census  and  shown  in  this  report  are  based  on  a  prob¬ 
ability  sample  and  therefore  Ihe  sampling  variability 
of  these  estimates  is  measurable .  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  8  through 
11.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate .  Since  the  sampling  variabilities  are 
computed  at  the  one  sigma  level,  the  chances  are 
that  two  out  of  three  times  the  "expected  value"  will 
be  within  this  interval.  (The  "expected  value"  re¬ 
fers  to  that  value  which  could  be  obtained  from  a 
complete  enumeration  using  the  same  techniques  in 
collecting  and  processing  as  were  used  for  the  sam¬ 
ple.)  Doubling  the  sampling  variability  and  repeat¬ 
ing  this  process  gives  an  interval  which  will  include 
the  "expected  value"  approximately  19  out  of 20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  table 
8  is  1.3$  (or  .013).  Multiplying  $4,698  million  by 
.013  we  obtain  $61  million.  The  chances  are  2  out 
of  3  that  the  "expected  value"  is  between  $4,637  and 
$4,759  million  (i.e.,  $4,698  million  plus  and  minus 
$61  million)  and  the  chances  are  19  out  of  20  that 
the  "expected  value"  lies  between  $4,576  and  $4,820 
million  (i.e.,  $4,698  million  plus  and  minus  $122 
million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3$.  This  percentage  change  is 
equivalent  to  a  month-to-month  ratio  of  .97.  The 
median  sampling  variability  for  this  statistic,  shown 
in  table  8,  is  0.9$  (or  .009).  The  result  of  mul¬ 
tiplying  .97  by  .009  is  .009.  The  probability  is 
2  out  of  3  that  the  "expected  ratio"  is  contained  in 
the  range  .961  to  .979,  while  there  is  a  probability 
of  19  out  of  20  that  the  "expected  ratio" is  contained 
in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  sam¬ 
pling  variability.  Changes  in  the  sampling  error 
for  the  same  statistic  from  month  to  month,  therefore, 
may  be  due  to  the  variability  in  the  estimate  of 
sampling  error.  It  is  also  to  be  noted  that  measures 
of  sampling  variability  shown  in  this  report  do  not 


include  biases  which  might  arise  from  such  sources 
as  nonreporting  or  response  errors.  Nonresponse 
amounts  to  about  6  percent  for  sales  and  10  percent 
for  accounts  receivable . 

Preliminary  versus  Final  Volume  Estimates 
I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  two  consecutive 
months,  with  a  different  group  of  area  segments 
enumerated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ("current"  month),  and 
one  for  January  ("previous"  month)  and  in  April,  a 
different  group  of  retail  establishments  report  a 
sales  figure  for  March  ("current"  month), and  one  for 
February  ("previous"  month).  Hence,  one  month  later 
additional  data  for  the  "small"  Group  I  stores  are 
available  for  the  "previous"  month,  e.g.,  in  the 
foregoing  example  sales  figures  for  February  are 
available  from  retail  establishments  located  within 
two  different  groups  of  land  segments  (once  as  the 
"current "  month,  and  once  as  the  "previous  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  will  be  labelled 
"preliminary, "  to  be  replaced  in  the  next  issue  of 
the  Monthly  Retail  Trade  Report  by  "final"  estimates. 
The  new  month's  sales  data  for  Group  II  stores  shown 
in  table  3  will  always  be  final  since  the  same  firms 
are  requested  to  report  each  month.  As  the  "prelim¬ 
inary"  figures  are  derived  from  reports  for  the 
month  enumerated  as  a  "current"  month,  they  in  fact 
correspond  to  the  dollar  volume  estimates  which  prior 
to  January  1960  regularly  have  been  carried  in  the 
Monthly  Retail  Trade  Report.  In  the  Monthly  Retail 
Trade  Report  for  the  next  month  after  the  one  in 
which  the  "preliminary"  estimates  are  issued,  these 
"preliminary"  estimates  will  be  replaced  by  revised 
or  "final"  estimates  which  are  based  on  reports  for 
the  month  enumerated  both  as  a  "current"  and  as  a 
"previous"  month.  The  use  of  both  "current "  and 
"previous"  month  samples  results  in  a  generally  low¬ 
er  sampling  variability  of  the  estimates  than  would 
be  expected  from  use  of  only  a  "current"  month  sam¬ 
ple. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined .  For  individual 
kinds-of-business  groups, revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  .9  percent  for  the  furniture  and  appliance 
group.  A  more  detailed  and  technical  description  of 
the  development  of  these  estimates  may  be  obtained 
upon  request  to  the  Bureau  of  the  Census.  A  descrip¬ 
tion  of  the  sanple  as  constituted  in  October  1955, 
estimating  procedure  used, and  additional  information 
on  the  reliability  of  the  estimates  is  available  in 
a  pamphlet  entitled  "Description  of  the  Sanqsle  for 
the  Monthly  Retail  Trade  Report." 
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II .  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
Group  II  firms  shown  in  table  7,  will  be  labelled 
"preliminary"  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  "final"  estimates. 
Over  the  last  full  calendar  year,  the  average  change 
in  total  accounts  receivable  balances  from  the  pre¬ 
liminary  to  the  final  estimates  was  .3  percent  for 
all  retail  stores  combined.  For  individual  kinds- 
of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .4  percent  for the  general 
merchandise  group  to  2.3  percent  for  the  food  group 
(the  eating  and  drinking  group,  relatively  unimpor¬ 
tant  in  accounts  receivable  balances,  averaged  3.3 
percent).  Unlike  the  new  month's  sales  data  for 
Group  II  firms,  the  Group  II  accounts  receivable  es¬ 
timates  for  the  new  month  will  not  be  final  since 
the  same  firms  are  not  requested  to  report  each 
month;  i.e.,  a  portion  of  the  Group  II  accounts  re¬ 
ceivable  estimates  is  derived  from  "rotating"  panels 
( see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  and  Accounts 

Receivable  Balances  of  Retail  Stores — 

Tables  2  and  6 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  esti¬ 
mates  in  table  1.  Because  the  sampling  variability 
of  dollar  estimates  for  those  kinds  of  business  with 
an  asterisk  is  relatively  large,  such  estimates  are 
not  published;  however,  the  percentage  changes  which 
are  derived  from  such  estimates  have  a  smaller  sam¬ 
pling  variability  than  the  estimates  themselves  and 
are  shown  in  table  2.  For  months  prior  to  May  1960, 
the  percentage  change  figures  shown  in  table  2  for 
kinds  of  business  with  an  asterisk  represent  ratios 
based  on  simple  weighted  sums  of  reports. 

The  percentage  changes  in  accounts  receivable  bal¬ 
ances  shown  in  table  6  for  all  kinds  of  business  are 
derived  directly  from  the  dollar  volume  estimates  in 
the  same  tables. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores — Tables  3  and  7 

Separate  data  are  presented  in  tables  3  and  7  for 
stores  of  organizations  which  in  the  1958  Census  of 
Business  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (table  7)  are  subject  to  sampling  variability 
(see  table  11)  since  a  portion  of  such  estimates  are 
derived  from  a  sample — i.e.,  "rotating"  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores — Table  4 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by 
summing  the  sales  of  Group  II  stores  (see  above)  and 
the  weighted  sales  of  Group  I  retail  stores  operated 
by  organizations  which  have  4  to  10  retail  stores. 


For  most  kinds  of  business,  data  for  organizations 
operating  4  or  more  stores  consist  in  large  part  of 
the  Group  II  (11  or  more  stores)  figures  which  are 
obtained  without  sampling.  Users  of  these  data  are 
cautioned  that  figures  for  organizations  with  4-10 
stores,  which  presumably  might  be  obtained  by  sub¬ 
tracting  the  Group  II  totals  from  the  "4  or  more 
store"  totals,  are  subject  to  high  sampling  vari¬ 
ability  since  they  are  based  on  a  sample  of  insuf¬ 
ficient  size  to  provide  accurate  separate  measures 
for  this  (i.e.,  the  4-10)  component  of  the  "4  or  more 
store "  total . 

Revision  of  Data  Adjusted  for  Seasonal 

Variations  and  Trading  Day  Differences 

The  data  in  this  publication  have  been  based  on 
newly  developed  seasonal  adjustment  and  trading  day 
difference  factors  which  replace  the  previously  used 
factors.  The  new  seasonal  adjustment  factors  are 
based  on  the  X-9  version  of  the  Census  Method  II 
seasonal  adjustment  program.  The  new  trading  day 
factors  were  developed  in  accordance  with  the  method 
described  in  Seasonal  Adjustment  on  Electronic  Com¬ 
puters  ,  the  "Measurement  of  Calendar  Variation, "  pp. 
343-360,  Organization  for  Economic  Cooperation  and 
Development,  Paris,  1961.  Details  concerning  the 
new  seasonal  and  trading  day  factors  may  be  obtained 
from  the  Chief  Economic  Statistician,  Bureau  of  the 
Census,  Washington,  D.  C.,  20233. 

Table  12,  p.  21,  presents  the  combined  seasonal 
and  trading  day  adjustment  factors  by  kind  of  busi¬ 
ness  for  the  period  January  1963  to  December  1964 
that  are  used  in  adjusting  the  data.  The  factors 
shown  for  data  at  the  kind-of-business  group  and 
total  levels  were  derived  by  dividing  the  unadjusted 
data  published  at  these  levels  by  the  respective  ad¬ 
justed  figures.  Summary  measures  of  the  seasonal, 
cyclical  and  irregular  components  of  the  data  by  kind 
of  business  groups  and  totals  are  presented  in 
table  13,  p.  22.  These  measures  provide  a  rough 
guide  for  use  in  interpreting  current  percentage 
changes  in  the  adjusted  data. 

Data  adjusted  in  accordance  with  the  new  factors 
for  the  period  January  1953  through  June  1962  have 
been  included  in  the  Adjusted  Sales  Supplement  to  the 
July  1963  issue  of  the  Monthly  Retail  Trade  Report. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  not  separately 
shown  in  this  report,  are  produced  as  a  byproduct 
of  the  regularly  published  statistics.  These  addi¬ 
tional  data  have  not  been  included  in  this  publi¬ 
cation  basically  because  their  sampling  variability 
is  so  high  relative  to  the  changes  from  month  to 
month,  or  between  other  periods,  that  might  be  an¬ 
ticipated  actually  to  occur,  as  to  make  them  poten¬ 
tially  misleading.  The  Bureau  of  the  Census,  on 
request,  will  release  such  figures  for  individual 
use,  though  not  for  publication. 

It  should  be  noted  that  in  some  cases  figures  for 
an  individual  kind  of  business  can  be  derived  from 
the  Monthly  Retail  Trade  Report  itself  by  subtract¬ 
ing  figures  for  certain  published  kinds  of  business 
from  their  respective  kind-of-business  group  totals. 
However,  in  these  cases,  the  figures  obtained  by 
such  subtraction  would  be  subject  to  the  high  sam¬ 
pling  variability  described  above  for  unpublished 
kinds  of  business  and  their  use  would  be  subject  to 
the  same  hazards. 


Table  12.— COMBINED  SEASONAL,  TRADING  DAY  AND  HOLIDAY  ADJUSTMENT  FACTORS— SALES  OF  ALL  RETAIL  STORES  AND  GROUP  II  RETAIL  STORES— JANUARY  1963— DECEMBER  1964 
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The  adjuetoent  factors  shewn  above  for  sales  are  a  combination  of  the  seasonal  and  trading  day  factors.  These  are  separately  available,  however,  upon  request.  Adjustment  factors  are  not  included  in  this  table  for  those 
kinds  of  business  for  which  unadjusted  data  are  not  published  separately. 

Adjusted  sales  data  shown  in  tables  1  and  3  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors  shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the  sunmary 
trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the  individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data. 
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Table  13.— AVERAGE  MDNTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

i/c" 

MCD 

Average  duration  of 

run 

Cl 

I 

c 

MCD 

ALL  STORES 

United  States,  total . 

7.50 

7.36 

35.5 

.80 

.65 

.43 

1.51 

2 

2.34 

1.77 

10.92 

3.51 

Durable-goods  stores,  total . 

7.51 

7.33 

28.5 

1.80 

1.54 

.88 

1.75 

2 

2.18 

1.58 

9.75 

3.02 

Nondurable -goods  stores,  total . 

8.00 

7.86 

41.4 

.67 

.51 

.37 

1.38 

2 

1.96 

1.63 

58.50 

3.42 

Food  group . 

5.85 

5.83 

15.6 

.71 

.55 

.35 

1.57 

2 

1.93 

1.50 

58.50 

4.06 

Grocery  stores . 

6.08 

6.08 

15.7 

.71 

.55 

.39 

1.41 

2 

2.05 

1.38 

39.00 

4.06 

Eating  and  drinking  places . 

5.15 

3.61 

20.2 

.84 

.75 

.33 

2.27 

3 

2.05 

1.60 

10.92 

4.96 

General  merchandise  group . 

16.92 

16.65 

104.0 

1.37 

1.20 

.42 

2.86 

3 

1.90 

1.72 

14.63 

3.15 

Department  stores . 

17.91 

16.01 

107.7 

1.71 

1.58 

.46 

3.43 

4 

1.70 

1.51 

11.91 

3.37 

Variety  stores . 

20 .41 

18.77 

132.2 

1.55 

1.48 

.48 

3.08 

3 

1.70 

1.58 

16.38 

3.91 

Mail  order  houses  (department  store  merchandise). 

16.86 

14.65 

89.9 

2.20 

2.10 

.66 

3.18 

4 

1.82 

1.70 

11.91 

6.40 

Apparel  group . 

20.06 

19.67 

105.4 

1.73 

1.56 

.43 

3.63 

4 

1.82 

1.46 

10.64 

3.12 

Men's,  boys'  wear  stores . 

22.62 

20.42 

125.4 

2.58 

2.35 

.78 

3.01 

4 

1.93 

1.52 

7.71 

3.28 

Women's  apparel,  accessory  stores . 

19.55 

16.55 

96.9 

1.81 

1.72 

.52 

3.31 

4 

1.90 

1.54 

11.91 

4.13 

Shoe  stores . 

20.50 

17.31 

58.5 

2.36 

2.29 

.63 

3.63 

4 

1.82 

1.72 

10.08 

3.28 

Furniture  and  appliance  group . 

8.73 

8.55 

48.5 

1.39 

1.12 

.51 

2.20 

3 

1.70 

1.43 

19.50 

4.16 

Furniture,  home  furnishings  stores . 

8.66 

7.71 

39.5 

1.42 

1.23 

.58 

2.12 

3 

2.15 

1.47 

14 .56 

4.61 

Household  appliance,  TV,  radio  stores . 

9.98 

8.67 

53.8 

2.28 

2.07 

.71 

2.92 

4 

1.90 

1.70 

9.36 

3.20 

Lumber,  building,  hardware,  farm  equipment  group... 

8.84 

8.91 

44.7 

1.92 

1.79 

.55 

3.25 

4 

2.02 

1.65 

6.50 

3,66 

Lumber  yards,  building  materials  dealers . 

9.% 

8.43 

46.0 

1.89 

1.66 

.71 

2.34 

3 

1.87 

1.56 

8.73 

4.78 

Hardware  stores . 

12.07 

10.53 

53.8 

1.73 

1.64 

.53 

3.09 

4 

2.05 

1.87 

9.36 

4.92 

Automotive  group . 

7.80 

7.13 

34.8 

3.06 

2. 70 

1.31 

2.06 

3 

2.11 

1.54 

8.36 

3.31 

Passenger  car,  other  automotive  dealers . 

7.94 

7.11 

36.1 

3.22 

2.86 

1.37 

2.09 

3 

2.11 

1.54 

9.75 

3.31 

Tire,  battery,  accessory  dealers . 

12.34 

10.26 

49.7 

2.39 

2,14 

.92 

2.33 

3 

1.98 

1.60 

9.36 

4.30 

Gasoline  service  stations . 

4.24 

2.62 

12.3 

.81 

.60 

.51 

1.18 

2 

2.22 

1.66 

43.67 

4.48 

Drug  and  proprietary  stores . 

6.38 

6.06 

34.5 

.98 

.84 

.46 

1.83 

2 

2.38 

1.66 

16.38 

4.19 

Liquor  stores . 

11.66 

9.11 

61.5 

1.21 

1.04 

.57 

1.82 

2 

2.02 

1.47 

14.56 

4.19 

GROUP  II  STORES 

United  States,  total . 

11.98 

10.79 

57.0 

1.15 

1.04 

.53 

1.96 

3 

1.95 

1.57 

14.11 

6.58 

Grocery  stores . 

7.94 

2.2  9 

10.5 

1.02 

.89 

.53 

1.68 

2 

1.82 

1.42 

65.50 

3.94 

Eating  and  drinking  places . 

4.37 

2.73 

14 .6 

1.39 

1.27 

.62 

2.05 

3 

2.73 

2.34 

14.56 

6.14 

General  merchandise  group . 

17.57 

17.43 

111  .4 

2.36 

2.29 

.77 

2.97 

3 

1.76 

1.53 

11.30 

3.41 

Department  stores . 

17.11 

15.38 

103.7 

3.42 

3.35 

1.12 

2.99 

3 

3.42 

1.44 

8.19 

3.31 

Variety  stores . 

21.23 

19.78 

135.3 

1.57 

1.53 

.42 

3.64 

4 

1.98 

1.68 

13.10 

5.33 

Apparel  group . 

23.31 

22.62 

108.7 

2.48 

2.36 

.72 

3.28 

4 

1.79 

1.57 

14.13 

4.20 

Men's,  boys'  wear  stores . 

27.69 

24.05 

134.1 

5.01 

5.10 

1.33 

3.83 

4 

2.22 

1.96 

8.73 

5.57 

Women's  apparel,  accessory  stores . 

22.25 

18.91 

111.5 

2.74 

2.57 

.81 

3.17 

4 

1.93 

1.72 

10.08 

5.57 

Shoe  stores . 

24.17 

20.69 

70.6 

3.36 

3.32 

.56 

5.93 

6 

1.70 

1.51 

10.92 

4.85 

Tire,  battery,  accessory  dealers . 

14.10 

12.29 

60.6 

2.86 

2.68 

.78 

3.44 

4 

1.93 

1.64 

9.36 

4.57 

Drug  and  proprietary  stores . 

10.50 

9.36 

61.5 

1.65 

1.55 

.59 

2.63 

3 

2.18 

1.87 

21.83 

11.73 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 


0  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  the  year  1962.  It  is  a  measure  of  the  maximum  seasonal  chang 
in  the  unadjusted  series. 

Cl  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the  - 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

17c  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb.-K* 
etc.),  2-month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5-month  spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  two  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  movir 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  i 
random  series.  (Over  one  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95$  of  the  time.  Over  spans 
greater  than  one  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  liie  average  duration  of  run  of  Cl  is  1.85  for  household  appliances.  This  indicate: 
that  one-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  two  columns,  1.61  for  ' 
and  9.54  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finall; 
4.52  for  MCD  indicates  that  a  3-month  moving  average  of  the  seasonally  adjusted  series  (3-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.85  for  Cl  to  4.52  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 
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Table  1.—  ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS,  BY  KIND  OF  BUSINESS:  DECEMBER  1963  TO  DECEMBER  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences  ) 


Region  and  kind  of  business 

1964 

1963 

Percentage 

change 

1964 

Dec. 

from 

1964 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Deo.1 

Total 

Dec . 

Total 

from 

1963 

Dec . 
1963 

Nov. 

1964 

UNITED  STATES,  TOTAL . 

19,154 

18,758 

20,502 

21, 186 

22,508 

22,242 

22,145 

21,778 

21,313 

22,605 

21, 720 

27, 578 

261,489 

25,104 

246, 435 

+6 

+10 

+27 

Durable-goods  stores,  total - 

6,031 

6,122 

6,741 

7,360 

7,693 

7,719 

7,399 

7,011 

6,893 

7,133 

6,  813 

8,106 

85,021 

7,208 

80,098 

+6 

+12 

+19 

Nondurable-goods  stores,  total . 

13,123 

12,636 

13,761 

13,826 

14,815 

14, 523 

14,746 

14,767 

14,420 

15,472 

14,907 

19,472 

176, 468 

17,896 

166,337 

+6 

+9 

+31 

Food  group . 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

5,484 

5,283 

5,099 

5,528 

5,017 

5,761 

62, 190 

5,194 

59,143 

+5 

+11 

+15 

Grocery  stores . 

4,558 

4,395 

4,406 

4,414 

4,739 

4,613 

4,971 

4,780 

4,612 

5,031 

4,  546 

5,204 

56, 269 

4, 679 

53,551 

+5 

+11 

+14 

Eating  and  drinking  places . 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,796 

1,805 

1,671 

1,688 

1,568 

1, 639 

19, 382 

1,533 

18,071 

+7 

+7 

+5 

GAF2,  total . 

3,803 

3,722 

4,559 

4,454 

4,804 

4,841 

4,596 

4,911 

4,927 

5,359 

5,545 

8,  803 

60, 324 

7,904 

54,732 

+10 

+11 

+59 

General  merchandise  group . 

1,872 

1,875 

2,303 

2,310 

2,479 

2,491 

2,380 

2,591 

2,550 

2,801 

3,021 

5,030 

31, 703 

4, 399 

28,660 

+11 

+14 

+67 

Department  stores . 

1,094 

1,069 

1,336 

1,366 

1,463 

1,481 

1,384 

1,513 

1,519 

1,668 

1,761 

2,968 

18,622 

2,625 

16, 683 

+12 

+13 

+69 

Apparel  group . 

1,026 

927 

1,283 

1,140 

1,282 

1,238 

1,118 

1,209 

1,289 

1,376 

1,355 

2,313 

15,556 

2, 172 

14, 460 

+8 

+6 

+71 

Furniture  and  appliance  group.. 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

1,111 

1,088 

1,182 

1,169 

1,460 

13,065 

1,333 

11, 612 

+13 

+10 

+25 

Lumber, bldg., hdwe., farm  equip .grp 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,500 

1,389 

1,397 

1,449 

1,241 

1,234 

15,626 

1,185 

15,528 

+1 

+4 

-1 

Automotive  group . 

3,677 

3,684 

4,059 

4,453 

4,551 

4,387 

4,159 

3,853 

3,728 

3,858 

3,713 

4,337 

48,458 

3,690 

45,959 

+5 

+18 

+17 

Gasoline  service  stations . 

1,566 

1,480 

1,585 

1,617 

1,708 

1,754 

1,820 

1,801 

1,701 

1,761 

1,712 

1,787 

20, 292 

1,713 

19, 365 

+5 

+4 

+4 

Drug  and  proprietary  stores . 

671 

656 

680 

665 

713 

705 

707 

708 

701 

724 

689 

967 

8,586 

906 

8, 175 

+5 

+7 

+40 

THE  NORTHEASTERN  STATES,  TOTAL... 

4,933 

4,766 

5,283 

5,370 

5,734 

5,671 

5,508 

5,435 

5j362 

5,673 

5,581 

7,286 

66, 602 

6,  595 

62,962 

+6 

+10 

+31 

Durable-goods  stores,  total - 

1,356 

1,348 

1,553 

1,714 

1,817 

1,775 

1,605 

1,587 

1,498 

1,553 

1,  578 

1,947 

19,331 

1,685 

18,311 

+6 

+16 

+23 

Nondurable-goods  stores,  total. 

3,577 

3,418 

3,730 

3,656 

3,917 

3,896 

3,903 

3,848 

3,864 

4,120 

4,003 

5,339 

47, 271 

4,910 

44, 651 

+6 

+9 

+33 

Food  group . 

1,435 

1,373 

1,385 

1,381 

1,484 

1,450 

1,564 

1,470 

1,438 

1,552 

1,406 

1,621 

17,559 

1,459 

16, 564 

+6 

+11 

+15 

Grocery  stores . 

1,208 

1,152 

1,152 

1,159 

1,249 

1,217 

1,324 

1,237 

1,204 

1,310 

1,178 

1,355 

14,745 

1,205 

13,827 

+7 

+12 

+15 

Eating  and  drinking  places . 

423 

409 

447 

466 

508 

528 

542 

541 

500 

500 

464 

493 

5,821 

467 

5,526 

+5 

+6 

+6 

GAF2,  total . 

1,036 

997 

1,246 

1,181 

1,314 

1,338 

1,209 

1,261 

1,348 

1,464 

1,542 

2,462 

16, 398 

2,208 

15,043 

+9 

+12 

+60 

General  merchandise  group . 

447 

435 

537 

529 

585 

608 

567 

598 

635 

695 

764 

1,290 

7,690 

1,106 

6,945 

+11 

+17 

+69 

Department  stores . 

280 

263 

333 

330 

368 

383 

345 

364 

402 

440 

464 

795 

4,767 

697 

4, 277 

+11 

+14 

+71 

Apparel  group . 

340 

306 

439 

376 

435 

430 

343 

367 

419 

443 

440 

737 

5,075 

700 

4,756 

+7 

+5 

+68 

i  i  i  i  i  i  “  i  i  i  i 

1  1  1 

+29 

Lumber, bldg., hdwe .,  farm  equip  .grp 

u 

-6 

Gasoline  service  stations . 

284 

276 

301 

307 

325 

327 

342 

338 

314 

317 

307 

316 

3,754 

308 

3,593 

+4 

+3 

+3 

Drug  and  proprietary  stores . 

153 

146 

151 

146 

152 

160 

160 

157 

161 

166 

158 

216 

1,926 

203 

1,872 

+3 

+6 

+37 

THE  NORTH  CENTRAL  STATES,  TOTAL.. 

5,516 

5,397 

5,872 

6,254 

6,674 

6,549 

6,558 

6,362 

6,341 

6,885 

6,514 

8,045 

76,967 

7, 347 

73,095 

+5 

+10 

+24 

Durable-goods  stores,  total . . . . 

1,713 

1,737 

1,918 

2,198 

2,242 

2,284 

2,226 

2,036 

2,101 

2,254 

2,097 

2,392 

25,198 

2,121 

24,108 

+5 

+13 

+14 

Nondurable-goods  stores,  total. 

3,803 

3,660 

3,954 

4,056 

4,432 

4,265 

4,332 

4,326 

4,240 

4,631 

4,417 

5,653 

51, 769 

5,226 

48,987 

+6 

+8 

+28 

Food  group . 

1,390 

1,360 

1,356 

1,359 

1,472 

1,428 

1,509 

1,470 

1,406 

1,536 

1,384 

1,578 

17, 248 

1,446 

16, 471 

+5 

+9 

+14 

Grocery  stores . 

1,276 

1,253 

1,246 

1,248 

1,349 

1,302 

1,386 

1,345 

1,288 

1,412 

1,268 

1,441 

15,814 

1,319 

15,096 

+5 

49 

+14 

Eating  and  drinking  places . 

436 

410 

440 

458 

493 

510 

538 

544 

505 

520 

474 

491 

5,819 

452 

5,400 

+8 

+9 

+4 

1,091 

1,064 

1,300 

1,310 

1,386 

1,393 

1,343 

1,424 

1,438 

1,  576 

General  merchandise  group . 

585 

'590 

724 

'735 

'785 

796 

749 

824 

817 

896 

966 

1,564 

10,031 

1,386 

9,051 

+11 

+13 

+62 

342 

337 

419 

444 

468 

476 

434 

480 

487 

532 

259 

227 

307 

295 

327 

286 

299 

325 

357 

+8 

Furniture  and  appliance  group . 

247 

247 

269 

280 

274 

299 

308 

301 

296 

323 

322 

396 

3,562 

370 

3,262 

+9 

+7 

+23 

Lumber,  bldg.,  hdwe.,  farm  equip  .grp 

350 

348 

401 

489 

533 

571 

557 

514 

555 

580 

463 

471 

5,832 

467 

5,839 

0 

+1 

+2 

977 

993 

1,103 

1,291 

1,285 

1,250 

1,207 

1,059 

1,061 

1,176 

501 

475 

502 

521 

551 

542 

576 

546 

205 

197 

198 

191 

214 

205 

213 

214 

227 

THE  SOUTH,  TOTAL . 

5,190 

5,171 

5,702 

5,809 

6,198 

5,994 

6,013 

5,919 

5,687 

6,038 

5,748 

7, 385 

70, 854 

6,575 

65,872 

+8 

+12 

+28 

Durable-goods  stores,  total... 

1,767 

1,860 

2,067 

2,163 

2,303 

2,228 

2,159 

2,021 

1,990 

2,028 

1,895 

2,  323 

24, 804 

1,999 

22, 603 

+10 

+16 

+23 

Nondurable-goods  stores,  total. 

3,423 

3,311 

3,635 

3,646 

3,895 

3,766 

3,865 

3,898 

3,697 

4,010 

3,853 

5,062 

46,050 

4,576 

43,  269 

+6 

+11 

+31 

1,308 

1^255 

1,266 

1,373 

1,456 

1,403 

1,247 

1,196 

1*201 

lf  ?1? 

1,304 

lf  ?85 

306 

301 

323 

345 

357 

359 

381 

381 

353 

354 

986 

982 

1,232 

1,188 

1,286 

1,258 

1,346 

491 

500 

626 

673 

633 

241 

238 

311 

312 

337 

323 

311 

Apparel  group . 

272 

254 

361 

304 

333 

312 

308 

349 

342 

380 

364 

645 

4^  224 

586 

3, 891 

+9 

+10 

+77 

Furniture  and  appliance  group. 

223 

228 

245 

260 

280 

313 

299 

317 

307 

328 

310 

393 

3,503 

317 

2,888 

+21 

+24 

+27 

Lumber, bldg., hdwe., farm  equip. grp 

250 

266 

344 

396 

436 

418 

387 

338 

352 

370 

329 

323 

4,  209 

283 

4,049 

+4 

+14 

1,160 

1,210 

1,314 

1,355 

1,412 

1,31? 

1*290 

1, 170 

471 

444 

477 

486 

512 

181 

180 

188 

186 

201 

196 

190 

185 

THE  WEST,  TOTAL . 

3,515 

3,424 

3,645 

3,753 

3,902 

4,028 

4,066 

4,062 

3,923 

4,009 

3,877 

4,862 

47,066 

4,  587 

44, 506 

+6 

46 

+25 

Durable-goods  stores,  total... 

1,195 

1,177 

1,203 

1,285 

1,331 

1,432 

1,409 

1,367 

1,304 

1,298 

1,243 

1,444 

15,688 

1,403 

15,076 

+4 

+3 

+16 

Nondurable -goods  stores,  total 

2,320 

2,247 

2,442 

2,468 

2,571 

2,596 

2,657 

2,695 

2,619 

2,711 

2, 634 

3,418 

31, 378 

3,184 

29,430 

+7 

+7 

+30 

885 

861 

884 

876 

919 

884 

955 

940 

914 

Grocery  stores . 

827 

794 

807 

795 

837 

809 

880 

869 

845 

906 

822 

*947 

lo' 138 

865 

9*767 

+4 

+9 

+15 

271 

266 

278 

314 

335 

339 

313 

314 

GAF2,  total . 

690 

679 

781 

775 

818 

85? 

824 

880 

861 

897 

General  merchandise  group . 

349 

350 

416 

422 

436 

454 

451 

489 

467 

496 

543 

*901 

5*774 

’803 

5^  257 

+10 

+12 

+66 

Apparel  group . 

155 

|  UO 

|  176 

|  165 

|  187 

1  198 

|  181 

194 

|  203 

196 

|  193 

1  333 

|  2,321 

1  333 

1  2,133 

+9 

0 

+73 

1 

| 

1 

| 

1  c 

| 

| 

I 

| 

I 

1 

| 

+12 

-3 

_  . ,  ,  .  , 

i  1  1  l  1  1  °  l  I  l  i  1  1  1  1 

+3 

+3 

i_ i_ i_ i_ i_ i  c  i  i  i  i  i  i  i  i 

+5 

0 

+46 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-l.)  Totals  include  data  for  kinds  of  business  not  shown  separately.  States 
in  geographic  regions  are  shown  on  last  page  of  report. 

1  Preliminary  estimates.  2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in 

department- store  types  of  merchandise.  • 

(C)  (c)  .Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  ,  ear-to-year  percentage  change 
and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 


Table  2.— ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  GEOGRAPHIC  DIVISIONS,  BY  KIND  OF  BUSINESS:  DECEMBER  1963  to  DECEMBER  1964 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading-  day  differences  ) 
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Geographic  division  and 
kind  of  business 


New  England  Division,  total 

Durable-goods  stores . 

Nondurable-goods  stores . . 


Food  group . . 

GAF2,  total . 

General  merchandise  group 


Middle  Atlantic  Division,  total 

Durable-goods  stores . 

Nondurable -goods  stores . 

GAF2,  total . 

General  merchandise  group.. 


East  North  Central  Division,  total . . 

Durable-goods  stores . 

Nondurable -goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group 


West  North  Central  Division,  total.. 

Durable-goods  stores . 

Nondurable-goods  stores . 

Food  group . 

GAF2,  total...., . 

General  merchandise  group . 


South  Atlantic  Division,  total 

Durable-goods  stores . 

Nondurable-goods  stores . 


GAF2,  total . 

General  merchandise  group 


East  South  Central  Division,  total . . 
Nondurable-goods  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group . 

West  South  Central  Division,  total . . 

Durable-goods  stores . 

Nondurable -good 8  stores . 


Food  group . 

GAF2,  total . 

General  merchandise  group 


Mountain  Division,  total. 
Nondurable -goods  stores 


Food  group . 

GAF2,  total . 

General  merchandise  group 


Pacific  Division,  total . . 
Durable-goods  stores . . . 
Nondurable -goods  stores 

Food  group . 

OAF2,  total . 


1964 

1963 

Percentage 

change 

1964 

Dec.  1964 
from — 

Jan. 

Fob. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Deo.1 

Total 

Dec . 

Total 

from 

1963 

Dec . 
1963 

Nov. 

1964 

1,238 

1,162 

1,272 

1,313 

1,423 

1,439 

1,417 

1,422 

1,380 

1,4  27 

1,419 

1,909 

16, 821 

1,662 

15,484 

+9 

+15 

+35 

376 

357 

417 

477 

513 

493 

430 

444 

415 

417 

432 

552 

5,323 

469 

4,779 

+11 

+18 

+28 

862 

805 

855 

836 

910 

946 

987 

978 

965 

1,010 

987 

1,357 

11,498 

1,193 

10, 705 

+7 

+14 

+37 

340 

317 

318 

318 

353 

362 

403 

382 

364 

386 

349 

403 

4,295 

347 

4,012 

+7 

+16 

+15 

230 

218 

263 

256 

289 

305 

277 

298 

306 

315 

338 

593 

3,688 

505 

3,326 

+11 

+17 

+75 

+11 

+23 

+83 

3,695 

3,604 

4,011 

4,057 

4,311 

4,232 

4,091 

4,013 

3,982 

4,246 

4,162 

5,  377 

49,781 

4,933 

47, 478 

+5 

49 

+29 

980 

•  991 

1,136 

1,237 

1,304 

1,282 

1,175 

1,143 

1,083 

1,136 

1,146 

1,395 

14,008 

1,216 

13,532 

+4 

+15 

+22 

2,715 

2,613 

2,875 

2,820 

3,007 

2,950 

2,916 

2,870 

2,899 

3,110 

3,016 

3,982 

35,773 

3,717 

33,946 

+5 

+7 

+32 

806 

779 

983 

925 

1,025 

1,033 

932 

963 

1,042 

1,149 

1,204 

1,869 

12, 710 

1,703 

11.715 

+8 

+10 

+55 

357 

351 

430 

421 

457 

462 

430 

452 

493 

546 

599 

988 

5,986 

861 

5,408 

+11 

+15 

+65 

3,931 

3,886 

4,247 

4,497 

4,778 

4,656 

4,581 

4,489 

4,464 

4,882 

4, 653 

5,752 

54, 816 

5,283 

51, 662 

+6 

+9 

+24 

1,179 

1,210 

1,357 

1,558 

1,574 

1,579 

1,479 

1,370 

1,424 

1,562 

1,455 

1,648 

17,395 

1,472 

16,  530 

+5 

+12 

+13 

2,752 

2,676 

2,890 

2,939 

3,204 

3,077 

3,102 

3,119 

3,040 

3,320 

3,198 

4,104 

37,421 

3,811 

35,132 

+7 

+8 

+28 

1,044 

1;  039 

1,034 

1,033 

1,116 

1,074 

1,126 

1,101 

1,046 

1, 142 

1,041 

1,187 

12,983 

1,085 

12,235 

+6 

+9 

+14 

801 

785 

968 

970 

1,023 

1,019 

965 

1,031 

1,050 

1, 148 

1,208 

1,884 

12,852 

1,717 

11, 708 

+10 

+10 

+56 

427 

433 

536 

541 

577 

581 

539 

594 

596 

644 

706 

1,134 

7,308 

1,024 

6,560 

+11 

+11 

461 

1,585 

1,511 

1,625 

1,757 

1,896 

1,893 

1,977 

1,873 

1,877 

2,003 

1,  861 

2,293 

22,151 

2,064 

21,433 

+3 

+11 

+23 

534 

527 

561 

640 

668 

705 

747 

666 

677 

692 

642 

744 

7,803 

649 

7,  578 

+3 

+15 

+16 

1,051 

984 

1,064 

1,117 

1,228 

1,188 

1,230 

1,207 

1,200 

1,311 

1,  219 

1,  549 

14,  348 

1,415 

13, 855 

+4 

+9 

+27 

321 

322 

326 

356 

354 

383 

369 

360 

394 

343 

391 

4,  265 

361 

4,236 

+1 

+8 

+14 

290 

279 

332 

340 

363 

374 

378 

393 

388 

428 

438 

674 

4, 677 

592 

4,  285 

+9 

+14 

+54 

158 

157 

188 

194 

208 

215 

210 

230 

221 

252 

260 

430 

2, 723 

362 

2,491 

+9 

+19 

+65 

2,523 

2,505 

2,789 

2,828 

3,035 

2,938 

2,919 

2,936 

2,786 

2,974 

2,871 

3,732 

34,  836 

3,273 

32,224 

+8 

+14 

+30 

821 

861 

976 

1,028 

1,107 

1,066 

1,003 

977 

948 

973 

911 

1,109 

11,780 

942 

10, 699 

+10 

+18 

+22 

1,702 

1,644 

1,813 

1,800 

1,928 

1,872 

1,916 

1,959 

1,838 

2,001 

1,960 

2,623 

23,056 

2,  331 

21, 525 

+7 

+13 

+34 

490 

501 

637 

601 

651 

641 

607 

680 

660 

737 

754 

1,236 

8,195 

1,037 

7,226 

+13 

+19 

464 

250 

257 

328 

321 

345 

330 

311 

346 

323 

364 

397 

686 

4,258 

579 

3,874 

+10 

+18 

+73 

963 

982 

1,092 

1,114 

1,195 

1,144 

1,129 

1,117 

1,103 

1,161 

1,093 

1,372 

13,465 

1,248 

12,312 

+9 

+10 

+26 

628 

614 

677 

689 

749 

703 

713 

724 

712 

772 

716 

923 

8,620 

856 

8,079 

+7 

+8 

+29 

185 

184 

236 

236 

251 

235 

225 

243 

231 

257 

245 

404 

2,932 

378 

2,700 

+9 

+7 

+65 

97 

97 

121 

124 

133 

123 

118 

126 

121 

139 

134 

225 

1,558 

216 

1,446 

+8 

44 

468 

1,704 

1,684 

1,821 

1,867 

1,968 

1,912 

1,965 

1,866 

1,798 

1,903 

1,784 

2,281 

22, 553 

2,054 

21, 336 

+6 

+11 

+28 

1,093 

1,053 

1,145 

1,157 

1,218 

1,191 

1,225 

1,215 

1,147 

1,237 

1,177 

1,516 

14, 374 

1,389 

13, 665 

+5 

49 

+29 

+13 

311 

297 

359 

351 

384 

382 

388 

423 

389 

428 

423 

673 

4,808 

592 

4, 260 

+13 

+14 

+59 

144 

146 

177 

179 

195 

180 

184 

208 

187 

211 

217 

364 

2,392 

309 

2,087 

+15 

+18 

+68 

765 

711 

762 

795 

837 

901 

907 

918 

848 

879 

827 

1,034 

10,184 

1,010 

10,402 

-2 

+2 

+25 

511 

484 

529 

527 

544 

575 

603 

610 

570 

583 

562 

734 

6,832 

692 

6, 847 

0 

+6 

+31 

-1 

+11 

+19 

133 

129 

151 

150 

159 

164 

163 

177 

160 

169 

173 

275 

2,003 

270 

1,864 

+7 

+2 

+59 

66 

66 

83 

84 

88 

89 

87 

98 

84 

90 

95 

163 

1,093 

155 

1,022 

+7 

+5 

+72 

2,750 

2,713 

2,883 

2,958 

3,065 

3,127 

3,159 

3,144 

3,075 

3,130 

3,050 

3,828 

36,882 

3,577 

34, 104 

+8 

+7 

+26 

941 

950 

970 

1,017 

1,038 

1,106 

1,105 

1,059 

1,026 

1,002 

978 

jl,  144 

12,336 

1,085 

11,521 

+7 

+5 

+17 

1,809 

1,763 

1,913 

1,941 

2,027 

2,021 

2,054 

2,085 

2,049 

2,128 

2,072 

2,684 

24,546 

2,492 

22, 583 

49 

+8 

+30 

684 

666 

686 

689 

722 

694 

751 

741 

721 

756 

686 

784 

8,580 

719 

8,074 

♦6 

+9 

+14 

557 

550 

630 

625 

659 

688 

661 

703 

701 

728 

762 

1,195 

8,459 

1,110 

7,646 

+11 

^8 

+57 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-2.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 
States  in  geographic  divisions  are  shown  at  end  of  report. 

Preliminary  estimates. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department  store  types  of  mercljandiae . 
(C)  (c)  See  footnote  to  table  1. 
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Table  3.— ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  SELECTED  LARGE  STATES:  DECEMBER  1963  TO  DECEMBER  1964 


(Million;-  of  iollar-.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  Jay  differences) 


State 

1964 

1963 

Percentage 

change 

Dec.  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec.1 

Total 

Dec. 

Total 

from 

1963 

Dec. 

1963 

Nov. 

1964 

California . 

2,154 

2,109 

2,195 

2,260 

2,354 

2,389 

2,  375 

2,336 

2,300 

2,355 

2,344 

2,953 

28,124 

2, 783 

26, 142 

+8 

46 

426 

Illinois . 

1,143 

1,131 

1,276 

1,336 

1,418 

1,384 

1,302 

1,284 

1,282 

1,377 

1,388 

1,663 

15,984 

1,602 

15,048 

+6 

44 

420 

Massachusetts . 

586 

561 

630 

665 

697 

675 

630 

623 

621 

643 

663 

884 

7,  878 

778 

7,433 

46 

414 

433 

Michigan . 

853 

823 

884 

952 

1,017 

984 

993 

966 

983 

1,080 

1,035 

1,293 

11,863 

1,109 

11,008 

48 

417 

425 

New  Jersey . 

697 

699 

802 

808 

869 

851 

820 

789 

773 

814 

809 

1,037 

9,768 

920 

8,993 

49 

413 

428 

New  York . 

1,910 

1,839 

2,028 

2,036 

2,156 

2,114 

2,045 

2,033 

2,027 

2,132 

2,043 

2,599 

24,962 

2,493 

24,014 

44 

44 

427 

Ohio . 

986 

977 

1,063 

1,115 

1,176 

1,147 

1,141 

1,151 

1,136 

1,267 

1,163 

1,452 

13,774 

1,340 

13,087 

45 

48 

425 

Pennsylvania . 

1,088 

1,066 

1,181 

1,213 

1,286 

1,267 

1,226 

1,191 

1,182 

1,300 

1,310 

1,741 

15,051 

1,520 

14, 471 

44 

415 

433 

Texas . 

1,010 

1,021 

1,113 

1,129 

1,192 

1,161 

1,200 

1,141 

1,101 

1,150 

1,055 

1,376 

13,649 

1,  228 

12,992 

45 

412 

430 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-3.) 
1  Preliminary  estimate. 


Table  4.— ESTIMATED  MONTHLY  SALES  OF  RETAIL  STORES  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS:  DECEMBER  1963  TO  DECEMBER  1964 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percentage 

change 

Statistical  areas 

1964 

Dec.  1964 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec.1 

Total 

Dec. 

Total 

from 

1963 

Dec. 

1963 

Nov. 

1964 

Standard  Consolidated  Areas2 

Chicago,  Ill. -Northwestern  Ind. , 

812 

802 

910 

942 

986 

958 

895 

888 

894 

962 

988 

1,215 

11,252 

1,145 

10, 648 

46 

+10 

+6 

+6 

+7 

+23 

+41 

+29 

+49 

New  York-Northeastern  N.J., 

1,708 

412 

1,666 

1,846 

1,829 

1,951 

1,905 

1,790 

1,847 

565 

2,374 

844 

22, 330 
6,209 

2,216 

813 

21,378 

5,741 

GAF3 . 

*395 

'488 

'456 

'517 

'527 

'464 

462 

'517 

'562 

+8 

Standard  Metropolitan 
Statistical  Areas2 

758 

742 

853 

877 

914 

889 

822 

816 

821 

873 

907 

1,117 

10,389 

1,071 

9,804 

+6 

+9 

+10 

+22 

+8 

+14 

+4 

+5 

+22 

+21 

+23 

+41 

+26 

+60 

+27 

+56 

+28 

+49 

+35 

+59 

1  1  1  1  1  1  ^  1  1  1  1  1  1  1  1 

i  i  i  i  i  i  .  i  i  t  i  i  i  i  i 

1,018 

963 

1,004 

1,022 

1,061 

1,063 

1,070 

1,060 

1,058 

1,073 

1,092 

1,389 

12,  873 

1,337 

11,905 

+6 

1,229 

1,195 

1,308 

1,282 

1,356 

1,326 

1,262 

1,243 

1,274 

1,348 

1,306 

1,673 

15,  802 

1,603 

15,248 

+8 

+8 

+12 

Philadelphia,  Pa.,  total . 

GAF3 . 

1  1  1  1  1  1  ..  1  1  1  1  1  1  1  1 

+13 

+18 

1  1  1  1  1  .  1  1  1  1  1  1  1  ' 

1_ 1_ 1_ 1_ 1_ 1_ 1_ 1_ 1_ J_ 1_ 1_ 1_ 1 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  S-4.) 

1  Preliminary  estimate. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  at  end  of  report. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges 

Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  =  0  to  3.5  percent 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  ■  1.6  to  3.0  percent 
c  =  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percentage  change  for  two  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  two  consecutive  months  is 
somewhat  higher. 


Table  S-l.  ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  GEOGRAPHIC  REGIONS 


Kind  of  business 

Dollar 

volume  estimates 

Percentage  change  from  same 
month  a  year  ago 

Month- to- month  percent  change  over 

2  consecutive  months 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

IXirable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group. . 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

c 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

3 

B 

B 

c 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 
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Table  S-2 .  —ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

\ 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

c1) 

A 

B 

t1) 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

b 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Percentage  change 

fran  same  month  a  year 

ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

(2> 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

C1) 

A 

A 

t1) 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

p) 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

t1) 

a 

a 

t1) 

a 

b 

GAF,  total . 

b 

a 

a 

a 

a 

b 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

(J) Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  soles  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  6,  "Group  II  Organizations.")  (2)More  than  10.5  percent.  (3)More  than  4.5  percent. 


Table  S-3  — ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STATES 


State 

Dollar  volume 
sales 
estimates 

Percentage  change 
frcm  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

B 

B 

B 

a 

Table  S-V .  —ESTIMATED  RANGES  OF  SAMPLING  VARIABILITY  FOR  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Statistical  areas 

Dollar  volume 
sales  estimates 

Percentage  change  from 
same  month  a  year  ago 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

C 

B 

B 

a 

b 

New  York-Northeastern  New  Jersey . 

B 

B 

B 

B 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

B 

C 

B 

B 

b 

Detroit,  Mich . 

C 

c 

B 

B 

b 

b 

Los  Angeles,  Calif . 

B 

c 

B 

B 

b 

New  York,  N.  Y . 

B 

c 

B 

B 

Philadelphia,  Pa . 

C 

c 

B 

B 

b 

b 
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CHANGE  IN  SURVEY  SAMPLE  DESIGN  AND  REPORTING  PROCEDURES 


Nature  of  the  Sample 

As  described  in  the  regular  Monthly  Retail  Trade 
Report,  the  general  nature  of  the  sample  of  retail 
establishments  from  which  the  dollar  volume  sales 
estimates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which  in 
the  1958  Census  of  Business  were  reported  asoperating 
11  or  more  retail  stores  in  the  United  States,  are 
included  in  the  sample  regardless  of  location  in  the 
United  States. 

B.  Group  I  stores;  i.e., all  remaining  retail  stores 
in  the  sample,  are  included  on  the  following  basis: 

1.  Retail  stores  with  1954  sales  volume  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States. (These 
stores  are  called  "National  list"  stores.) 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  233  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  two  or  three  coun¬ 
ties,  were  chosen  at  random  (one  from  each  of 
the  233  primary  strata)  with  known  probability  of 
selection.  .  The  sample  within  these  areas  con¬ 
sists  of  (a)  "Large"  stores  (all  stores  located 
anywhere  in  the  Census  sample  areas  which  meet 
certain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments) selected 
at  random,  with  known  probability  of  selection, 
within  Census  sample  areas.  Certain  of  these 
stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area 
segments  each  month  by  Census  field  interviewers 
makes  it  possible  to  account  for  new  stores, 
regardless  of  size,  which  have  come  into  exist¬ 
ence  subsequent  to  the  establishment  of  the 
sample. 

For  purposes  of  developing  the  geographic  area  esti¬ 
mates  published  in  this  supplementary  report,  the 
following  criteria  were  used  to  select  the  various 
components  of  this  sample. 

Group  II  Organizations 

Group  II  organizations  are  included  in  the  monthly 
retail  sales  statistics  generally  on  the  basis  of 
data  reported  separately  by  county  or  for  a  sample 
of  their  establishments.  These  Group  II  firms  re¬ 
porting  separate  establishment  figures  are  included 
on  the  following  basis:  1.  Firms  with  September 
1961  sales  of  approximately  $10  million  or  more  are 
canvassed  each  month  for  sales  data  for  one  or  more 
of  their  establishments;  2.  Firms  with  sales  below 
this  amount  are  sampled, with  selection  proportionate 
to  their  sales  size,  and  canvassed  for  selected 
month(s)  of  the  year.  For  both  types  of  firms,  the 
specific  establishments  for  which  sales  data  are 
tabulated  are  selected  in  the  following  manner: 


A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month.  For 
general  merchandise,  apparel,  and  furniture  and 
appliance  stores  located  in  the  Detroit  and  Phila¬ 
delphia  Standard  Metropolitan  Statistical  Areas,  a 
criterion  of  about  $425,000  was  used. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled,  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the  year 
report  newly  acquired  stores  each  month,  whether 
newly  constructed  or  purchased  from  others.  Firms 
canvassed  for  only  selected  month(s)  report  newly 
acquired  stores  once  each  year.  Data  for  all  such 
newly  acquired  stores  are  included  in  the  statistics 
for  the  month  in  which  they  are  initially  reported. 
For  subsequent  months,  they  are  sampled  on  the  basis 
of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  on  a  national 
organizational  total  covering  all  of  their  retail 
stores .  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.  S.  food  store  sales,  have  been  distributed  by 
geographic  area  in  accordance  with  the  distribution 
of  their  sales  as  reported  in  the  1963  Annual  Retail 
Trade  Survey.  Data  for  a  few  firms  are  distributed 
geographically  based  on  their  sales  distribution  in 
the  1958  Census  of  Business .  The  few  firms  in  other 
kinds  of  business  which  report  only  national  organi¬ 
zational  sales  totals  represent  less  than  2  percent 
of  total  United  States  retail  sales,  exclusive  of 
food  store  sales,  and  for  no  separate  kind -of -business 
category  shown  in  this  report  do  they  account  for  as 
much  as  5  percent  of  the  national  total. 


Group  I  Stores 

The  basic  sample  design  for  Group  I  stores  has  not 
been  changed.  However,  for  purposes  of  developing 
the  standard  metropolitan  statistical  area  statistics 
shown  in  this  report  for  the  general  merchandise, 
apparel,  and  furniture  and  appliance  stores  category 
(GAF),  the  Group  I  monthly  mail  panel  of  such  stores 
was  substantially  increased. 

Reliability  of  Data 

The  monthly  dollar  volume  sales  estimates  prepared 
by  the  Bureau  of  the  Census  and  shown  in  this  report 
are  based  on  a  probability  sample  and  therefore  the 
sampling  variability  of  these  estimates  is  measurable. 
Estimated  ranges  of  the  sampling  variabilities  are 
shown  in  tables  S-l  through  S-4.  In  order  to  obtain 
a  measure  of  the  variability  of  the  dollar  volume, 
month-to-month  and  year-to-year  ratio  estimates, 
multiply  the  estimate  by  its  associated  sampling 
variability.  Add  and  subtract  the  product  from  the 
estimate.  Since  the  sampling  variabilities  are  com¬ 
puted  at  the  1-sigma  level,  the  chances  are  that  2 
out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  "expected  value"  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu- 


meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  "expected 
value"  approximately  19  out  of  20  times.  (The  basic 
Monthly  Retail  Trade  Report  contains  an  illustration 
of  the  procedure  to  obtain  a  measure  of  the  vari¬ 
ability  of  specific  estimates.) 

The  sampling  errors  shown  are  also  subject  to  possi¬ 
ble  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  againsta  rough  measure  of  sample  size. 

Unpublished  Data 

Unpublished  data  identified  in  this  report  as  subject 
to  sampling  variability  of  "C"  or  "c"  magnitude  are 
available  on  request.  Selected  additional  data, 
providing  greater  detail  by  geographic  area  and  by 
kind  of  business,  may  be  developed  on  a  reimbursable 
basis.  Unpublished  data  are  provided  for  individual 
use  only  and  not  for  publication.  Such  data  are  not 
sufficiently  reliable  for  publication  because  their 
sampling  variability  is  so  high  relative  to  the 
changes  from  month-to-month  or  between  other  periods 
as  to  make  them  potentially  misleading.  It  should 
be  noted  that  in  some  cases  unpublished  figures  can 
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be  derived  directly  frcm  this  report  by  subtracting 
published  data  from  their  respective  totals.  However, 
the  figures  obtained  in  this  manner  would  be  subject 
to  the  high  sampling  variability  described  above  and 
their  use  would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
,rbuilding  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties,  e.g.,  a  conpany's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  United  States  population  and  such 
tabulations  should  be  limited  to  statistics  for  all 
kinds  of  business  combined  and  for  large  and  statis¬ 
tically  reliable  combinations  of  kind-of-business 
categories,  such  as  the  GAF  combination. 

Additional  Detail  Published  in  the 

Monthly  Retail  Trade  Report 

The  regular  Monthly  Retail  Trade  Report  contains 
statistics  on  end-of -month  accounts  receivable  bal¬ 
ances  of  retail  stores,  in  addition  to  sales  data 
for  the  United  States  by  detailed  kinds  of  business. 
That  report  also  includes  a  more  detailed  description 
of  the  sample  design  and  concepts  used  in  this  sur¬ 
vey,  including  kind-of-business  classification  cri¬ 
teria  and  the  definition  of  "sales . " 


DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard  Consolidated  Areas 


Selected  Standard  Metropolitan 

Statistical  Areas 


CHICAGO,  ILL. —NORTHEASTERN  INDIANA: 

CHICAGO,  ILL.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties,  Ill. 

GARY-HAMMCND-EAST  CHICAGO,  IND.  STANDARD 
METROPOLITAN  STATISTICAL  AREA:  Lake,  Porter 
counties,  Ind. 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.  Y.,  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  counties,  N.  Y. 

JERSEY  CITY,  N.  J.  STANDARD  METROPOLITAN  STATIS¬ 
TICAL  AREA:  Hudson  County,  N.  J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL 
AREA:  Essex,  Morris,  and  Union  counties,  N.J. 

PATERSON -CLIFTON-PASSAIC,  N.  J.  STANDARD  METROPOL¬ 
ITAN  STATISTICAL  AREA:  Bergen  and  Passaic 
counties,  N.  J. 


CHICAGO,  ILL.:  Cook,  DuPage,  Kane,  Lake,  McHenry,  and 
Will  counties.  Ill. 

DETROIT,  MICH.:  Macomb,  Oakland,  and  Wayne  counties, 
Mich. 

LOS  ANGELES-LONG  BEACH,  CALIF.:  Los  Angeles  and 
Orange  counties,  Calif. 

NEW  YORK,  N.  Y.:  New  York  City  and  Nassau,  Rockland, 
Suffolk,  and  Westchester  counties,  N.  Y. 

PHILADELPHIA,  PA.-N.J.:  Bucks,  Chester,  Delaware, 
Montgomery,  and  Philadelphia  counties.  Pa.; 
Burlington,  Camden,  and  Gloucester  counties, 

N.  J. 


Middlesex  and  Somerset  counties,  N.  J. 

Note:  The  above  definitions  were  issued  by  the  Bureau  of  the  Budget  in  1961. 
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Sales  and  End-of-Month  Accounts  Receivable  of  Retail  Stores 


BR-65-1 


for  the  United  States 


JANUARY  1965 


Beginning  with  the  January  1965  report,  sales  data  for  geographic  regions,  divisions, 
and  selected  States  and  standard  metropolitan  statistical  areas  which  were  previously 
published  in  the  Monthly  Retail  Area  Sales  Supplement  are  included  in  this  report. 
In  addition,  a  table  has  been  introduced  showing  the  percent  change  in  sales  over  2 
consecutive  months,  for  all  retail  stores  and  for  general  merchandise,  apparel,  and 
furniture  (GAF)  stores  combined,  in  the  20  largest  standard  metropolitan  statistical 
areas.  National  estimates  of  end-of -month  accounts  receivable  balances  owed  to  retail 
stores,  adjusted  for  seasonal  variations  and  holiday  differences,  are  also  included 
for  the  first  time  in  the  January  1965  publication.  The  January  report  includes  ad¬ 
justed  end-of-month  accounts  receivable  data  for  January  1964  through  January  1965; 
data  for  January  1959  through  December  1963  are  available  upon  request. 


1  PERCENT  CHANGE  IN  SALES  OF  RETAIL  STORES 
JANUARY  1965  COMPARED  WITH  JANUARY  1964 
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(Bosed  on  data  NOT  ADJUSTED  for  seasonal  variations  and  trading  day  differences) 


UNITED  STATES  +7 


I  l!w  M 


"or  sale  by  the  Superintendent  of  Documents,  Government  Printing  Office,  Washington,  D.C.  20402.  Annual  subscription  to  Current  Retail  Trade  Report  s 
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SALES  OF  ALL  RETAIL  STORES- 
JANUARY  1962  THROUGH  1965 

[Not  adjusted  for  seasonal  variations  or  trading  day  differences  J 


Percentage  figures  represent  percent  of  total  sales. 


BUREAU  OF  THE  CENSUS 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL 
STORES,  UNITED  STATES  FOR  SELECTED  KINDS  OF 
BUSINESS— JANUARY  1965 

[Not  adjusted  for  seasonal  variations  and  holiday  differences] 
(Billions  of  dollars) 

0  1  2  3  4  5  6  7 


GENERAL 

MERCHANDISE 

GROUP 


FURNITURE  AND 
APPLIANCE 
GROUP 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


BUREAU  OF  THE  CENSUS 


SALES 


Total  sales  of  all  retail  stores  in  the  United 
States  during  January  1965  were  estimated  at  $20.6 
billion,  26  percent  below  sales  for  December  1964 
but  7  percent  above  January  1964.  After  adjustment 
for  seasonal  variations  and  trading  day  differences 
but  not  for  price  changes,  January  1965  sales  amount¬ 
ed  to  $22.9  billion,  little  changed  from  December 
1964  sales  but  9  percent  higher  than  January  a  year 
ago.  January  1965  adjusted  sales  of  durable-goods 
stores  rose  3  percent  from  the  previous  month  while 
adjusted  sales  of  nondurable-goods  stores  decreased 
1  percent  from  December  1964.  Durable-goods  stores 
reported  a  14  percent  increase  on  an  adjusted  basis 
over  January  1964  and  nondurable  goods  stores  re¬ 
ported  a  6  percent  increase  from  the  corresponding 
month  in  1964. 

Based  on  adjusted  data  in  the  durable-goods  cate¬ 
gory,  January  1965  sales  increased  frcm  December  1964 
for  the  lumber,  building,  hardware,  and  farm  equip¬ 
ment  group  (+6$)  and  for  the  automotive  group  (+2$) 
whereas  a  2  percent  decrease  was  reported  for  the 
furniture  and  appliance  group.  In  the  nondurable- 
goods  category,  eating  and  drinking  places  reported 
the  largest  month- to- month  increase  (+3$)  followed 
by  the  apparel  group  with  a  2  percent  increase  and 
the  general  merchandise  group  with  an  increase  of  1 
percent.  The  food  group  reported  a  4  percent  de¬ 
crease  from  December  1964. 

Compared  with  January  1964,  adjusted  sales  of  all 
major  kind-of-business  groups  increased.  In  the 
durable-goods  category  the  increases  were:  the  auto¬ 


motive  group  18  percent;  the  lumber,  building,  hare 
ware,  and  farm  equipment  group,  10  percent;  and  t! 
furniture  and  appliance  group,  7  percent.  In  tl 
nondurable-goods  category  the  year-to-year  increase 
were:  the  general  merchandise  group,  13  percenl 
eating  and  drinking  places,  7  percent;  the  appare 
group,  6  percent;  and  the  food  group,  3  percent. 

Based  on  unadjusted  data,  the  4  regions  of  tl 
United  States  had  total  sales  of  all  retail  store 
for  January  1965,  and  year-to-year  comparisons  e 
follows:  the  Northeastern  States — $5.3  billion,  r 
7  percent;  the  North  Central  States — $5.9  billioi 
up  6  percent;  the  South— $5.7  billion,  up  7  percenj 
and  the  West— $3.8  billion,  up  7  percent. 

For  the  5  largest  Standard  Metropolitan  Statistic; 
Areas,  tne  total  unadjusted  retail  sales  for  a! 
stores  for  January  1965,  and  year-to-year  eompariso) 
were:  New  York— $1.3  billion,  up  3  percent;  L 
Angeles-Long  Beach,  Calif.— $1.1  billion,  up  6  pe: 
cent;  Chicago,  Ill.— $.8  billion,  up  7  percen 
Detroit,  Mich. — $.5  billion,  up  15  percent;  Fhilade: 
phia.  Pa. — $.5  billion,  up  6  percent. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $16 
billion  in  total  accounts  receivable  balances  ow 
by  customers  as  of  January  31,  1965.  After  ad jus 
ment  for  seasonal  variations  and  holiday  different 
but  not  for  price  changes,  January  1965  total  r 
ceivable  balances  were  4  percent  above  the  Decemb' 
1964  level  and  11  percent  above  January  1964.  Co 
pared  with  January  1964,  adjusted  installment  a 
count  balances  increased  18  percent  and  adjust  I 
charge  account  balances  increased  4  percent. 
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MONTHLY  SALES  AND  END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES 

FOR  THE  UNITED  STATES 
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Table  1. --ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATE,  BY  KIND  OF  BUSINES 

(Millions  of  dollars)  


1965 

1964 

Total 

Kind  of  business 

Jan.* 1 

Jan .  I  Feb . 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept . 

Oct. 

Nov.  1  Dec.  J 

United  States,  total. 


Durable-goods  stores,  total . . . . 
Nondurable-goods  stores,  total. 


Food  group . 

Grocery  stores . 

Meat  markets . 

Bakery  products  stores . 

Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms. 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 


general 


Apparel  group . 

Men's,  boys'  wear  stores2 . 

Men's,  boys'  clothing,  furnishings  stores. 

Women's  apparel,  accessory  stores3 . . 

Women's  ready-to-wear  stores . . 

Family  clothing  stores . 

Shoe  stores . 


Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores.... 

Furniture  stores . 

Household  appliance,  TV,  radio  stores. 
Household  appliance  dealers . 


Lumber,  building, 
group . 


hardware,  farm  equipment 


Lumber  yards . . 
Hardware  stores. 


Automotive  group . 

Passenger  car,  other  automotive  dealers.... 

Passenger  car  dealers5 . 

Passenger  car  dealers  (franchised) . 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

Drug  stores . 

Liquor  stores . 


United  States,  total. 


Durable-goods  stores,  total . . . . 
Nondurable-goods  stores,  total. 


Pood  group . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . . 

Variety  stores . 

Mail  order  houses  (department  store  mdse.). 


Apparel  group . 

Men's,  boys'  wear  stores2 . 

Women's  apparel,  accessoiy  stores3. 
Shoe  stores . 


Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores.... 

Lumber,  building,  hardware,  farm  equipment 

group . • 

Lumber  yards,  building  materials  dealers4 
Hardware  stores . 


Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


Automotive  group . 

Passenger  car,  other  automotive  dealers. 
Tire,  battery,  accessory  dealers . 


Gasoline  service  stations... 
Drug  and  proprietary  stores. 

Liquor  stores . 


l - 

20,  567 

1 

19,154 

18,758 

0,502 

1,186 

22,508  2 

2,242  2 

2,145 

21,778 

21,313 

22,605 

a,  720 

- 1 

27,719 

261, 630 

6, 649 

6,031 

6,122 

6,741 

7,360 

7,693 

7,719 

7,399 

7,011 

6,893 

7,133 

6,813 

8,201 

85,116 

13,918 

13',  123 

12*,  636 

3,761 

13,826 

14,815  1 

4,523  1 

4,746 

14,767 

14,420 

15,472 

14,907 

5,249 

5,018 

4,849 

4,891 

4,898 

5,248 

5,114 

5,484 

5,283 

5,099 

5,528 

5,017 

5,762 

62,191 

A,  784 

K,  558 

4,395 

4,406 

4,414 

4,739 

4,613 

4,971 

4,780 

4,612 

5,031 

4,546 

5,208 

120 

133 

125 

129 

123 

127 

127 

125 

123 

117 

128 

113 

1 , 500 

95 

93 

89 

95 

94 

96 

92 

88 

94 

92 

99 

96 

106 

1, 134 

1,554 

1,436 

1,386 

1,485 

1,547 

1,650 

1,711 

1,796 

1,805 

1,671 

1,688 

1,568 

1,658 

19,401 

1,118 

990 

964 

1,045 

1,092 

1,179 

1,239 

1,293 

1,308 

1,204 

1,207 

1,118 

1,170 

'934 

831 

811 

869 

895 

942 

983 

1,026 

1,047 

976 

989 

921 

11, 265 

436 

446 

422 

440 

455 

471 

472 

503 

497 

467 

481 

450 

2,069 

1,872 

1,875 

2,303 

2,310 

2,479 

2,491 

2,380 

2,591 

2,550 

2,801 

3,021 

5,048 

31, 721  , 

1,528 

1,344 

1,320 

1,638 

1,677 

1,800 

1,816 

1,714 

1,865 

1,857 

2,056 

2,180 

3,673 

22,940 

1,233 

1^094 

1,069 

1,336 

1,366 

1,463 

1,481 

1,384 

1,513 

1,519 

1,668 

1,761 

2,977 

18,631 

311 

'289 

313 

389 

361 

399 

395 

398 

421 

400 

430 

473 

901 

5, 169 

135 

140 

146 

178 

179 

173 

170 

158 

195 

189 

209 

262 

341 

2,340 

1,097 

1,026 

927 

1,283 

1,140 

1,282 

1,238 

1,118 

1,209 

1,289 

1,376 

1,355 

2,324 

15,567 

208 

176 

206 

204 

240 

254 

221 

220 

234 

269 

273 

523 

3,028 

219 

202 

171 

200 

196 

231 

247 

214 

214 

229 

261 

265 

513 

2,943 

407 

375 

502 

463 

506 

465 

427 

463 

497 

547 

539 

924 

6,115 

347 

327 

440 

406 

440 

401 

364 

402 

435 

480 

474 

806 

5,322 

202 

187 

178 

247 

217 

252 

249 

217 

249 

250 

281 

270 

473 

3,070 

188 

177 

156 

266 

211 

233 

217 

195 

212 

235 

215 

210 

306 

2, 633 

947 

905 

920 

973 

1,004 

1,043 

1,112 

1,098 

1,111 

1,088 

1,182 

1,169 

1,488 

13,093 

584 

600 

638 

663 

685 

735 

708 

735 

696 

776 

752 

890 

8, 462 

421 

425 

443 

478 

497 

543 

532 

552 

508 

569 

550 

680 

6,198 

321 

320 

335 

341 

358 

377 

390 

376 

392 

406 

417 

598 

4, 631 

225 

228 

229 

241 

244 

263 

282 

290 

274 

285 

287 

294 

417 

3,334 

968 

936 

956 

1,134 

1,344 

1,484 

1,562 

1,500 

1,389 

1,397 

1,449 

1,241 

1,242 

15,634 

553 

536 

542 

616 

721 

801 

879 

872 

823 

814 

871 

743 

€>43 

8,  861 

358 

355 

366 

403 

473 

525 

580 

564 

555 

544 

591 

489 

194 

176 

167 

182 

217 

246 

250 

237 

229 

231 

247 

252 

4,193 

3,677 

3,684 

4,058 

4,453 

4,551 

4,387 

4,159 

3,853 

3,728 

3,858 

3,713 

4, 370 

48,491 

4,006 

3,488 

3,505 

3,847 

4,215 

4,289 

4,110 

3,896 

3,611 

3,503 

3,614 

3,471 

3,929 

3,404 

3,412 

3,734 

4,077 

4,141 

3,947 

3,723 

3,436 

3,385 

3,486 

3,357 

3,634 

3,116 

3,128 

3,429 

3,768 

3,809 

3,648 

3,437 

3,157 

3,124 

3,193 

3,069 

187 

189 

179 

211 

238 

262 

277 

263 

242 

225 

244 

242 

2,  ■>  fl 

1, 686 

1,566 

1,480 

1,585 

1,617 

1,708 

1,754 

1,820 

1,801 

1,701 

1,761 

1,712 

1,790 

20,295 

723 

671 

656 

680 

665 

713 

705 

707 

708 

701 

724 

689 

966 

8,585 

698 

652 

636 

657 

643 

689 

681 

677 

679 

667 

691 

661 

930 

8,263 

462 

433 

427 

434 

446 

485 

472 

500 

489 

475 

510 

518 

770 

5,959 

Data  AD 

JUSTED  f 

or  seasonal  variations 

and  trading  day 

differen 

ces 

l - 

.  22,881 

— 

21,000 

21,533 

21,223 

21,392 

21,777 

21,773 

21,935 

22,266 

22,254 

21,383 

21,661 

22,781 

* 

.  7,840 

6,855 

7,262 

6,939 

7,010 

7,218 

7,002 

7,060 

7,324 

7,  541 

6,496 

6,695 

7,645 

.  15,041 

14;  145 

14,271 

14,284 

14,382 

14,559 

14,771 

14, 875 

14,942 

14,713 

14,887 

14,966 

.  5,200 

5,031 

4,991 

5,112 

5,064 

5,034 

5,202 

5,261 

5,234 

5,250 

5,229 

5,258 

5,409 

.  4,712 

4^  548 

4,513 

4,605 

4,574 

4,540 

4,704 

4,769 

4,743 

4,755 

4,736 

4,774 

.  1,698 

1,580 

1,593 

1,584 

1,599 

1,589 

1,623 

1,642 

1,633 

1,600 

1,637 

1,609 

1,653 

.  2,799 

2,481 

2,592 

2,489 

2,514 

2,  589 

2,620 

2,686 

2,734 

2,591 

2,664 

2,738 

2,762 

.  1,687 

1,464 

1,538 

1,467 

1,467 

1,543 

1,533 

1,580 

1,630 

1,516 

1,568 

1,580 

ssssss^ 

439 

410 

408 

404 

421 

420 

427 

443 

439 

427 

429 

466 

sSSSN^sS 

193 

181 

197 

188 

192 

190 

200 

192 

205 

192 

198 

191 

.  1,325 

1,250 

1,291 

1,228 

1,272 

1,295 

1,322 

1,316 

1,363 

1,285 

1,301 

1,310 

1,300 

252 

231 

246 

233 

241 

250 

244 

257 

269 

261 

259 

261 

257 

SoSaxsx 

524 

497 

505 

477 

504 

502 

522 

509 

519 

504 

512 

517 

518 

220 

214 

226 

219 

223 

218 

217 

224 

206 

210 

229 

226 

1,095 

1,019 

1,073 

1,088 

1,095 

1,080 

1,108 

1,107 

1,094 

1,067 

1,088 

1,098 

1,113 

$$$$$$$ 

744 

671 

707 

711 

701 

699 

735 

709 

719 

679 

703 

701 

702 

351 

348 

366 

377 

394 

381 

373 

398 

375 

388 

385 

397 

411 

1, 394 

1,269 

1,348 

1,277 

1,257 

1,370 

1,339 

1,294 

1,273 

1,285 

1,273 

1,256 

1,310 

805 

730 

779 

727 

707 

754 

765 

732 

711 

729 

741 

721 

742 

219 

228 

209 

205 

220 

227 

222 

227 

237 

242 

261 

262 

3,951 

4,162 

3,894 

4,026 

4,126 

3,885 

3,989 

4,259 

4,531 

3,495 

3,685 

4,588 

4*  441 

3,711 

3,925 

3,646 

3,788 

3,880 

3,645 

3,755 

4,025 

4,301 

3,265 

3,428 

4, 344 

239 

240 

237 

248 

238 

246 

240 

234 

234 

230 

230 

257 

244 

1,638 

1,641 

1,629 

1,674 

1,670 

1,683 

1,701 

1,690 

1,695 

1,722 

1,738 

1,755 

694 

666 

702 

689 

713 

721 

726 

722 

734 

739 

724 

731 

.iS 

471 

482 

491 

486 

495 

503 

495 

494 

499 

503 

509 

508 

Note:  U.S.  totals  include  kinds  of  business  not  shown  separately. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

4  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

5  Includes  both  franchised  and  nonfranchised  car  dealers. 


Sampling  variabilities  for  unadjusted  data  shown  in  table  13,  page  14. 
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Table  2.— PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Percent  changes  in  sales — 
all  retail  stores 
January  1965 
from — 

Kind  of  business 

Percent  changes  in  sales — 
all  retail  stores 

January  1965 
from — 

January 

1964 

December 

1964 

January 

1964 

December 

1964 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total 


Durable-goods  stores,  total... 
Nondurable-goods  stores,  total 


xi  group . 

Grocery  stores . 

feat  markets . 

;'ruit  stores,  vegetable  markets*., 
landy,  nut,  confectionery  stores* 

i3akery  products  stores . 

-delicatessen  stores* . 


ting  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms 
drinking  places . 


neral  merchandise  group . 

department  stores  and  dry  goods,  general 

•merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 


parel  group . 

Men's,  boys'  clothing,  furnishings  stores . 

Men's,  boys'  clothing  stores* . 

Men's,  boys'  furnishings  stores* . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Women's  apparel,  accessory,  specialty  stores*.. 
Shoe  stores . 


+7 

-26 

Furniture  and  appliance  group . 

+5 

-36 

Furniture  stores . 

+10 

-32 

Floor  coverings  stores* . 

-4 

-16 

+10 

-19 

Household  appliance,  TV,  radio  stores . 

-1 

-47 

46 

-29 

Household  appliance  stores . 

-1 

-46 

TV,  radio  stores* . 

+1 

-48 

+5 

-9 

Lumber,  building,  hardware,  farm  equipment  group. 

+3 

-22 

+5 

-8 

Lumber,  building  materials  dealers . 

+3 

-14 

-10 

-8 

Lumber  yards . 

+1 

-13 

-11 

-22 

Paint,  glass,  wallpaper  stores* . 

+9 

-2 

+6 

-39 

Heating  and  plumbing  equipment  dealers* . 

-29 

-21 

+2 

-10 

Hardware  stores . 

+10 

-44 

+12 

-10 

Farm  equipment  dealers* . 

-1 

-12 

Automotive  group . 

+14 

-4 

Passenger  car  dealers . 

+15 

-1 

Passenger  car  dealers  (franchised) . 

+17 

-1 

-2 

-11 

Tire,  battery,  accessory  dealers . 

-1 

-40 

Gasoline  service  stations . 

+8 

-6 

+11 

-59 

+14 

-58 

Fuel,  fuel  oil  dealers* . 

+7 

+2 

+13 

-5° 

Fuel  dealers,  except  fuel  oil* . 

+1 

0 

+8 

-65 

Fuel  oil  dealers* . 

+11 

+4 

+8 

-65 

Drug  and  proprietary  stores . 

+8 

-25 

-4 

-60 

Drug  stores . 

+7 

-25 

Liquor  stores . 

+7 

-40 

+7 

-53 

Jewelry  stores* . 

+16 

-73 

+8 

-57 

Florists* . 

49 

-32 

+12 

-55 

Book  stores* . 

-7 

-20 

-8 

-65 

Stationery  stores* . 

-4 

-24 

+9 

-53 

Music  stores* . 

+24 

-44 

+8 

-57 

Camera,  photographic  supply  stores* . 

-12 

-43 

0 

-55 

Optical  goods  stores* . 

+11 

+11 

+6 

-39 

Typewriter  stores* . 

-38 

-23 

Kind  of  business 


Percent  changes  in  sales — 
all  retail  stores 
January  1965 
from — 


January 


December 


Kind  of  business 


Percent  changes  in  sales — 
all  retail  stores 
January  1965 


January 


from — 


December 


1964 


1964 


1964 


1964 


Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+9 

0 

+7 

-2 

Furniture,  home  furnishings  stores . 

+11 

+6 

+14 

+3 

+1 

-15 

Nondurable-goods  stores,  total . 

+6 

-1 

+3 

-4 

Lumber,  building,  hardware,  farm  equipment  group. 

+10 

+6 

Lumber,  building  materials  dealers . 

+10 

+8 

Hardware  stores . 

+15 

-4 

iting  and  drinking  places . 

+7 

+3 

+13 

+15 

Automotive  group . 

+18 

+2 

Department  stores . 

+5 

Passenger  car  and  other  automotive  dealers . 

+20 

+2 

Tire,  battery,  accessory  dealers . 

0 

-2 

Mail  order  houses  (department  store 

+7 

-2 

+7 

0 

jparel  group. . . . ; . 

46 

+2 

Drug  and  proprietary  stores . 

+7 

+2 

Women's  apparel,  accessory  stores . 

+5 

+1 

Shoe  stores . 

44 

+1 

Liquor  stores . 

+8 

0 

Koto:  Sampling  variabilities,  based  on  unadjusted  data,  sham  in  table  13,  page  14,  for  kinds  of  business  without  am  asterisk.  For  kinds  of  business  with 
i  asterisk,  see  table  14,  page  14. 

■  See  Explanatory  Materials,  page  22. 

HA  Not  available. 
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Table  3.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


1965 

196 

4 

Total 

Jan. 

Jan.  1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

J  Dec .  | 

Data  NOT  ADJUSTED 

for  seasonal  variations 

or  trading  day  differences 

l - 1 

United  States,  total . 

4,696 

4,478 

4,330 

4,859 

4,858 

5,233 

5,107 

5,169 

5,202 

5,133 

5,637 

5,451 

7,734 

63,191 

Durable-goods  stores,  total . 

319 

310 

315 

359 

390 

421 

450 

457 

444 

438 

436 

452 

560 

5,032 

Nondurable-goods  stores,  total . 

4,  377 

4,168 

4,015 

4,500 

4,468 

4,812 

4,657 

4,712 

4,758 

4,695 

5,201 

4,999 

7, 174 

58,159 

Food  group . 

2,184 

2, 139 

2,035 

2,026 

2,028 

2,184 

2,041 

2,219 

2,082 

2,063 

2,359 

2,041 

2,417 

25,634 

Grocery  stores1 . 

2,125 

2,086 

1,982 

1,970 

1,975 

2,125 

1,981 

2,158 

2,021 

1,999 

2,293 

1,981 

2,332 

24, 903 

Eating  and  drinking  places . 

115 

102 

100 

111 

111 

120 

131 

134 

138 

129 

127 

120 

123 

1,446 

General  merchandise  group . 

1,375 

1,262 

1,246 

1,564 

1,592 

1,696 

1,698 

1,605 

1,756 

1,717 

1,877 

2,004 

3,358 

21,375 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,016 

909 

871 

1,105 

1,148 

1,232 

1,232 

1,155 

1,261 

1,243 

1,360 

1,426 

2,377 

15,319 

Department  stores . 

887 

790 

763 

968 

1,002 

1,074 

1,075 

1,003 

1,089 

1,079 

1,182 

1,247 

2,089 

13,361 

Variety  stores . 

229 

216 

238 

304 

281 

306 

304 

299 

320 

305 

330 

350 

675 

3,928 

Apparel  group . 

263 

247 

228 

365 

304 

350 

335 

292 

329 

341 

361 

367 

626 

4,145 

Men's,  boys'  wear  stores2 . 

28 

26 

22 

29 

26 

33 

32 

26 

25 

28 

36 

37 

67 

387 

Women's  apparel,  accessory  stores3 . 

106 

97 

95 

147 

132 

148 

144 

125 

143 

140 

153 

161 

272 

1,757 

Women's  ready-to-wear  stores . 

98 

89 

88 

135 

122 

136 

132 

114 

133 

130 

141 

150 

250 

1,620 

Shoe  stores . 

74 

73 

66 

119 

86 

100 

94 

82 

91 

103 

90 

91 

147 

1,142 

Furniture  and  appliance  group . 

86 

78 

83 

96 

92 

103 

105 

103 

1C4 

108 

111 

117 

146 

1,246 

Tire,  battery,  accessory  dealers . 

80 

75 

72 

82 

96 

106 

115 

108 

101 

93 

104 

102 

142 

1,196  ! 

Drug  and  proprietary  stores . 

149 

140 

138 

148 

141 

152 

152 

153 

151 

154 

160 

155 

252 

1,896 

Liquor  stores . 

95 

91 

93 

98 

97 

102 

97 

100 

103 

100 

112 

114 

184 

1,291 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 

United  States,  total . 

5,363 

5,089 

5,111 

5,126 

5,105 

5,165 

5,240 

5,311 

5,366 

5,296 

5,309 

5,382 

1  1 

5,440 

Grocery  stores . 

2,045 

2,041 

2,018 

2,055 

2,030 

1,999 

2,066 

2,084 

2,083 

2,105 

2,113 

2,110 

2,174 

Eating  and  drinking  places . 

124 

111 

110 

112 

112 

115 

127 

126 

130 

125 

123 

122 

122 

General  merchandise  group . 

1,897 

1,698 

1,743 

1,721 

1,718 

1,768 

1,759 

1,791 

1,830 

1,755 

1,783 

1,830 

1,819 

Department  stores . 

1,223 

1,057 

1,090 

1,075 

1,049 

1,110 

1,087 

1,124 

1,154 

1,093 

1,113 

1,147 

1,145 

Variety  stores . 

336 

318 

318 

319 

329 

320 

324 

329 

328 

327 

325 

344 

330 

Apparel  group . 

355 

336 

337 

326 

343 

348 

349 

351 

369 

337 

341 

349 

353 

Men's,  boys'  wear  stores2 . ^ . 

33 

31 

33 

29 

31 

34 

32 

33 

33 

33 

33 

32 

32 

Women's  apparel,  accessory  stores3 . 

151 

139 

140 

136 

151 

146 

153 

149 

156 

142 

144 

149 

148 

Shoe  stores . 

94 

94 

90 

98 

91 

95 

91 

96 

103 

92 

90 

100 

100 

Tire,  battery,  accessory  dealers . 

105 

99 

98 

96 

96 

99 

100 

96 

100 

97 

100 

106 

103 

Drug  and  proprietary  stores . 

159 

152 

148 

157 

147 

157 

156 

161 

158 

165 

167 

160 

163 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  January  1965  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending 
January  2  =  481;  January  9  =  502;  January  16  =  488;  January  23  =  483;  January  30  =  489. 

2  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 


_ 

1965 

1964 

Total 

1964 

|  w 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

R 

Data  NOT 

ADJUSTED 

for  seasonal  variations 

or  trading  day  differences 

r 

— 

■  ”1 

United  States,  total . 

5,707 

5,328 

5,143 

5,773 

5,819 

6,253 

6, 109 

6,157 

6,230 

6,186 

6,766 

6,566 

9,280 

75,610 

Food  group . 

2,521 

2,413 

2,288 

2,273 

2,272 

2,444 

2,292 

2,503 

2,384 

2,358 

2,679 

2,359 

2,798 

29,063 

Grocery  stores . 

2,432 

2,334 

2,211 

2,190 

2,192 

2,359 

2,206 

2,413 

2,290 

2,262 

2,580 

2,265 

2, 672 

27,974 

Eating  and  drinking  places . 

179 

148 

139 

156 

158 

171 

190 

196 

200 

187 

191 

185 

193 

2,114 

General  merchandise  group . 

1,508 

1,372 

1,368 

1,708 

1,734 

1,849 

1,  860 

1,731 

1,896 

1,858 

2,035 

2, 196 

3,718 

23,325 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,130 

1,006 

976 

1,232 

1,277 

1,369 

1,382 

1,267 

1,385 

1,370 

1,503 

1,585 

2,687 

17,039 

Department  stores . 

968 

861 

843 

1,065 

1, 100 

1,178 

1,190 

1,085 

1,182 

1,180 

1,296 

1,367 

2, 299 

14, 646 

Drug  and  proprietary  stores . 

183 

165 

162 

172 

163 

180 

182 

185 

187 

188 

193 

187 

304 

2,268 

Note:  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 
1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 


Table  5 .--ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  REGIONS  AND  KIND  OF  RUSINESS 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


7 


Percent 

1965 

1964 

change, 

Jan. 

1965 

Region  and  kind  of  business 

1964 

I  Jan.1 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan. 

Dec . 

L 

1964 

1964 

THE  NORTHEASTERN  STATES 

TOTAL . 

5,297 

4,933 

4,766 

5,283 

5,370 

5,734 

5,671 

5,508 

5,435 

5, 362 

5,673 

5,581 

7, 337 

66, 653 

+7 

-28 

•urable-goods  stores,  total . 

1,508 

1,356 

1,348 

1,553 

1,714 

1,817 

1,775 

1,605 

1,587 

1,498 

1,5^3 

1,578 

1,964 

19, 348 

+11 

-23 

-ondurable-goods  stores,  total . . . 

3, 789 

3,577 

3,418 

3,730 

3,656 

3,917 

3,896 

3,903 

3,848 

3,864 

4,120 

4,003 

5,373 

47, 305 

46 

-29 

1,500 

1,435 

1,373 

1,385 

1,152 

1,381 

1,484 

1,249 

1,450 

1,217 

1,564 

1,324 

542 

1,470 

1,237 

1,438 

1,552 

1,310 

1,406 

1,178 

1,626 

17, 564 

+5 

-8 

l)  270 

1*208 

l)  152 

l'  159 

1,204 

1,360 

14^  750 

+5 

-7 

'448 

423 

409 

447 

466 

508 

528 

541 

500 

’  500 

464 

495 

5,823 

+6 

-9 

total . 

1,079 

1,036 

997 

1,246 

1,181 

1,314 

1,338 

1,209 

1,261 

1,348 

1,464 

1,  542 

2,504 

16,440 

+4 

-57 

505 

447 

435 

537 

529 

585 

608 

567 

598 

635 

695 

764 

1, 323 

7,723 

4,778 

+13 

-62 

■  lepartment  stores . 

321 

280 

263 

333 

330 

368 

383 

345 

364 

402 

440 

464 

'806 

+15 

-60 

349 

340 

306 

439 

376 

435 

430 

343 

367 

419 

443 

440 

741 

5,079 

+3 

-10 

-53 

-49 

i  i  i  i  i  i  i  ;  i  i  i  i 

1 

:r,  bid g., hdve ., farm  equip,  grp.. 

-24 

294 

284 

276 

301 

307 

325 

327 

342 

160 

338 

314 

317 

307 

312 

3,750 

44 

-6 

164 

153 

146 

151 

146 

152 

160 

157 

161 

166 

158 

211 

1^921 

+7 

-22 

THE  NORTH  CENTRAL  STATES 

TOTAL . 

5,861 

5,516 

5,397 

5,872 

6,254 

6,674 

6,549 

6,558 

6,362 

6,341 

6,885 

6,514 

8,030 

76,952 

46 

-27 

durable-goods  stores,  total . 

1,876 

1,713 

1,737 

1,918 

2,198 

2,242 

2,284 

2,226 

2,036 

2,101 

2,254 

2,097 

2,406 

25,212 

+10 

-22 

fond urable -goods  stores,  total . . . 

3,985 

3,803 

3,660 

3,954 

4,056 

4,432 

4,265 

4,332 

4,326 

4,240 

4,631 

4,417 

5,624 

51,740 

+5 

-29 

group . 

1,437 

1,390 

1,360 

1,356 

1,359 

1,472 

1,428 

1,509 

1,470 

1,406 

1,536 

1,384 

1,574 

17, 244 

+3 

-9 

>cery  stores . 

1,326 

1,276 

1,253 

1,246 

1,248 

1,349 

1,302 

1,386 

1,345 

1,288 

1,412 

1,268 

1,441 

15,814 

+4 

-8 

lg  and  drinking  places . 

454 

436 

410 

440 

458 

493 

510 

538 

544 

505 

520 

474 

491 

5,819 

+4 

-8 

,  total . 

1,181 

1,091 

1,064 

1,300 

1,310 

1,386 

1,393 

1,343 

1,424 

1,438 

1,576 

1,646 

2,554 

17,  525 

+8 

-54 

neral  merchandise  group . 

631 

585 

590 

724 

735 

785 

796 

749 

824 

817 

896 

966 

1,540 

10,007 

+8 

-59 

*  department  stores . . 

379 

342 

337 

419 

444 

468 

476 

434 

480 

487 

532 

555 

916 

5,890 

+11 

-59 

parel  group . 

286 

259 

227 

307 

295 

327 

298 

286 

299 

325 

357 

358 

600 

3,938 

+10 

-52 

264 

247 

350 

247 

348 

269 

401 

280 

489 

274 

533 

299 

571 

308 

557 

301 

.514 

296 

555 

323 

580 

322 

463 

414 

473 

3,580 

5,  834 

+7 

-4 

-36 

-29 

er,  bldg ., hdwe ., farm  equip,  grp.. 

336 

motive  group . 

1,141 

977 

993 

1,103 

1,291 

1,285 

1,250 

1,207 

1,059 

1,061 

1,176 

1,126 

1,256 

13,784 

+17 

-9 

line  service  stations . 

560 

501 

475 

502 

521 

551 

542 

576 

566 

546 

583 

562 

595 

6,520 

+12 

-6 

and  proprietary  stores . 

222 

205 

197 

198 

191 

214 

205 

213 

212 

214 

227 

213 

299 

2,588 

+8 

-26 

THE  SOUTH 

TOTAL . 

5, 651 

5,190 

5,171 

5,702 

5,809 

6,198 

5,994 

6,013 

5,919 

5,687 

6,038 

5,748 

7,458 

70,927 

49 

-24 

Durable-goods  stores,  total . 

1,980 

1,767 

1,860 

2,067 

2,163 

2,303 

2,228 

2,159 

2,021 

1,990 

2,028 

1,395 

2,  371 

24, 852 

+12 

-16 

Nondurable-goods  stores,  total... 

3,671 

3,423 

3,311 

3,635 

3,646 

3,895 

3,766 

3,865 

3,898 

3,697 

4,010 

3,853 

5,087 

46,075 

+7 

-28 

group . 

1,378 

1,308 

1,255 

1,266 

1,282 

1,373 

1,352 

1,456 

1,403 

1,341 

1,469 

1,343 

1,535 

16,383 

+5 

-10 

ocery  stores . 

1,  318 

1,247 

1,196 

1,201 

1,212 

1,304 

1,285 

1,381 

1,329 

1,275 

1,403 

1,278 

1,458 

15, 569 

46 

-10 

ng  and  drinking  places . 

353 

306 

301 

323 

345 

357 

359 

381 

381 

353 

354 

336 

357 

4,153 

+15 

-1 

,  total . 

1,132 

986 

982 

1,232 

1,188 

1,286 

1,258 

1,220 

1,346 

1,280 

1,422 

1,422 

2, 331 

15,953 

+15 

-51 

neral  merchandise  group . 

546 

491 

500 

626 

624 

673 

633 

613 

680 

631 

714 

748 

1,280 

8,213 

+11 

-57 

►Department  stores . 

275 

241 

238 

311 

312 

337 

323 

311 

351 

328 

373 

385 

656 

4,166 

+14 

-58 

309 

272 

223 

254 
22  8 

361 

245 

304 

260 

333 

280 

312 

313 

308 

299 

349 

317 

342 

307 

380 

328 

364 

310 

652 

399 

4,231 

3,509 

+14 

+24 

-53 

-31 

miture  and  appliance  group . 

277 

•er,  bldg.,  hdwe.,  farm  equip,  grp.. 

285 

250 

266 

344 

396 

436 

418 

387 

338 

352 

370 

329 

329 

4, 215 

+14 

-*-c 

•motive  group . 

1,267 

1,160 

1,210 

1,314 

1,355 

1,412 

1,312 

1,290 

1,170 

1,146 

1,159 

1,073 

1,337 

14,938 

49 

-5 

line  service  stations . 

503 

471 

444 

477 

486 

512 

538 

543 

538 

496 

511 

501 

531 

6,048 

+7 

-5 

:  and  proprietary  stores . 

196 

181 

180 

188 

186 

201 

196 

190 

193 

185 

191 

185 

257 

2,333 

46 

-24 

THE  WEST 

TOTAL . 

3,758 

3,515 

3,424 

3,645 

3,753 

3,902 

4,028 

4,066 

4,062 

3,923 

4,009 

3,877 

4,894 

47,098 

Durable-goods  stores,  total . 

1,  285 

1,195 

1,277 

1,203 

1,285 

1,331 

1,432 

1,409 

1,367 

1,304 

1,298 

1,243 

1,460 

15,704 

+8 

-12 

Nondurable-goods  stores,  total . . . 

2,473 

2,320 

2,247 

2,442 

2,468 

2,571 

2,596 

2,657 

2,695 

2,619 

2,711 

2,634 

3,434 

31,394 

+7 

-28 

934 

885 

827 

271 

690 

861 

794 

266 

679 

884 

807 

275 

781 

876 

795 

278 

775 

919 

837 

292 

818 

884 

809 

314 

852 

955 

880 

335 

824 

940 

869 

339 

880 

914 

845 

313 

861 

971 

906 

314 

897 

884 

822 

294 

935 

1,027 

949 

315 

1,471 

11,000 
10, 140 
3,606 

10,463 

46 

870 

299 

+10 

44 

total . 

721 

-49 

>neral  merchandise  group . 

387 

349 

350 

416 

422 

436 

454 

451 

489 

467 

496 

543 

905 

5,778 

♦11 

-57 

+12 

-1 

-57 

-54 

?parel  group . 

■irniture  and  appliance  group . 

153 

155 

140 

176 

165 

187 

198 

181 

194 

203 

196 

193 

331 

2,319 

1  1  1  1 

1  1  “  1  1  1  1  1  1 

+6 

+7 

•+-c  ♦ 

aline  service  stations . 

1  and  proprietary  stores . 

1  1  1  1  1  1  1  *  1  II  II  1 

- - - 1 - 1 - 1 - i - 1 - 1 ~ - 1 - 1 - 1_ 1_ 1_ 1 

-7 

-29 

’te:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  15.)  Totals  include  data  for  kinds  of  business  not  shown  separately 
*8  in  geographic  regions  are  shewn  on  page  27. 

Preliminary  estimates. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department-store  types  of  merchandise. 
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Table  6.—  ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  GEOGRAPHIC  DIVISIONS  AND  KIND  OF  BUSINESS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1965 

Percent 

change 

Total 

Jan. 

from 

1965 

kind  of  business 

Jan.1 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

1964 

Jan. 

1964 

Dec. 
1964  1 

- ■! 

New  England  Division,  total . 

Durable-goods  stores . 

1,397 

435 

962 

1,238 

376 

862 

1,162 

357 

805 

1,272 

417 

855 

1,313 

477 

836 

1,423 

513 

910 

1,439 

493 

946 

1,417 

430 

987 

1,422 

444 

978 

1,380 

415 

965 

1,427 

417 

1,010 

1,419 

432 

987 

1,936 

568 

1,368 

16,  848 
5,339 
11,509 

+13 

+16 

+12 

-28 
-23  ! 
-30  | 

Food  group . 

GAF2,  total . 

374 

233 

340 

230 

317 

218 

318 

263 

318 

256 

353 

289 

362 

305 

403 

277 

382 

298 

364 

306 

386 

315 

349 

338 

405 

616 

4,297 

3,711 

+10 

+1 

+18 

-.1 

-62 

General  merchandise  group . 

Middle  Atlantic  Division,  total . 

Durable -goods  stores . 

3,900 

1,073 

2,827 

3,695 

980 

2,715 

3,604 

991 

2,613 

4,011 

1,136 

2,875 

4,057 

1,237 

2,820 

4,311 

1,304 

3,007 

4,232 

1,282 

2,950 

4,091 

1,175 

2,916 

4,013 

1,143 

2,870 

3,982 

1,083 

2,899 

4,246 

1,136 

3,110 

4,162 

1,146 

3,016 

5,401 

1,396 

4,005 

49, 805 
14,009 
35,796 

+6 

+9 

44 

-28 
-23  j 
-29 

GAF2,  total . 

846 

399 

4, 178 
1,294 
2,  384 

806 

357 

779 

351 

983 

430 

925 

421 

1,025 

457 

1,033 

462 

932 

430 

963 

452 

1,042 

493 

1,149 

546 

1,204 

599 

1,888 

1,003 

12,729 

6,001 

+5 

+12 

-55  ' 
-60 

East  North  Central  Division,  total .... 
Durable-goods  stores . 

3,931 

1,179 

2,752 

3,886 

1,210 

2,676 

4,247 

1,357 

2,890 

4,497 

1,558 

2,939 

4,778 

1,574 

3,204 

4,656 

1,579 

3,077 

4,581 

1,479 

3,102 

4,489 

1,370 

3,119 

4,464 

1,424 

3,040 

4,882 

1,562 

3,320 

4,653 

1,455 

3,198 

5,738 

1,656 

4,082 

54, 802 
17,403 
37, 399 

+6 

+10 

+5 

B 

-27 

-22 

-29 

1,089 

1,044 

1,039 

1,034 

1,033 

1,116 

1,074 

1,126 

1,101 

1,046 

1, 142 

1,041 

1,187 

12,983 

44 

-8  j 

858 

801 

785 

968 

970 

1,023 

1,019 

965 

1,031 

1,050 

1,148 

1,208 

1,880 

12,848 

+7 

-54 

452 

427 

433 

536 

541 

577 

581 

539 

594 

596 

644 

706 

1,115 

7,289 

+6 

-59  1 

West  North  Central  Division,  total.... 

1,683 

582 

1,585 

534 

1,511 

527 

1,625 

561 

1,757 

640 

1,896 

668 

1,893 

705 

1,977 

747 

1,873 

666 

1,877 

677 

2,003 

692 

1,861 

642 

2,292 

750 

22,150 

7,  809 

+6 

49 

-27  f 
-22 

1, 101 

1,051 

984 

1,064 

1,117 

1,228 

1,188 

1,230 

1,207 

1,200 

1,311 

1,219 

1,542 

14,  341 

+5 

-29  | 

348 

346 

321 

322 

326 

356 

354 

383 

369 

360 

394 

343 

387 

4,  261 

+1 

-10 

323 

290 

279 

332 

340 

363 

374 

378 

393 

388 

428 

438 

674 

4,677 

+11 

-5lt 

179 

158 

157 

188 

194 

208 

215 

210 

230 

221 

252 

260 

425 

2,718 

+13 

-58 

2,845 

2,523 

2,505 

2,789 

2,828 

1,028 

3,035 

2,938 

2,919 

2,936 

2,786 

2,974 

2,871 

3,794 

34,898 

+13 

-25 

"  951 

’  821 

861 

976 

1,107 

1,066 

1,003 

977 

948 

973 

911 

1,143 

11, 814 

+16 

-17  1 

1,894 

1,702 

1,644 

1,813 

1,800 

1,928 

1,872 

1,916 

1,959 

1,838 

2,001 

1,960 

2,651 

23,084 

+11 

-29 

597 

490 

501 

637 

601 

651 

641 

607 

680 

660 

737 

754 

1,254 

8,213 

+22 

-52 

288 

250 

257 

328 

321 

345 

330 

311 

346 

323 

364 

397 

690 

4,  262 

+15 

-58! 

East  South  Central  Division,  total .... 
Nondurable-goods  stores . 

1,032 

664 

963 

628 

982 

614 

1,092 

677 

1,114 

689 

1,195 

749 

1,144 

703 

1,129 

713 

1,117 

724 

1,103 

712 

1,161 

772 

1,093 

716 

1,372 

921 

13,465 

8,618 

+7 

+6 

-25 

-28 

Food  group . 

196 

185 

184 

236 

236 

251 

235 

225 

243 

231 

257 

245 

410 

2,938 

+6 

-52 ' 

103 

97 

97 

121 

124 

133 

123 

118 

126 

121 

139 

134 

232 

1,565 

+6 

-56 

West  South  Central  Division,  total.... 

1,774 

1,704 

1,684 

1,821 

1,867 

1,968 

1,912 

1,965 

1,866 

1,798 

1,903 

1,784 

2,292 

22,564 

44 

-23 

Nondurable -goods  stores . 

1,113 

1,093 

1,053 

1,145 

1,157 

1,218 

1,191 

1,225 

1,215 

1,147 

1,237 

1,177 

1,515 

14, 373 

+2 

-27 

-49 

Food  group . 

339 

311 

297 

359 

351 

384 

382 

388 

423 

389 

428 

423 

667 

4,802 

+9 

155 

144 

146 

177 

179 

195 

180 

184 

206 

187 

211 

217 

358 

2,  386 

+8 

-57 

797 

765 

711 

762 

795 

837 

901 

907 

918 

848 

879 

827 

1,026 

10,176 

+4 

-22 

525 

511 

484 

529 

527 

544 

575 

603 

610 

570 

583 

562 

721 

6,  819 

+3 

-27 

+3 

-9 

Food  group . 

133 

133 

129 

151 

150 

159 

164 

163 

177 

160 

169 

173 

276 

2,004 

0 

-521 

70 

66 

83 

84 

88 

89 

87 

98 

84 

9C 

95 

167 

1,097 

+6 

-58' 

.  2,961 

2, 75C 
941 

2,713 

2,883 

2,958 

3,065 

3,127 

3,159 

3,144 

3,075 

3, 13C 

3,050 

3,868 

36,922 

+8 

-23 

.  1,03  3 

950 

970 

1,017 

1,038 

1,106 

1,105 

1,059 

1,026 

1,002 

978 

1,155 

12, 347 

+8 

-12! 

1,809 

1,763 

1,913 

1,941 

2,027 

2,021 

2,054 

2,085 

2,049 

2,126 

2,072 

2,713 

24, 575 

+8 

-28' 

684 

666 

686 

689 

722 

694 

751 

741 

721 

75 

686 

799 

8,  595 

+6 

-3 

GAF2,  “toted. . 

55r 

550 

630 

625 

659 

688 

661 

703 

701 

726 

762 

1.195 

8.459 

+6 

-=4- 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  16.)  Totals  include  data  for  kinds  of  business 
States  in  geographic  divisions  are  shown  on  page  27. 

1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department 


not  shown  separately. 


store  types  of  merchandise. 


Table  7.-- ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  FOR  SPECIFIED  LARGE  STATES 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 
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State 

1965 

1964 

Total 

1964 

Percent 

change, 

Jan.  1965 
fran — 

Jan.1 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. 

1964 

Dec . 
1964 

lif  omia . 

2,311 

2,154 

2,109 

2,195 

2,260 

2,354 

2,389 

2,375 

2,336 

2,300 

2,355 

2,344 

2,999 

28, 170 

+7 

-23 

orida . 

704 

609 

597 

650 

616 

633 

609 

590 

577 

581 

646 

614 

855 

7,577 

+16 

-18 

linois . 

1,220 

1,143 

1,131 

1,276 

1,336 

1,418 

1,384 

1,302 

1,284 

1,282 

1,377 

1,388 

1,702 

16,023 

+7 

-28 

8sachusetts . 

680 

586 

561 

630 

665 

697 

675 

630 

623 

621 

643 

663 

888 

7,882 

+16 

-23 

chigan . 

963 

853 

823 

884 

952 

1,017 

984 

993 

966 

983 

1,080 

1,035 

1,284 

11,854 

+13 

-25 

V  Jersey . 

768 

697 

699 

802 

808 

869 

851 

820 

789 

773 

814 

809 

1,037 

9,768 

+10 

-26 

v  York . 

1,933 

1,910 

1,839 

2,028 

2,036 

2,156 

2,114 

2,045 

2,033 

2,027 

2,132 

2,043 

2,631 

24,994 

+1 

-27 

1,042 

986 

977 

1,063 

1,115 

1,176 

1, 147 

1,141 

1,151 

1,136 

1,267 

1,163 

1,432 

13,754 

+6 

-27 

nnsylvania . 

1,199 

1,088 

1,066 

1,181 

1,213 

1,286 

1,267 

1,226 

1,191 

1,182 

1,300 

1,310 

1,733 

15,043 

+10 

-31 

xas . 

1,067 

1,010 

1,021 

1,113 

1,129 

1,192 

1,161 

1,200 

1,141 

1,101 

1,150 

1,055 

1,378 

13,651 

+6 

-23  ' 

Note:  Estimates  are  based  on  a  sanple.  (See  sampling  variabilities  in  table  17.) 
1  Preliminary  estimates. 


Table  8.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Statistical  areas 


Standard  Consolidated  Areas2 

icago.  Ill. -Northwestern  Ind . , 

otal . 

GAF3 . 

w  York -Northeastern  N.J.,  total... 
GAF3 . 

Standard  Metropolitan 
Statistical  Areas2 

icago,  Ill.,  total . 

GAF3 . 

troit,  Mich.,  total . 

GAF3 . 

e  Angeles-Long  Beach,  Calif., total 

GAF3 . 

v  York,  N.Y.,  total . 

GAF3 . 

iladelphia,  Pa.,  total . 

GAF3 . 


1965 

1964 

Total 

1964 

Percent 
change, 
Jan.  1965 
from 

Jan.  1964 

1  Jan.1 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec.  j 

886 

812 

802 

910 

942 

986 

958 

895 

888 

894 

962 

988 

1,253 

11,290 

+9 

229 

207 

210 

277 

279 

294 

298 

252 

280 

286 

319 

346 

508 

3,556 

+11 

1,795 

1,708 

1,666 

1,846 

1,829 

1,951 

1,905 

1,790 

1,751 

1,779 

1,884 

1,847 

2,384 

22,340 

+5 

417 

412 

395 

488 

356 

517 

527 

464 

462 

517 

562 

565 

852 

6,217 

+1 

811 

758 

742 

853 

877 

914 

889 

822 

816 

821 

873 

907 

1,155 

10,427 

+7 

216 

200 

200 

265 

266 

280 

281 

237 

265 

268 

295 

328 

481 

3,366 

+8 

500 

434 

419 

437 

464 

497 

468 

457 

453 

498 

569 

541 

674 

5,911 

+15 

100 

83 

82 

95 

98 

110 

105 

102 

109 

122 

128 

136 

222 

1,391 

+20 

1,082 

1,018 

963 

1,004 

1,022 

1,061 

1,063 

1,070 

1,060 

1,058 

1,073 

1,092 

1,414 

12,898 

+6 

230 

229 

223 

250 

248 

260 

276 

266 

282 

274 

286 

303 

473 

3,370 

0 

1,270 

1,229 

1,195 

1,308 

1,282 

1,356 

1,326 

1,262 

1,243 

1,274 

1,348 

1,306 

1,689 

15,818 

+3 

312 

315 

303 

369 

346 

390 

394 

346 

348 

388 

420 

419 

628 

4,666 

-1 

490 

462 

467 

529 

527 

555 

524 

496 

481 

496 

538 

536 

722 

6,333 

+6 

106 

101 

96 

125 

116 

131 

129 

113 

115 

134 

146 

161 

257 

1,624 

+5 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  18,  page  16.) 

1  Preliminary  estimates. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27.  Note  that  data  for  the  Los  Angeles- Long  Beach  SMSA  includes 
ange  County,  California. 

3  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  9.—  PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  AND  GAF  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS 
(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percent  change, 

Percent  change, 

January  1965  from 

January  1965  from 

Statistical  areas 

December  1964 

Statistical  areas 

December  1964 

Total 

OAF1 

Total 

GAF1 

Standard  Consolidated  Areas2 

-26 

-31 

Icagc,  Ill. -Northwestern  Indiana . 

-29 

-55 

-52 

-28 

-57 

*  York-Northeastern  N.J . 

-25 

-51 

Los  Angeles-Long  Beach,  Calif . 

-23 

-51 

Minneapolis-St.  Paul,  Minn . 

-32 

-55 

Standard  Metropolitan  Statistical  Areas 

Newark,  N.J . 

-22 

-53 

New  York,  N.Y . 

-25 

-50 

Itiaore,  Md . 

-30 

-27 

-58 

-58 

Paterson-Clifton-Passaic,  N.J . 

Philadelphia,  Pa. -N.J . 

Pittsburgh,  Pa . 

-24 

-32 

-29 

-30 

-55 

-59 

-57 

-56 

ffalo,  N.Y . 

-25 

*  -72 

icagc,  Ill . 

-30 

-55 

San  Franclsco-Qakland,  Calif . 

Seattle,  Wash . 

Washington,  D.C.-Md.-Va . 

-27 

-31 

-28 

-53 

-53 

-50 

-27 

-56 

ilas,  Texas . 

-31 

-51 

Note:  Sampling  variabilities  are  shown  in  table  19,  page  16. 

a  Stores  in  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise 
Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27. 
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Table  10.— PERCENT  CHANGE  IN  SALES  OF  DEPARTMENT  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


STANDARD  METROPOLITAN  STATISTICAL  AREA 


Akron,  Ohio.... 
Asheville,  N.C. 
Atlanta,  Ga.... 
Augusta,  Ga.... 
Baltimore,  Mi.. 


Baton  Rouge,  La. 
Binghamton ,  N . Y . 
Birmingham,  Ala. 
Boston,  Mass.... 
Buffalo,  N.Y - 


Canton,  Ohio . 

Chattanooga,  Tenn. 

Chicago,  Ill . 

Cincinnati,  Ohio.. 
Cleveland,  Ohio... 


Columbus,  Ohio . 

Corpus  Christi,  Tex. 

Dallas,  Tex . 

Denver,  Colo . 

Des  Moines,  Iowa.... 


Detroit,  Mich... 
El  Paso,  Tex. . . • 

Erie,  Pa . 

Flint,  Mich . 

Fort  Wayne,  Ind . 


Grand  Rapids,  Mich. 

Houston,  Tex . 

Indianapolis,  Ind.. 
Jacksonville,  Fla.. 
Kansas  City,  Mo. . . . 


Knoxville,  Tenn . 

Lancaster,  Pa . 

Lexington,  Ky . 

Los  Angeles-Long  Beach,  Calif. 

Louisville,  Ky . 

Macon,  Ga . 


Memphis,  Tenn... 

Miami,  Fla . 

Milwaukee,  Wis.. 

Mobile,  Ala . 

New  Orleans,  La. 


Percent  change  in  sales, 
January  1965  from — 


January 

1964 


December 

1964 


NA) 

(NA) 

+6 

-64 

49 

-60 

+6 

-56 

43 

-64 

4-12 

-56 

49 

-68 

44 

-59 

4-1 

-61 

4-2 

-61 

46 

-66 

4-8 

-65 

4-2 

-59 

-1 

-62 

44 

-59 

(NA) 

(NA) 

44 

-61 

4-12 

-56 

(NA) 

(NA) 

4-1 

-61 

4-15 

-56 

4-1 

-59 

4-7 

-67 

4-10 

-64 

46 

-61 

-6 

-64 

4-13 

-55 

4-2 

-61 

(NA) 

(NA) 

(NA) 

(NA) 

4-3 

-63 

4-10 

-58 

(NA) 

(NA) 

+8 

-57 

4-8 

-64 

0 

-62 

-1 

-56 

47 

-51 

42 

-60 

0 

-65 

45 

-54 

New  York-Northeastern  New  Jersey1 . 

New  York  City . 

Newark,  N.J . 

Norf olk-Portsmouth,  Va . 

Oklahoma  City,  Okla . 


Omaha ,  Nebr . 

Peoria,  Ill . 

Philadelphia,  Pa. 
Pittsburgh,  Pa . . . 
Portland,  Oreg... 


Reading,  Pa . 

Richmond,  Va . 

Rochester,  N.Y.... 
Sacramento,  Calif. 
St.  Louis,  Mo . 


Salt  Lake  City,  Utah. 

San  Antonio,  Tex . 

San  Diego,  Calif . 

Savannah,  Ga . 

Seattle,  Wash . 


Shreveport,  La ... . 
South  Bend ,  Ind . . . 

Spokane,  Wash . 

Springfield,  Mo. . . 
Springfield,  Ohio. 


Syracuse,  N.Y . 

Tacoma,  Wash . 

Tampa-St.  Petersburg,  Fla. 

Toledo,  Ohio . 

Trenton,  N.J . 

Tulsa,  Okla . 


Waco,  Tex . 

Washington,  D.C.. 
Wheeling,  W.Va... 
Wichita,  Kans .... 
Worcester,  Mass . . 
Youngstown,  Ohio. 


CITIES 


Br id  geport ,  Conn . 

Bristol,  Tenn.-Va . 

Duluth,  Minn. -Superior,  Wis. 

Minneapolis,  Minn . 

Oakland-Berkeley,  Calif . 


Portsmouth,  Ohio . 

Rome,  Ga . 

St.  Paul,  Minn . 

San  Francisco,  Calif . 


Percent  change  in  sales, 
January  1965  from — 


anuary 

1964 

Decembe 

1964 

44 

-59 

44 

-53 

-4 

-60 

-2 

-62 

(NA) 

(NA) 

(NA) 

(NA) 

43 

-62 

411 

-59 

(NA) 

(NA) 

48 

-56 

416 

-56 

44 

-63 

42 

-60 

0 

-60 

-4 

-55 

410 

-60 

49 

-54 

43 

-56 

49 

-60 

410 

-59 

45 

-53 

(NA) 

(NA) 

45 

-59 

413 

-62 

41 

-64 

42 

-64 

415 

-62 

0 

-56 

42 

-62 

-1 

-60 

(NA) 

(NA) 

0 

-58 

411 

-60 

411 

-70 

(NA) 

(NA) 

+8 

-62 

413 

-61 

-20 

-66 

45 

-69 

41 

-60 

44 

-58 

46 

-54 

(NA) 

(NA) 

46 

-66 

411 

-58 

413 

-49 

Note:  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 
(NA)  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 
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Table  11.— ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars.  Data  NOT  ADJUSTED  for  seasonal  variations  and  holiday  differences) 


1  "  ■  1  ■- . .  ""  — 

Kind  of  business 

1965 

1964 

Percent 

change, 

Jan.  1965 
from — 

Jan.1 

Jan.  | 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

|nov. 

Dec . 

Jan. 

1964 

Dec . 
1964 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

16,266 

14, 628 

14,123 

14,335 

14,638 

15, 197 

15,140 

15,334 

15,412 

15,569 

15,662 

15,729 

16,817 

+11 

-3 

Durable-goods  stores,  total . 

6,602 

6, 259 

6,083 

6,131 

6,218 

6,491 

6,647 

6,  691 

6,724 

6,  833 

6,799 

6,646 

6,885 

+5 

-4 

Nondurable-goods  stores,  total . 

9,664 

8,  369 

8,040 

8,204 

8,420 

8,706 

8,493 

8,643 

8,  688 

8,736 

8,863 

9,083 

9,932 

+  15 

-3 

d  group . 

346 

352 

346 

344 

336 

335 

338 

351 

365 

368 

355 

340 

361 

-2 

-4 

•rocery  stores . 

290 

288 

283 

290 

282 

286 

291 

297 

299 

308 

296 

284 

302 

+  1 

-4 

ing  and  drinking  places . 

140 

84 

85 

86 

87 

89 

91 

76 

81 

79 

96 

104 

129 

+67 

+9 

ieral  merchandise  group . 

6,145 

4,943 

4,723 

4,792 

4,912 

5,121 

5,083 

5, 33C 

5,414 

5,473 

5,573 

5,728 

6,366 

+  24 

-3 

tepartraent  stores  and  dry  goods,  general 
merchandise  stores . 

4,760 

3,788 

3,587 

3,648 

3,763 

3,897 

3,915 

4,113 

4,177 

4,216 

4,293 

4,  378 

4,951 

+  26 

-4 

Department  stores . 

4, 213 

3,385 

3,167 

3,  241 

3,343 

3,462 

3,475 

3,630 

3,690 

3,726 

3,808 

3,869 

4,392 

+  24 

-4 

bil  order  houses  (department  store  mdse.).. 

1,164 

972 

960 

977 

983 

1,039 

984 

1,013 

1,041 

1,044 

1,076 

1,109 

1,180 

+20 

-1 

arel  group . 

1, 237 

1,062 

962 

986 

986 

1,006 

994 

1,000 

1,007 

1,044 

1,083 

1,110 

1,325 

+  16 

-7 

/omen's  ready-to-wear  stores . 

529 

454 

424 

459 

465 

457 

438 

419 

422 

442 

464 

470 

575 

+  17 

-8 

•niture  and  appliance  group . 

2,433 

2,199 

2,143 

2,101 

2,055 

2, 104 

2,111 

2,202 

2,251 

2, 312 

2,323 

2, 316 

2,523 

+  11 

-4 

\irniture,  home  furnishings  stores . 

1,828 

1, 675 

1, 620 

1,577 

1,556 

1,587 

1,595 

1, 696 

1,760 

1,781 

1,783 

1,778 

1,896 

+  9 

-4 

Furniture  stores . 

1,640 

1,511 

1,457 

1,411 

1,405 

1,442 

1,434 

1,546 

1,606 

1,615 

1,601 

1,595 

1,708 

+  9 

-4 

dusehold  appliance,  TV,  radio  stores . 

605 

523 

523 

524 

499 

517 

516 

506 

491 

531 

540 

538 

627 

+  16 

-4 

Household  appliance  dealers . 

523 

461 

459 

461 

437 

457 

452 

446 

431 

438 

452 

460 

539 

+  13 

-3 

iber,  building,  hardware,  farm  equip,  group. 

1,639 

1,662 

1,631 

1,682 

1,810 

1,960 

1,968 

1,965 

1,940 

1,948 

1,984 

1,824 

1,684 

-1 

-3 

Amber  yards,  building  materials  dealers2... 

1,159 

1,216 

1,185 

1,201 

1,309 

1,384 

1,356 

1,356 

1,355 

1,365 

1,392 

1,301 

1,180 

-5 

-2 

Lumber  yards . 

831 

883 

873 

857 

945 

1,003 

963 

965 

960 

965 

985 

910 

829 

-6 

0 

/motive  group . 

1,490 

1,481 

1,442 

1,460 

1, 488 

1,553 

1,610 

1,  590 

1,614 

1,630 

1,539 

1,563 

1,602 

+  1 

-7 

fessenger  car  dealers3 . 

1,026 

992 

955 

954 

997 

1,002 

1,005 

985 

1,031 

1,052 

992 

1,015 

1,044 

+3 

-2 

Passenger  car  dealers  ( franchised ) . 

955 

914 

881 

887 

909 

920 

930 

912 

956 

980 

919 

936 

972 

+4 

-2 

Ire,  battery,  accessory  dealers . 

407 

462 

460 

472 

465 

521 

571 

552 

528 

517 

497 

503 

510 

-12 

-20 

aline  service  stations . 

441 

451 

439 

461 

457 

465 

470 

460 

461 

458 

460 

460 

443 

-2 

0 

ier  retail  stores . 

2, 394 

2, 394 

2,352 

2, 423 

2,507 

2,564 

2,475 

2,  358 

2,279 

2,257 

2,249 

2,284 

2,  383 

0 

0 

CHARCE  ACCOUNTS 

United  States,  total . 

7,710 

7,409 

7,126 

7,  221 

7,431 

7,718 

7, 594 

7,535 

7,  502 

7,555 

7,  584 

7,611 

8,025 

+4 

-4 

Durable-goods  stores,  total . 

3,520 

3, 337 

3,224 

3, 268 

3,399 

3,582 

3,657 

3,670 

3,653 

3,720 

3,706 

3,617 

3,644 

+5 

-3 

Hondurable-goods  stores,  total . 

4,190 

4,072 

3,902 

3,953 

4,032 

4,136 

3,937 

3,865 

3,849 

3,835 

3,878 

3,994 

4,381 

+  3 

-4 

xl  group . 

338 

341 

334 

333 

326 

322 

325 

337 

353 

356 

344 

331 

353 

-1 

-4 

ieral  merchandise  group . 

1,090 

1,039 

958 

916 

905 

959 

928 

965 

956 

951 

972 

1,015 

1,  240 

+5 

-12 

Jepartment  stores  and  dry  goods,  general 
merchandise  stores . 

1,005 

950 

871 

835 

823 

868 

824 

848 

846 

838 

867 

909 

1,145 

+6 

-12 

Department  stores . 

850 

844 

765 

721 

705 

751 

708 

718 

717 

697 

732 

764 

983 

+  1 

-14 

»rel  group . 

888 

748 

666 

689 

694 

708 

705 

702 

714 

748 

780 

810 

972 

+  19 

-9 

■niture  and  appliance  group . 

827 

667 

648 

639 

634 

655 

669 

716 

729 

767 

784 

788 

854 

+  24 

-3 

’hmiture,  home  furnishings  stores . 

613 

486 

466 

461 

478 

496 

508 

556 

579 

615 

621 

617 

625 

+  26 

-2 

iber,  building,  hardware,  farm  equip,  group. 

1,467 

1,496 

1,452 

1,490 

1,625 

1,760 

1,775 

1,770 

1,751 

1,741 

1,785 

1,652 

1,516 

-2 

-3 

Aimber  yards,  building  materials  dealers2... 

1, 109 

1,166 

1,136 

1, 146 

1,252 

1,328 

1,308 

1,297 

1,  289 

1,290 

1,320 

1,250 

1,130 

-5 

-2 

Lumber  yards . 

801 

848 

840 

822 

910 

970 

936 

932 

921 

919 

942 

884 

801 

-6 

0 

emotive  group . 

916 

882 

858 

849 

855 

899 

915 

891 

893 

921 

864 

880 

928 

+4 

-1 

’assenger  car  dealers  (franchised) . 

669 

641 

620 

607 

624 

632 

637 

613 

624 

652 

612 

642 

685 

+4 

-2 

lOline  service  stations . 

432 

439 

430 

447 

444 

452 

457 

449 

451 

449 

450 

451 

433 

-2 

0 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

8,556 

7,219 

6,997 

7,114 

7,207 

7,479 

7,546 

7,799 

7,910 

8,014 

8,078 

8,118 

8,792 

+  19 

-3 

Durable-goods  stores,  total . 

3,082 

2,922 

2,859 

2,863 

2,819 

2,909 

2,990 

3,021 

3,071 

3,113 

3,093 

3,029 

3, 241 

+5 

-5 

Hondurable-goods  stores,  total . 

5,474 

4, 297 

4,138 

4,251 

4,388 

4, 570 

4,556 

4,778 

4,  839 

4,901 

4,985 

5,089 

5,551 

+  27 

-1 

neral  merchandise  group . 

5,055 

3,904 

3,765 

3,876 

4,007 

4,162 

4,155 

4,  365 

4,458 

4,522 

4,601 

4,713 

5,126 

♦  29 

-1 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

3,755 

2,838 

2,716 

2,813 

2,940 

3,029 

3,091 

3,265 

3,331 

3,378 

3,426 

3,469 

3,806 

♦  32 

-1 

department  stores . 

3,363 

2,541 

2,402 

2,520 

2,638 

2,711 

2,767 

2,912 

2,973 

3,029 

3,076 

3,105 

3,409 

+  32 

-1 

pare!  group . 

349 

314 

296 

297 

292 

298 

289 

298 

293 

296 

303 

300 

353 

+  11 

-1 

miture  and  appliance  group . 

1,606 

1,532 

1,495 

1,462 

1,421 

1,449 

1,442 

1,486 

1,522 

1,545 

1,539 

1,528 

1,669 

♦  5 

-4 

'Urniture,  home  furnishings  stores . 

1,215 

1,189 

1,154 

1,116 

1,078 

1,091 

1,087 

1,140 

1,181 

1,166 

1,162 

1,161 

1,271 

♦  2 

-4 

tousehold  appliance,  TV,  radio  stores . 

392 

343 

341 

346 

343 

358 

355 

345 

341 

379 

377 

367 

399 

♦  14 

-2 

aber,  building,  hardware,  farm  equip,  group. 

172 

166 

179 

192 

185 

200 

193 

195 

189 

207 

199 

172 

168 

+4 

♦  2 

aootive  group . 

574 

599 

584 

611 

633 

654 

695 

699 

721 

709 

675 

683 

674 

-4 

-15 

223 

267 

265 

271 

278 

300 

344 

339 

325 

319 

303 

314 

322 

-16 

-31 

Ige:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  caanercial 
nks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and 
IT-tc-year  percentage  changes.  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  In  table  21,  page  17. 

*  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

3  deludes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

Includes  both  franchised  and  nonfranc hised  car  dealers. 
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Table  11.— ESTIMATED  END 


-OF -MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALIMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS --Continued 


1965 

1964 

Jan.1 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept . 

Oct. 

Nov . 

Dec . 

16,304 

14,678 

14,793 

4,856 

14,903 

5,170 

L5,057 

15,409 

L5,415  1 

5,590 

15,514 

15,487 

15,637 

6,800 

6,452 

6,493 

6,471 

6,412 

6,508 

6,542 

6,511 

6,  501 

6,678 

6,607 

6,528 

6,696 

9',  5(4 

8,226 

8,300 

8,385 

8,491 

8,662 

8,515 

8,898 

8,914 

8,912 

8,907 

8,959 

8,941 

351 

357 

357 

351 

351 

341 

341 

349 

349 

355 

348 

342 

350 

6,062 

4,868 

4,948 

5,009 

5,077 

5,222 

5,135 

5,461 

5,527 

5,507 

5,516 

5,542 

5,570 

4,042 

3,241 

3,359 

3,422 

3,485 

3,521 

3,518 

3,714 

3,789 

3,775 

3,765 

3,756 

3,802 

1,148 

960 

996 

1,007 

1,005 

1,038 

996 

1,041 

1,061 

1,043 

1,071 

1,078 

1,075 

1,130 

970 

968 

974 

993 

1,043 

1,040 

1,118 

1,112 

1,086 

1,086 

1,099 

1,090 

496 

425 

430 

437 

448 

460 

461 

481 

476 

460 

466 

466 

479 

2,377 

2,148 

2,145 

2,146 

2,101 

2,097 

2,117 

2,266 

2,281 

2,340 

2,321 

2,300 

2,365 

1,772 

1,625 

1,620 

1,610 

1,594 

1,585 

1,612 

1,754 

1,782 

1,787 

1,780 

1,769 

1,776 

1,568 

1,449 

1,457 

1,430 

1,441 

1,436 

1,440 

1,592 

1,611 

1,633 

1,620 

1,618 

1,602 

605 

523 

525 

536 

507 

512 

505 

512 

499 

553 

541 

531 

589 

526 

464 

461 

465 

450 

453 

441 

441 

438 

456 

457 

454 

509 

1,850 

1,880 

1,883 

1,892 

1,889 

1,952 

1,914 

1,806 

1,749 

1,789 

1,805 

1,757 

1,780 

1,288 

1,353 

1,356 

1,376 

1,374 

1,392 

1,355 

1,267 

1,227 

1,256 

1,255 

1,207 

1,225 

931 

990 

999 

997 

991 

1,004 

937 

886 

863 

886 

900 

859 

865 

1,543 

1,533 

1,551 

1,524 

1,506 

1,535 

1,559 

1,521 

1,590 

1,641 

1,501 

1,538 

1,566 

982 

938 

946 

919 

904 

908 

916 

881 

959 

1,002 

885 

919 

942 

428 

487 

496 

501 

494 

520 

536 

513 

504 

500 

498 

497 

504 

455 

466 

467 

469 

457 

454 

452 

453 

450 

458 

448 

448 

467 

7,786 

7,477 

7,508 

7,521 

7,528 

7,588 

7,555 

7,576 

7,492 

7,593 

7,464 

7,462 

7,555 

3,761 

3,565 

3,582 

3,564 

3,515 

3,561 

3,582 

3,529 

3,466 

3,577 

3,454 

3,468 

3,615 

4,025 

3,912 

3,926 

3,957 

4,013 

4,027 

3,973 

4,(X7 

4,026 

4,016 

4,010 

3,994 

3,940 

971 

925 

947 

946 

971 

971 

972 

1,052 

1,047 

1,003 

1,023 

997 

973 

738 

733 

754 

753 

774 

766 

754 

793 

792 

746 

773 

747 

739 

809 

681 

678 

681 

702 

744 

748 

799 

806 

778 

779 

783 

769 

810 

653 

657 

663 

646 

65  8 

670 

754 

748 

785 

766 

767 

772 

603 

478 

479 

486 

480 

492 

512 

587 

590 

610 

603 

605 

577 

1,673 

1,708 

1,700 

1,709 

1,707 

1,743 

1,727 

1,625 

1,570 

1,590 

1,599 

1,578 

1,603 

1,243 

1,309 

1,315 

1,326 

1,318 

1,337 

1,303 

1,208 

1,161 

1,181 

1,184 

1,154 

1,175 

907 

961 

973 

966 

962 

972 

906 

853 

823 

839 

854 

830 

839 

937 

902 

917 

886 

865 

875 

891 

865 

891 

938 

827 

864 

916 

673 

645 

652 

626 

616 

618 

628 

605 

630 

676 

592 

630 

675 

447 

454 

456 

456 

444 

441 

440 

443 

438 

449 

437 

440 

457 

8,518 

7,20] 

7,285 

7,335 

7,375 

7,582 

7,502 

7,833 

7,923 

7,979 

8,050 

8,025 

8,082 

.  3,039 

2, 88r 

2,911 

2,907 

2,897 

2,947 

2,960 

2,982 

3,035 

3,101 

3,153 

3,060 

3,081 

5,479 

4, 3D! 

4,374 

4,428 

4,478 

4,635 

4,542 

4,851 

4,888 

4,896 

4,897 

4,965 

5,001 

.  5,091 

3,94 

4,001 

4,063 

4,106 

4,251 

4,163 

4,409 

4,480 

4,504 

4,493 

4,545 

4,597 

.  3,304 

2,50 

2,605 

2,669 

2,711 

2,755 

2,764 

2,921 

2,997 

3,029 

2,992 

3,009 

3,063 

321 

28 

290 

293 

291 

299 

292 

319 

306 

308 

307 

316 

321 

.  1,565 

1,49 

1,487 

1,478 

1,456 

1,439 

1,450 

1,512 

1,533 

1,559 

1,561 

1,535 

1, 585 

.  1,169 

1,14 

1,141 

1,124 

1,114 

1,093 

1,100 

1,169 

1,192 

1,177 

1,177 

1,164 

1,199 

396 

34 

7  346 

354 

344 

346 

350 

345 

341 

382 

384 

371 

386 

606 

63 

634 

638 

641 

660 

668 

656 

699 

703 

674 

674 

650 

27 

4  276 

286 

293 

312 

325 

319 

306 

307 

316 

312 

314 

Kind  of  business 


TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total . 


Durable-goods  stores,  total. . . . 
Nondurable-goods  stores,  total. 


Food  group . 

General  merchandise  group . 

Department  stores . 

ffeil  order  houses  (department  store  mdse.). 

Apparel  group . 

Women's  ready-to-wear  stores . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equipment 

group . . 

Lumber  yards,  building  materials  dealers  . . 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers  (franchised) . 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 


CHARGE  ACCOUNTS 


United  States,  total . 


Durable-goods  stores,  total . . . • 
Nondurable -goods  stores,  total. 


General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Lumber,  building,  hardware,  farm  equipment 

group . . 

Lumber  yards,  building  materials  dealers 

Lumber  yards . 

Automotive  group . 

Passenger  car  dealers  (franchised) . 

Gasoline  service  stations . 


INSTALLMENT  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total. . . . 
Nondurable-goods  stores,  total. 


General  merchandise  group . 

Department  stores . 

Apparel  group . . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores.... 
Household  appliance,  TV,  radio  stores. 

Automotive  group . 

Tire,  battery,  accessory  dealers . 


Percent 

change, 
Jan.  1965 
frail — 


Jan. 

1964 


+11 


+5 

+16 


-2 

+25 

+25 

+20 

+16 

+17 

+11 

+9 

+8 

+16 

+13 


-2 

-5 

-6 

+1 

+5 

-12 

-2 


+5 

+3 


+5 

+1 

+19 

+24 

+26 


-2 

-5 

-6 

44 

+4 

-2 


+18 


+5 

+27 


+29 

+32 

+11 

+5 

+2 

+14 


Dec. 

1964 


-16 


+2 

+6 


0 

+9  , 
+6 
+7 
44 
+4 
+1 
0 
-2 
+3 
+3 


+5 

+8 

-1 

44 

-15t 

-3  0 


+3 


+4i 


+2 


5' 

i 

+5 


44 

+<j! 

+e 

+c 


+i 


Note:  Data  in  tms  tame  represent  uiu-y  uubc.ucuiuj.iie  «<uo*i«0  - - - -  —  *—  ~  .  .,  . 

banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute 
year-to-year  percentage  changes.  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling 
1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 


indicated.  Amounts  transferred  to  canmercl 
to  the  variations  in  the  month -to-month  ar 
variabilities  shown  in  table  21,  page  17. 
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Table  12.— ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


““ 

1965 

1964 

Percent 

change, 

Jan.  1965 
from — 

h‘ 

Jan.  | 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

R 

Jan. 

1964 

Dec . 
1964 

TOTAL  ACCOUNTS  RECEIVABLE 

Data  NOT  ADJUSTED  for  seasonal  variations 

and  holiday  differences 

■  i 

United  States,  total . 

6,329 

5,  207 

5,012 

5,078 

5, 177 

5,377 

5,468 

5,495 

5,560 

5,662 

5,814 

5,937 

6,539 

+22 

-3 

Durable-goods  stores,  total . 

1, 193 

1,180 

1,153 

1,152 

1,159 

1,200 

1,262 

1,257 

1,257 

1,  286 

1,302 

1,278 

1, 290 

+  1 

-8 

Nondurable-goods  stores,  total . 

5,136 

4,027 

3,  859 

3,926 

4, 018 

4,177 

4,206 

4,238 

4,303 

4,376 

4,512 

4,659 

5,249 

+28 

-2 

neral  merchandise  group . 

4,599 

3,587 

3,433 

3,495 

3,595 

3,749 

3,769 

3,801 

3,875 

3,931 

4,047 

4,189 

4,711 

+28 

-2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,639 

2,818 

2,680 

2,733 

2,829 

2,910 

2,954 

2,988 

3,053 

3,098 

3,189 

3,284 

3, 729 

+29 

-2 

Department  stores . 

3,258 

2,524 

2,  369 

2,449 

2,533 

2,606 

2, 646 

2,676 

2,730 

2,771 

2,858 

2,934 

3, 339 

+  29 

-2 

»parel  group . 

335 

264 

247 

250 

253 

248 

257 

260 

247 

251 

272 

278 

337 

+  27 

-1 

irniture  and  appliance  group . 

391 

365 

368 

374 

358 

361 

358 

364 

368 

377 

382 

381 

392 

+7 

0 

re,  battery,  accessory  dealers . 

245 

270 

268 

273 

283 

302 

338 

345 

336 

337 

335 

337 

341 

-9 

-28 

CHARGE  ACCOUNTS 

United  States,  total . 

1,109 

1,055 

983 

956 

940 

995 

1,012 

991 

972 

981 

1,022 

1,021 

1,163 

+5 

-5 

Durable-goods  stores,  total . 

312 

309 

290 

290 

305 

313 

336 

338 

335 

344 

346 

335 

313 

+  1 

0 

Nondurable-goods  stores,  total . 

797 

746 

693 

666 

635 

682 

676 

653 

637 

637 

676 

686 

850 

+7 

-6 

•neral  merchandise  group . 

445 

457 

411 

381 

360 

401 

391 

368 

350 

339 

365 

373 

497 

-3 

-10 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

406 

413 

371 

342 

321 

355 

335 

314 

301 

292 

317 

328 

455 

-2 

-11 

Department  stores . 

376 

383 

344 

315 

293 

326 

306 

285 

271 

267 

293 

303 

424 

-2 

-11 

aparel  group . 

164 

125 

116 

118 

118 

119 

124 

125 

122 

120 

132 

134 

166 

+  31 

-1 

omiture  and  appliance  group . 

45 

41 

44 

44 

42 

39 

41 

42 

40 

45 

47 

43 

44 

+  10 

♦  2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

5,220 

4,152 

4,029 

4,122 

4,237 

4,382 

4,456 

4,504 

4,588 

4,631 

4,792 

4,916 

5,376 

+  26 

-3 

Durable-goods  stores,  total . 

881 

871 

863 

862 

854 

887 

926 

919 

922 

942 

956 

943 

977 

+  1 

-10 

Nondurable-goods  stores,  total . 

4,  339 

3,281 

3,166 

3,260 

3,383 

3,495 

3,530 

3,585 

3,666 

3,739 

3,836 

3,973 

4,399 

+  32 

-1 

sneral  merchandise  group . 

4, 154 

3,130 

3,022 

3,114 

3,235 

3,348 

3,378 

3,433 

3,525 

3,  592 

3,682 

3,816 

4,214 

+  33 

-1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3, 233 

2,405 

2, 309 

2, 391 

2,508 

2,555 

2, 619 

2,674 

2,752 

2,  806 

2,872 

2,956 

3,274 

+  34 

-1 

Department  stores . 

2,  882 

2,141 

2,025 

2,134 

2,240 

2,280 

2,340 

2,391 

2,459 

2,  504 

2,565 

2,631 

2,915 

+  35 

-1 

pparel  group . •• . 

171 

139 

131 

132 

135 

129 

133 

135 

125 

131 

140 

144 

171 

+  23 

0 

umiture  and  appliance  group . 

346 

324 

324 

330 

316 

322 

317 

322 

328 

332 

335 

338 

348 

+7 

-1 

Data 

ADJUSTED  for  seasonal  variations  and  holiday  differences 

I  « 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

6,326 

5,209 

5,294 

5,329 

5,376 

5,464 

5,497 

5,553 

5,570 

5,622 

5,720 

5,747 

5,886 

+  21 

♦7 

Durable-goods  stores,  total . 

1,202 

1, 193 

1,201 

1, 194 

1,194 

1,220 

1,260 

1,238 

1,219 

1,  254 

1,290 

1,  257 

1,258 

+  1 

-4 

Nondurable -goods  stores,  total . 

5,124 

4,016 

4,093 

4,135 

4,182 

4,244 

4,237 

4,  315 

4,  351 

4,368 

4,430 

4,490 

4,628 

+  28 

+  11 

eneral  merchandise  group . ■ . 

4,618 

3,597 

3,662 

3,710 

3,749 

3,818 

3,800 

3,865 

3, 904 

3, 893 

3,939 

4,023 

4,158 

*28 

♦  11 

Department  stores . 

3, 275 

2,530 

2,548 

2,601 

2,637 

2,666 

2,670 

2,718 

2,747 

2,751 

2,765 

2, 815 

2,918 

+  29 

+  12 

.pparel  group . 

304 

240 

244 

249 

252 

253 

261 

283 

273 

271 

282 

284 

274 

+  27 

♦  11 

“urniture  and  appliance  group . 

388 

362 

368 

375 

363 

365 

363 

365 

372 

382 

381 

378 

374 

+7 

♦4 

*ire,  battery,  accessory  dealers . 

255 

280 

283 

291 

297 

308 

322 

323 

318 

322 

343 

337 

333 

-9 

-23 

CHARGE  ACCOUNTS 

United  States,  total . 

1,050 

1,002 

1,012 

991 

997 

1,008 

1,027 

1,036 

1,000 

994 

1,022 

997 

1,013 

+  5 

♦4 

Durable-goods  stores,  total . 

340 

337 

331 

317 

317 

319 

331 

324 

311 

321 

316 

316 

316 

+  1 

♦  8 

Nondurable-goods  stores,  total . 

710 

665 

681 

674 

680 

689 

696 

712 

689 

673 

706 

681 

697 

+7 

♦  2 

ieneral  merchandise  group . 

379 

390 

399 

397 

404 

412 

412 

418 

386 

354 

382 

364 

382 

-3 

-1 

Department  stores . 

316 

323 

332 

328 

332 

335 

330 

327 

303 

284 

308 

295 

315 

-2 

0 

\pparei  group . 

148 

113 

115 

119 

118 

121 

125 

132 

139 

131 

136 

140 

132 

♦  31 

♦  12 

s*urniture  and  appliance  group . 

48 

44 

44 

46 

41 

41 

41 

40 

41 

46 

45 

43 

41 

♦  9 

♦17 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

5,276 

4,207 

4,282 

4,  338 

4,  379 

4,456 

4,470 

4,517 

4,570 

4,628 

4,698 

4,750 

4,873 

+  25 

♦8 

V 

Durable-goods  stores,  total . 

862 

856 

870 

877 

877 

901 

929 

914 

908 

933 

974 

941 

94  2 

♦  1 

-8 

Nondurable-goods  stores,  total . 

4,414 

3, 351 

3,412 

3,461 

3,502 

3,555 

3,541 

3,603 

3,662 

3,695 

3,724 

3,809 

3,931 

♦  32 

♦  12 

General  merchandise  group . 

4,239 

3,207 

3,263 

3, 313 

3, 345 

3,406 

3,  388 

3,447 

3,518 

3,539 

3,557 

3,659 

3,776 

♦  32 

♦  12 

Department  stores . 

2, 959 

2,207 

2,216 

2,273 

2,305 

2,331 

2,340 

2,  391 

2,444 

2,467 

2,457 

2,520 

2,603 

♦  34 

♦  14 

Apparel  group . 

156 

127 

129 

130 

134 

132 

136 

151 

134 

140 

146 

144 

142 

♦23 

♦  10 

ftimiture  and  appliance  group . 

340 

318 

324 

329 

322 

324 

322 

325 

331 

336 

336 

335 

333 

♦7 

♦  2 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  Indicated.  Amounts  transferred  to  commercial 
^anks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to- month  and 
year-to-year  percentage  changes.  Sampling  variabilities  are  shown  in  table  20,  page  16. 

Preliminary  estimates,  see  Explanatory  Materials,  page  21. 
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Table  13 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Preliminary  estimates 

Final  estimates 

Month-to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . . . 

1. 7-2.0 
0.8-0. 8 

1.9 

0.8 

1.7-1 .9 
0.7-0. 8 

1.9 

0.8 

0.6-0. 7 
0.2-0. 3 

0.7 

0.2 

1.3- 1 .4 

1.4- 1. 5 

5. 9-6. 7 

1.3 

1.4 

6.1 

1.3- 1 .4 

1.4- 1. 5 

5.8-6 .3 

1.3 

1.4 

5.9 

0.2-0 .3 
0.2-0. 3 
1.1-1. 5 

0.2 

0.2 

1.2 

5. 4-6. 5 

5.7 

5.3-6 .0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

Restaurants,  cafeterias,  lunchrooms . 

2.3-2 .4 

2.7- 2  .9 

3. 0-3 .2 

2. 8- 3.1 

2.3 

2.8 

3.1 

3.1 

2. 2-2 .4 

2. 6-2. 8 

2. 9-3. 2 

2. 8-3.1 

2.3 

2.7 

3.0 

2.9 

0.5-0. 9 
0.5-1 .3 
0.5-1. 2 

0. 3-1.1 

0.7 

0.8 

0.9 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

Mail  order  houses  (department  store  merchandise) . 

0.8-1 .4 

1.7- 2. 3 

1. 9-2.1 

1. 8- 2.0 
(z) 

1.4 

1.9 

2.0 

1.8 

(z) 

1.3-1. 5 
1.7-2. 2 
1.9-2. 1 
1.6-1. 8 
(z) 

1.4 

1.9 

2.0 

1.6 

(z) 

0.2-0 .3 
0.2-0. 5 
(Z)-0.3 
0.4-0. 8 
(Z) 

0.2 

0.2 

0.2  \ 
0.5 

(z) 

2. 8-3. 5 

5. 4-5. 8 

3.3 

5.7 

2 .9-3 .2 

5. 0-5. 5 

3.1 

5.3 

0.6-1. 9 
1.5-2. 5 

0.9 

1.9 

5. 4-6 .3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0.8-1. 2 

1.1 

3 .3-4 .2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

4. 2-4.3 

4.2 

3.8-4 .0 

4.0 

0.9-2 .0 

1.8 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

4 .0-4 .3 

4.2 

3. 7-4.0 

3.9 

1.6-2 .3 

2.0 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2  ! 

6. 0-9. 9 

7.0 

5. 8-7 .2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3.4-3 .7 

3. 9^.3 

3.6 

4.1 

3.1-3 .4 

3. 8-4. 2 

3.3 

3.9 

1. 4-2.1 

1. 3-2.1 

1 .6  f 

1.4 

5. 1-5. 7 

5.3 

5.0-5 .3 

5.2 

1.5-2. 5 

1.8 

4. 8-5 .7 

5.1 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

2. 4-2. 7 

2.6 

2.3-2. 6 

2.5 

0.8-1. 2 

0.9 

2. 5-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1 .2 

0.9 

2.6-3 .0 

2.8 

2.6-3 .0 

2.9 

0.8-1. 2 

0.9 

5.0-6 .6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

,  , 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

2. 4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5  | 

2. 5-2. 9 

2.9 

2.4-2 .9 

2.6 

0.4-0. 8 

0.5 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8  . 

Note-  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and 
trading  day  differences,  for  the  months  of  January  through  May  1960.  For  the  month-to-month  percent  change  in  sales,  the  ranges  of  sampling  error  are  based  .. 
on  unadjusted  data  for  January  through  June  1960. 

(Z)  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the 
previous  month.  (See  Explanatory  Material,  page  21.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  lor 
months . 


Table  14.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  THE  SALES  OF  RETAIL  STORES  FOR  2  CONSECUTIVE  MONTHS: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

— 

Median 

— 

1.2-3. 5 

2.8 

1. 9-8.1 

3.1  : 

2.6 

1.6-5. 9 

4.6  , 

2. 6-3. 6 

3.2 

3. 0-7. 8 

4.6 

2.2-10.3 

5.1 

Stationery  stores . 

2.3-8. 5 

4.2  j 

6.1 

3. 7-7 .4 

6.0 

2. 3-8. 6 

4.8 

2. 2-4. 2 

3.7 

Paint,  glass,  wallpaper  stores . 

2. 0-4. 8 

4.4 

l  1 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

5.2-10.5 

Liii 

Note:  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  f 
the  previous  month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  22.  The  ranges  of  sampling 
error  shown  above  are  based  on  the  month-to-month  percent  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 


15 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges  in  Tables  15-19 


Dollar  volume  sales  and  percent  Percent  change  over  2  consecutive  months2 

change  from  the  same  month  a  year  ago1 


A  =  0  to  3.5  percnet 
B  =  3.6  to  7.0  percent 
C  =  7.1  to  10.5  percent 


a  =  0  to  1.5  percent 
b  =  1.6  to  3.0  percent 
c  =  3.1  to  4.5  percent 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling 
variability  of  the  year-to-year  percent  change  for  2  or  more  months  combined  have  not  been 
computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for 
the  previous  month.  Sampling  variability  based  on  final  estimates  for  2  consecutive  months  is 
somewhat  higher. 


Table  15.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY-  FOR  THE  UNITED  STATES  AND  REGIONS  BY  SELECTED  KINDS  OF  BUSINESS 


Percent  change  from  same 

Month-to-month  percent  change 

over 

month  a  year 

ago 

2  consecutive 

months 

Kind  of  business 

The 

The 

The 

The 

The 

The 

United 

North- 

North 

The 

The 

United 

North- 

North 

The 

The 

United 

North- 

North 

The 

The 

States 

eastern 

Central 

South 

West 

States 

eastern 

Central 

South 

West 

States 

eastern 

Central 

South 

West 

States 

States 

States 

States 

States 

States 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores, . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

’ood  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

•iating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

AF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

C 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

.Amber  group . 

B 

c 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

c 

B 

B 

c 

A 

C 

B 

B 

c 

a 

c 

b 

b 

c 

iasoline  service  stations . 

A 

B 

B 

B 

c 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

)rug  and  proprietary  stores . 

A 

B 

B 

B 

c 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 

Table  16 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
(Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

<n 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

t1) 

A 

B 

t1) 

C 

C 

C 

B 

GAF,  total . 

B 

B 

A 

A 

B 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Percent  change  frcm  same  month  a  year  ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

<*) 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

t1) 

A 

A 

t1) 

B 

B 

B 

A 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Percent  change 

over  2  consecutive  months 

Total . 

a 

a 

a 

a 

a 

a 

a 

b 

a 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

t3) 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

<l) 

a 

a 

t1) 

a 

b 

a 

a 

GAF,  total . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

• (l)  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30  percent  of  food  store  sales  in  these  geographic  divisions  have 
reported  company  totals  only.  (See  page  19,  "Group  II  Organizations.") 

(2)  More  than  10.5  percent. 

,(3)  More  than  4.5  percent. 


Table  17.  —  ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  SPECIFIED  LARGE  STATES 


State 

Dollar  volume 
sales 
estimates 

Percent  change 
from  same  month 
a  year  ago 

Percent  change 
over  2 

consecutive  months 

B 

B 

Massachusetts . 

B 

Pennsylvania . 

B 

B 

a 
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Table  18.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  TOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND 

STANDARD  CONSOLIDATED  AREAS 


Area 


Standard  Consolidated  Areas 


Chicago,  Ill. -Northwestern  Indiana . 

New  York-Northeastern  New  Jersey . 

Standard  Metropolitan  Statistical  Areas 


Chicago,  Ill . 

Detroit,  Mich . 

Los  Angeles-Long  Beach,  Calif 

New  York,  N.Y . 

Philadelphia ,  Pa . -N . J . 


Dollar  volume 
sales  estimates 

Percent  change  from  same 
month  a  year  ago 

Total 

GAF 

Total 

GAF 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

Table  19.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  RETAIL  SALES  FOR  2  CONSECUTIVE  MONTHS, 
BY  SPECIFIED  STANDARD  METRO POLITSN  STATISTICAL  AREAS 


Area 

Percent  change  over  2 
consecutive  months 

Area 

Percent  ch< 
consecuti 

ange  over  2 
/e  months 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

b 

b 

Houston,  Tex . 

_  ..  .  .  -r  ,  . 

b 

a 

a 

b 

Minneapolis -St.  Paul,  Minn . 

a 

a 

b 

b 

Standard  Metropolitan  Statistical  Areas 

a 

a 

Paterson-Clifton-Passaic,  N.J . 

b 

a 

b 

b 

b 

b 

b 

a 

b 

b 

b 

b 

a 

a 

b 

a 

a 

b 

a 

a 

Table  20.—  ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALIMENT,  FOR  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


Preliminary 

estimates 

Final  estimates 

Month-to-month 

percent 

change 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

0.2-0 .4 

0.3 

0.2-0.* 

0.3 

(Z) -0.1 

0.1 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z) -0 .2 

0.1 

(X) 

0.4 

(X) 

0.4 

(X) 

(Z) -0.1 
(X) 

(z) 

0. 3-0.4 

0.4 

0. 3-0.4 

0.4 

(Z) 

0.4 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

1.8-2. 2 

2.0 

1.8-1. 9 

1.9 

0.2-0. 5 
(Z)-O.l 

0.8-1. 3 

1.0 

0. 9-1.4 

1.0 

1. 2-1.5 

1.3 

1.0-1. 3 

1.2 

0. 1-0.5 

CHARGE  ACCOUNTS 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3  l 

2. 7-2. 8 

2.7 

2.6-2. 7 

2.7 

0.5-0. 8 

0.6 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0.3-0. 9 

0.3  jj 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

0. 7-1.1 

0.9 

(X) 

0.8 

(Z)  -1.4 

(Z) 

0. 3-0.4 

0.4 

0.3-0. 5 

0.4 

(Z) -0.1 

(Z) 

3.7-4 .4 

4.0 

3. 7-3. 8 

3.8 

0. 3-0.7 

0.7 

3. 1-3.7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALIMENT  ACCOUNTS 

0. 3-0.4 

0.3 

0. 3-0.4 

0.3 

(Z)-0.2 

0.1 

0. 9-1.4 

1.1 

0. 9-1.4 

1.1 

0.1-0. 2 

0.1 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)  -0 .2 

0.1 

0.3-0. 5 

0.4 

0. 3-0.5 

0.4 

(Z) -0.2 

(Z) 

0.4-0 .5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.3 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(Z)-O.l 

(Z) 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(Z)-0.5 

0.2 

(Z) 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 
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Table  21 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARCX  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES,  BY  KIND  OF  BUSINESS 

Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percent  change1 

Range 

Median 

Range 

Mad  ian 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1. 3-1.5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

x>d  group . 

4. 0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

Grocery  stores . ; . 

3. 7-4 .6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

iting  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6. 6 

4.7 

sneral  merchandise  group . 

1. 8-2.5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Department  stores . 

1. 9-3.0 

2.1 

1. 7-3.0 

2.1 

0. 2-1.1 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

pparel  group . 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

■  Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

umiture  and  appliance  group . 

3. 2-3. 5 

3.4 

3. 2-3.6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4.0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Furniture  stores . 

4.2-4 .6 

4.4 

4. 1-4. 6 

4.3 

0.6-1. 4 

1.1 

Household  appliance,  TV,  radio  stores . 

4. 4-5. 3 

5.0 

4. 1-5. 4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

umber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4.2-4 .4 

4.3 

4.0-4 .4 

4.1 

0. 8-1.5 

0.9 

Lumber  yards . 

5.1-5 .6 

5.3 

4. 7-5. 3 

5.1 

0. 9-2.0 

1.1 

utomotive  group . 

3. 8-5.0 

4.3 

3. 7-5.0 

4.2 

1.1-1. 7 

1.3 

Passenger  car  dealers . 

5. 1-6 .5 

5.3 

5. 0-6. 5 

5.1 

1.5-2. 3 

1.7 

Passenger  car  dealers  (franchised) . 

5. 4-6. 8 

5.6 

5. 2-6.8 

5.4 

1. 5-2.5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3. 7-8.6 

7.0 

0. 8-1.4 

1.0 

asoline  service  stations . 

4. 4-5.4 

4.7 

4. 1-5.4 

4.3 

1.4-1. 9 

1.7 

ther  retail  stores . 

3.9-5 .6 

4.1 

3. 7-5.1 

4.0 

1. 1-5.0 

1.5 

CHAR®  ACCOUNTS 

United  States,  total . . . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2.6 

2.4 

2. 2-2.4 

2.4 

0.7-1. 1 

0.9 

Nondurable -goods  stores,  total . 

2. 3-3-3 

2.6 

2. 1-2.7 

2.4 

0.7-1. 3 

1.0 

’ood  group . 

4. 0-4. 6 

4.5 

4. 0-4 .4 

4.1 

1. 0-2.5 

1.6 

Jeneral  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4. 4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4.7 

4.3 

3. 1-4.6 

4.3 

0.6-1. 2 

0.9 

Department  stores . 

3. 0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

ipparel  group . 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

2.2 

furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1. 8-2.6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6 .5 

6.0 

5.6-6. 3 

5.8 

2. 1-3.6 

2.7 

Amber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3.6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0. 7-1.6 

1.0 

Lumber  yards . 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0. 9-2.1 

1.3 

Lutomotive  group . 

4. 4-6.1 

4.9 

3. 9-5.4 

5.1 

1. 5-3.1 

2.2 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2.0-4. 2 

2.9 

Jasoline  service  stations . 

4.7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1. 8-1.9 

1.9 

1.8-1. 8 

1.8 

0. 3-0.6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3.4 

2.7 

0.7-1. 7 

0.8 

Nondurable-goods  stores,  total . 

1.6-2. 1 

1.6 

1.4-2. 1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

1.7-2. 8 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

0.5 

Apparel  group . 

6.4-7. 8 

7.2 

5. 6-7. 3 

7.2 

1. 3-3.0 

2.0 

Furniture  and  appliance  group . 

3. 9-4.4 

4.1 

3. 9-5.4 

3.9 

0.7-3. 1 

1.1 

Furniture,  hctoe  furnishings  stores . 

4.7-5 .4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Limber,  building,  hardware,  farm  equipment  group . 

7.6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . 

5. 5-7.0 

6.1 

5.7-6. 5 

6.0 

1.0-2. 3 

1.6 

Tire,  battery,  accessory  dealers . 

3.7-4. 1 

3.9 

3. 7-3. 9 

3.8 

0. 9-1.5 

1.1 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  follcving  months:  Preliminary  estimates:  June  1959  and 
January  through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month- to- month  percent  changes:  May,  June  and  December 
1959  and  January  through  April  1960. 

(Z)  Sampling  variability  is  less  than  0.1  percent. 

Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory 
Material,  page  21.)  This  month-to- month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  2  months. 
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EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of 
sales  of  retail  stores  in  the  United  States  by  kind 
of  business  and  geographic  area — regions,  divisions, 
selected  States,  and  standard  metropolitan  statis¬ 
tical  areas  (SMSA) — and  (2)  provide  national  esti¬ 
mates  of  accounts  receivable  balances  of  retail 
stores,  by  kind  of  business.  The  retail  sales  and 
accounts  receivable  estimates  in  this  report  are  de¬ 
veloped  as  a  direct  measure  from  a  sample  represent¬ 
ing  all  sizes  of  stores,  firms  or  organizations,  and 
kinds  of  retail  business  throughout  the  country. 
The  sample  has  been  designed  so  that  estimates  can 
be  evaluated  in  terms  of  their  sampling  errors . 

The  first  publication  in  this  series  was  the  Monthly 
Retail  Trade  Report  for  March  1952,  which  contained 
sales  estimates  of  retail  stores  for  15  months  be¬ 
ginning  with  January  1951,  the  initial  month  for 
which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage 
change  in  the  data  for  the  first  12  months  of  tran¬ 
sition  were  subject  to  a  considerably  higher  sampling 
error  than  would  usually  be  expected.  Other  changes 
have  been  made  since  May  1953  (the  most  recent  of 
which  was  January  1961,  which  incorporated  informa¬ 
tion  derived  from  the  1958  Census  of  Business),  but 
these  changes  have  had  a  much  smaller  effect  on  con¬ 
tinuity  of  the  data  (see  Monthly  Retail  Trade  Reports 
for  July  1953,  December  1958,  and  January  1961,  for 
descriptions  of  sample  changes).  Monthly  sales  data 
for  geographic  areas  were  introduced  effective  with 
April  1962.  Beginning  with  June  1960,  statistics  on 
accounts  receivable  balances  of  retail  stores  were 
incorporated  into  the  report,  including  monthly  data 
from  January  1959.  Monthly  data  for  periods  prior 
to  January  1959  are  not  available . 

Sales 

Total  receipts  from  customers  after  deductions  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales 
data . 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in 
retail  trade .  They  do  not  include  sales  at  retail 
by  manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 


against  which  the  firm  may  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
credit  cards  used  by  other  organizations,  such  as 
oil  companies,  Central  Charge  Service,  Diners'  Club, 
etc . 

Charge  account  receivables  are  receivables  out¬ 
standing  for  which  full  payment  was  scheduled  to  be 
made  at  the  end  of  the  customary  billing  period. 

Installment  account  receivables  are  receivables 
outstanding  for  which  payment  was  scheduled  to  be 
paid  in  two  or  more  parts. 

Nature  of  the  Sample 

I.  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  from  which  the  dollar  volume  sales  esti¬ 
mates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which 
in  the  1958  Census  of  Business  were  reported  as 
operating  11  or  more  retail  stores  in  the  United 
States,  are  included  in  the  sample  regardless  of 
location  in  the  United  States. 

B.  Group  I  stores;  i.e.,  all  remaining  retail 
stores  in  the  sample,  are  included  on  the  following 
basis : 

1.  Retail  stores  with  1954  sales  volume,  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States.  (Thesd 
stores  are  called  "National  List  Stores.") 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  243  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  2  or  3  counties 
were  chosen  at  random  (l  from  each  of  the  245 
primary  strata)  with  known  probability  of  sen 
lection.  The  sample  within  these  areas  consists 
of  (a)  "Large"  stores  (all  stores  located  any-: 
where  in  the  Census  sample  areas  which  meet  cer¬ 
tain  annual  sales  criteria)  which  report  eacl 
month  in  the  survey;  and  (b)  all  stores  locates 
in  a  sample  of  land  segments  (a  subsample  of  thf 
Census  sample  areas  called  area  segments)  se¬ 
lected  at  random,  with  known  probability  of  se^ 
lection,  within  Census  sample  areas .  Certain  o: 
these  stores  called  "Special  area  segment"  store: 
(those  which  meet  certain  annual  sales  criteria 
report  each  month.  The  remaining  stores  in  thf 
area  segments  generally  report  only  once  a  year 
The  enumeration  of  approximately  2,000  area  seg¬ 
ments  each  month  by  Bureau  of  the  Census  fiel< 
interviewers  makes  it  possible  to  account  fo 
new  stores,  regardless  of  size,  which  have  com' 
into  existance  subsequent  to  the  establishmen 
of  the  sample . 
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The  following  criteria  were  used  to  select  the 
arious  components  of  this  sample. 

[  roup  II  Organizations 

As  indicated  above,  Group  II  organizations  (those 
i  hich  operated  11  or  more  retail  stores  in  1958)  are 
:  aken  into  the  sample  with  certainty  and  report 
onthly  the  combined  sales  of  all  their  retail  stores 
n  the  United  States .  For  those  Group  II  firms  with 
etail  stores  in  more  them  1  kind  of  business,  the 
eported  figures  are  prorated  among  the  different 
inds  of  business  on  the  basis  of  the  percentage  dis- 
ribution  of  the  firm's  total  sales  by  kind  of  busi- 
ess  as  reported  in  the  1958  Census  of  Business . 

For  purposes  of  developing  the  geographic  area 
stimates  published  in  this  report.  Group  II  organi- 
ations  are  also  requested  to  report  separately  for 
sample  of  their  establishments  or  by  county.  Those 
roup  II  firms  reporting  separate  establishment  fig- 
ires  are  included  on  the  following  basis:  1.  Firms 
dth  September  1961  sales  of  approximately  $10  mil- 
don  or  more  are  canvassed  each  month  for  sales  data 
‘or  1  or  more  of  their  establishments;  2.  Firms 
dth  sales  below  this  amount  are  sampled,  with  se- 
.ection  proportionate  to  their  sales  size,  and  can- 
'assed  for  selected  month(s)  of  the  year.  For  both 
;ypes  of  firms,  the  specific  establishments  for  which 
sales  data  are  tabulated  are  selected  in  the  follow- 
.ng  manner: 

A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month. 
For  general  merchandise,  apparel  and  furniture  and 
appliance  stores  located  in  the  20  largest  standard 
metropolitan  statistical  areas,  the  criterion  was 
lowered  to  $215,000  in  some  areas  and  to  $425,000 
in  others . 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled  with  selection  proportionate  to  rela¬ 
tive  sales  size, for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the 
year  report  newly  acquired  stores  each  month, 
whether  newly  constructed  or  purchased  from  others. 
Firms  canvassed  for  only  selected  month(s)  report 
newly  acquired  stores  once  each  year.  Data  for  all 
such  newly  acquired  stores  are  included  in  the 
statistics  forthe  month  in  which  they  are  initially 
reported.  For  subsequent  months,  they  are  sampled 
on  the  basis  of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.S.  food  store  sales,  have  been  distributed  by  ge¬ 
ographic  area  in  accordance  with  the  distribution  of 
their  sales  as  reported  in  the  most  recent  Annual 
Retail  Trade  Survey.  Data  for  a  few  firms  are  dis¬ 
tributed  geographically  based  on  their  sales  dis¬ 
tribution  in  the  1958  Census  of  Business.  The  few 
firms  in  other  kinds  of  business  which  report  only 
national  organizational  sales  totals  represent  less 
than  2  percent  of  total  U.S.  retail  sales,  exclusive 
of  food  store  sales  and  for  no  separate  kind-of- 
business  category  for  which  geographic  area  data  are 


shown  in  this  report  do  they  account  for  as  much  as 
5  percent  of  the  national  total.  Data  for  these 
firms,  as  in  the  case  of  food  firms  which  report  only 
national  totals,  are  distributed  by  geographic  area 
in  accordance  with  the  geographic  breakdown  reported 
in  the  most  recent  Annual  Retail  Trade  Survey. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  retail 
stores  at  the  time  of  the  1958  Census  of  Business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business) .  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more.  All  National 
List  Stores  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known  de¬ 
partment  stores  with  sales  less  than  $5, 000, 000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from  ap¬ 
proximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  Large  Group  I  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

Special  Area  Segment  Stores  are  Group  I  establish¬ 
ments  (not  on  1  of  the  above  lists)  located  in  area 
segments  whose  dollar  volume  of  sales  in  1954  (or  a 
comparable  amount  at  a  later  date)  exceeded  a  certain 
amount  (either  $150,000,  $225,000  or  $300,000)  de¬ 
pending  on  kind  of  business.  Special  Area  Segment 
Stores  report  monthly  by  mail. 

Special  Rules  for  GAF  Group  I  Stores 

In  order  to  permit  publication  of  sales  data  for 
general  merchandise,  apparel,  furniture  and  appli¬ 
ance  stores  in  the  20  largest  SMSA's,  the  sales  cri¬ 
teria  for  these  kinds  of  business  were  reduced  and 
the  "large"  store  panel  was  supplemented  cnthe  basis 
of  information  reported  for  the  1958  Census  of  Busi¬ 
ness  .  Large  new  GAF  establishments  in  these  areas 
are  identified  and  are  added  to  the  "large"  store 
panel  or  to  the  Special  Area  Segment  Stores  panel. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  2  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled 
on  the  basis  of  their  accounts  receivables  as  of 
December  31,  1957,  as  reported  in  the  1957  Annual 
Retail  Trade  Survey. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed" 
panel  which  is  canvassed  monthly  for  accounts 
receivable  data.  These  criteria  vary  by  Census 
Sample  Area  and  by  sample  component,  with  one 
set  of  criteria  established  for  the  Special  Area 
Segment  Stores  and  another  for  the  other  sample 
components . 

2.  Those  with  total  receivables  below  these 
criteria  were  divided  into  12  "rotating"  panels. 
Such  panels  report  for  only  2  sucessive  months 
each  year,  depending  upon  the  "rotating"  panel  to 
which  they  are  assigned.  For  example,  the  Janu¬ 
ary  panel  is  canvassed  for  end-of -month  January 
and  February  receivables,  the  February  panel  for 
February  and  March  receivables,  etc. 

B.  Group  II  firms  added  in  the  panel  revision  of 
January  1961  were  subsampled  on  the  basis  of  their 
accounts  receivable  as  of  November  30,  1960.  Group 
I  general  merchandise,  apparel,  furniture  and  ap¬ 
pliance  stores  added  to  the  panel  as  a  result  of 
the  supplementation  in  these  standard  metropolitan 
statistical  areas  are  assigned  to  the  "fixed"  panel 
if  they  sell  on  credit  and  to  the  "rotating"  panel 
if  they  do  not  sell  on  credit. 

C.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the 
month  that  they  are  enumerated  for  sales  figures. 
For  both  sales  and  receivables  data,  these  estab¬ 
lishments  are  also  canvassed  for  figures  for  the 
previous  month,  thus  providing  data  for  2  consecu¬ 
tive  months  each  year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin,  should 
take  into  account  the  following  differences: 

A.  The  Federal  Reserve  Board  series  is  limited  to 
amounts  owed  by  consumers  only.  The  Board  subtracts 
from  credit  held  by  retailers  amounts  estimated  to 
reflect  nonconsumer  credit,  e.g.,  credit  outstand¬ 
ing  on  sales  by  retail  stores  made  to  contractors 
or  other  businesses.  Conversely,  an  amount  is 
added  which  represents  an  estimate  of  credit  out¬ 
standing  on  sales  to  consumers  by  wholesale  estab¬ 
lishments  . 


B.  The  Federal  Reserve  Board  compiles  retail  cre¬ 
dit  statistics  independently  of  the  Census  Bureau 
for  department  stores,  mail  order  houses, furniture 
and  home  furnishings  stores, and  household  appliance 
dealers .  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Boar^ 
partially  from  Bureau  of  the  Census  survey  results. 

C.  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business  in 
which  the  organization  is  engaged.  The  Census 
Bureau  distributes  accounts  receivable  data  reported 
by  these  organizations  among  the  various  kinds  of 
business  in  which  they  were  engaged  as  reported  in 
the  1958  Census  of  Business.  (See  "Detailed  De¬ 
scription  of  Sources  and  Methods  Used  in  Revision 
of  Short-  and  Intermediate-Term  Consumer  Credit 
Statistics,  April  1953,  Board  of  Governors  of  the 
Federal  Reserve  System,"  and  the  Census  Bureau's 
"Description  of  the  Sample  for  the  Monthly  Retail 
Trade  Report,  Revised".) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale,  and  receipts  from  services),  and 
are  not  limited  to  sales  of  the  major  product  or 
products.  Similarly,  the  accounts  receivable  esti¬ 
mates  include  amounts  owed  to  the  retail  stores  on 
all  sales  made  oncredit  at  the  establishment  includ¬ 
ing  sales  at  wholesale  and  receipts  of  services. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  ir 
the  following  major  groups:  the  furniture  group;  the 
lumber,  building  materials,  hardware,  farm  equipment 
group  and  the  automotive  group.  Also  included  in  the 
durable-goods  category  are  jewelry  stores;  bool 
stores;  sporting  goods  stores;  bicycle  shops;  second¬ 
hand  stores;  luggage  and  leather  goods  stores;  gift, 
novelty,  souvenir  shops;  typewriter  stores;  optica, 
goods  stores;  music  stores;  camera,  photographic 
supply  stores;  and  miscellaneous  retail  stores  noi 
elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  store: 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandisi 
group;  the  apparel  group  and  gasoline  service  sta 
tions.  Also  included  in  the  nondurable-goods  cate 
gory  are  liquor  stores;  drug  and  proprietary  stores 
fuel,  fuel  oil  dealers;  florists;  hay,  grain,  fee< 
stores;  farm  and  garden  supply  stores;  stationer, 
stores;  newsstands  and  news  dealers;  cigar  stores 
and  ice  dealers. 
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Reliability  of  Data 

'  f 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  cn  a  probabil¬ 
ity  sample  and  therefore  the  sampling  variability  of 
these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  13  through 
21.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates,  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  1-sigma  level,  the  chances  are  that 
2  out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  expected  value  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu¬ 
meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  expected 
value  approximately  19  out  of  20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  table 
13  is  1.3  percent  (or  .013).  Multiplying  $4,698  mil¬ 
lion  by  .013,  we  obtain  $61  million.  The  chances  are 
2  out  of  3  that  the  expected  value  is  between  $4,637 
and  $4,759  million  (i.e.,  $4,698  million  plus  and 
minus  $61  million)  and  the  chances  are  19  out  of  20 
that  the  expected  value  lies  between  $4,576  and 
$4,820  million  (i.e.,  $4,698  million  plus  and  minus 
$122  million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3  percent.  This  percentage 
change  is  equivalent  to  a  month-to-month  ratio  of  .97. 
The  median  sampling  variability  for  this  statistic, 
shown  in  table  13,  is  0.9  percent  (or  .009).  The 
result  of  multiplying  .97  by  .009  is  .009.  The 
probability  is  2  out  of  3  that  the  expected  ratio  is 
contained  in  the  range  .961  to  .979,  while  there  is 
a  probability  of  19  out  of  20  that  the  expected  ratio 
is  contained  in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  pos¬ 
sibly  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  nave a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size . 

It  is  also  to  be  noted  that  measures  of  sampling 
variability  shown  in  this  report  do  not  include  biases 
which  might  arise  from  such  sources  as  nonreporting 
or  response  errors.  Nonresponse  for  the  national 
estimates  for  all  kinds  of  business  combined  amounts 
to  about  6  percent  for  sales  and  11  percent  for  ac¬ 
counts  receivable. 


Preliminary  versus  Final  Volume  Estimates 

I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  2  consecutive 
months,  with  a  different  group  of  area  segments  enu¬ 
merated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  (current  month),  and  one 
for  January  (previous  month)  and  in  April,  a  differ¬ 
ent  group  of  retail  establishments  report  a  sales 
figure  for  March  (current  month),  and  one  for  Feb¬ 
ruary  (previous  month) .  Hence,  1  month  later  ad¬ 
ditional  data  for  the  "small"  Group  I  stores  are 
available  for  the  previous  month;  e.g.,  in  the  fore¬ 
going  example,  sales  figures  for  February  are  avail¬ 
able  from  retail  establishments  located  within  2 
different  groups  of  land  segments  (once  as  the  current 
month,  and  once  as  the  previous  month) . 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  are  labelled 
preliminary,  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  final  estimates.  The 
new  month's  sales  data  for  Group  II  stores  shown  in 
table  3  are  always  final  since  the  same  firms  are 
requested  to  report  each  month.  As  the  preliminary 
figures  are  derived  from  reports  for  the  month  enu¬ 
merated  as  a  current  month,  they  in  fact  correspond 
to  the  dollar  volume  estimates  which  prior  to  Jan¬ 
uary  1960  regularly  have  been  carried  in  the  Monthly 
Retail  Trade  Report.  In  the  Monthly  Retail  Trade  Re¬ 
port  for  the  next  month  after  the  one  in  which  the 
preliminary  estimates  are  issued,  these  preliminary 
estimates  are  replaced  by  revised  or  final  estimates 
which  are  based  on  reports  for  the  month  enumerated 
both  as  a  current  and  as  a  previous  month.  The  use 
of  both  current  and  previous  month  samples  results 
in  a  generally  lower  sampling  variability  of  the 
estimates  than  would  be  expected  from  use  of  only  a 
current  month  sample . 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  1.1  percent  for  eating  and  drinking  places. 

A  more  detailed  and  technical  description  of  the  de¬ 
velopment  of  these  estimates  may  be  obtained  upon 
request  to  the  Bureau  of  the  Census.  A  description 
of  the  sample  as  constituted  in  October  1955,  esti¬ 
mating  procedure  used  and  additional  information  on 
the  reliability  of  the  estimates  is  available  in  a 
pamphlet  entitled  "Description  of  the  Sample  for  the 
Monthly  Retail  Trade  Report . " 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
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Group  II  firms  shown  in  table  12,  are  labelled  pre¬ 
liminary  to  be  replaced  in  the  next  issue  of  the  Mon¬ 
thly  Retail  Trade  Report  by  final  estimates.  Over 
the  last  full  calendar  year,  the  average  change  in 
total  accounts  receivable  balances  from  the  prelim¬ 
inary  to  the  final  estimates  was  .5  percent  for  all 
retail  stares  combined.  For  individual  kinds-of-busi- 
ness  groups,  revisions  have  been  greater,  ranging 
on  the  average  from  .9  percent  for  the  general  mer¬ 
chandise  group  to  2.2  percent  for  the  food  group  (the 
eating  and  drinking  group,  relatively  unimportant  in 
accounts  receivable  balances,  averaged  3.7  percent). 
Unlike  the  new  month's  sales  data  for  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  are  not  final  since  the  same  firms  are  not 
requested  to  report  each  month;  i.e.,  a  portion  of 
the  Group  II  accounts  receivable  estimates  is  derived 
from  rotating  panels  (see  Nature  cf  the  Sample  above). 

Percentage  Changes  in  Sales  (Table  2) 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  estimates 
in  table  1.  Because  the  sampling  variability  of  dol¬ 
lar  estimates  for  those  kinds  of  business  with  an 
asterisk  is  relatively  large,  such  estimates  are  not 
published;  however,  the  percentage  changes  which  are 
derived  from  such  estimates  have  a  smaller  sampling 
variability  than  the  estimates  themselves  and  are 
shown  in  table  2 . 

Sales  and  Accounts  Receivable  Balances  of  Stores 
of  Firms  Operating  11  or  More  Retail 

Stores  (Tables  3  and  127 

Separate  data  are  presented  in  tables  3  and  12  for 
stores  of  organizations  which,  in  the  1958  Census  of 
Business,  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (table  12)  are  subject  to  sampling  variability 
(see  table  20 )  since  a  portion  of  such  estimates  are 
derived  from  a  sample;  i.e.,  rotating  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores  (Table  4j 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by  sum¬ 
ming  the  sales  of  Group  II  stores  (see  above)  and  the 
weighted  sales  of  Group  I  retail  stores  operated  by 
organizations  which  have  4  to  10  retail  stores. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  and  geographic 
areas  not  separately  shown  in  this  report,  are  pro¬ 
duced  as  a  byproduct  of  the  regularly  published  sta¬ 
tistics.  These  additional  data  have  not  been  in¬ 
cluded  in  this  publication  basically  because  their 
sampling  variability  is  so  high  relative  to  the 


changes  from  month  to  month,  or  between  other  periods, 
that  might  be  anticipated  actually  to  occur,  as  to 
make  them  potentially  misleading.  The  Bureau  of  the 
Census,  on  request,  will  release  such  figures  for 
individual  use,  though  not  for  publication.  For  ex¬ 
ample,  unpublished  geographic  area  data  identified 
in  this  report  as  subject  to  sampling  variability  of 
"C"  or  "c"  magnitude  are  available  on  request.  Se¬ 
lected  additional  data,  providing  greater  detail  by 
geographic  area  and  by  kind  of  business,  may  be  de¬ 
veloped  on  a  reimbursable  basis.  It  should  be  noted 
that  in  some  cases  unpublished  figures  can  be  derived 
directly  from  this  report  by  subtracting  published 
data  from  their  respective  totals.  However,  in  these 
cases,  the  figures  obtained  by  such  subtraction  would 
be  subject  to  the  high  sampling  variability  described 
above  for  unpublished  kinds  of  business  and  their  use 
would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties;  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  U.S.  population  and  such  tabulations 
should  be  limited  to  statistics  for  all  kinds  of 
business  combined  and  for  large  and  statistically 
reliable  combinations  of  kind-of -business  categories, 
such  as  the  GAF  combination. 

Data  Adjusted  for  Seasonal  Variations  and 

Trading  Day  Differences 

The  national  data  in  this  publication  have  been 
ad justed  on  the  basis  of  adjustment  factors  developed 
from  the  X-9  versionaf  the  Census  Method  II  seasonal: 
adjustment  program.  The  new  trading  day  factors ; 
used  for  adjusting  the  national  sales  estimates  were 
developed  in  accordance  with  the  method  described  in 
Seasonal  Adjustment  on  Electronic  Computers,  the 
"Measurement  of  Calendar  Variation, "  pp.  343-360, ; 
Organization  for  Economic  Cooperation  and  Development, 
Paris,  1961.  Details  concerning  the  new  seasonal  and 
trading  day  factors  may  be  obtained  from  the  Chief, 
Economic  Research  and  Analysis  Division,  Bureau  of 
the  Census,  Washington,  D.C.,  20233. 

Tables  22-23,  pp.  23-24  present,  by  kind  of  busi¬ 
ness,  the  combined  seasonal  and  trading  da;;  adjust¬ 
ment  factors  for  the  sales  estimates  and  seasonal 
adjustment  factors  for  end-of -month  accounts  receiv¬ 
able  that  are  used  in  adjusting  data.  The  factors 
shown  for  data  at  the  kind -of -business  group  and 
total  levels  are  approximations  and  may  show  small 
differences  from  the  published  data.  Summary  mea¬ 
sures  of  the  seasonal,  cyclical,  and  irregular  com¬ 
ponents  of  the  data  by  kind  of  business  groups  and 
totals  are  presented  in  tables  24-25,  pp.  25-26. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjusted 
data . 
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Table  23.— COMBINED  SEASONAL  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  ACCOUNTS  RECEIVABLES  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  STORES, 

BY  CHARGE  AND  INSTALMENT  ACCOUNTS:  JULY  1964-JUNE  1965 


1964 

1965 

Kind  of  business 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

99.7 

100.1 

100.0 

101.0 

101.6 

107.3 

99.  V 

95.5 

96.2 

98.4 

100.3 

100 .( 

102.8 

103.5 

102.4 

103.1 

101.9 

102.7 

97.1 

93.8 

94.8 

96.8 

99.8 
100. n 

101.1 

99.1 

97.0 

97.3 

97.9 

99.3 

101.3 

111.1 

101.9 

96.9 

97.5 

100.6 

104.5 

103.8 

102.1 

99.3 

103.0 

98.7 

97.0 

98.1 

95.8 

98.2 

98.2 

98.5 

100.4 

99. 

97.5 

97.8 

99.2 

100.9 

103.3 

114.8 

101.9 

95.5 

95.4 

96.9 

97.5 

97.1 

98.4 

100.8 

102.9 

116.4 

105.0 

94.2 

94.3 

96.2 

97.3 

98.1 

100.1 

100.5 

102.9 

109.8- 

101.4 

96.5 

97.1 

97.5 

95. 

89.5 

90.6 

96.1 

99.8 

101.1 

121.8 

109.5 

99.2 

100.2 

100.7 

104.8 

96 .6 
99.5 

87.2 

88.7 

96.0 

99.6 

100.8 

120.1 

106.6 

98.2 

103.9 

99, 
99  * 

97.2 

98.7 

98.7 

99.8 

100.5 

107.0 

102.6 

100.2 

98.3 

97.4 

100.2 

100.1 

100.5 

96.8 

98.8 

99.7 

100.0 

100.4 

106.8 

103.2 

100.1 

98.1 

97.5 

97.1 

99.7 

98.9 

98.8 

98.6 

106.6 

104.6 

100.2 

98.7 

97.2 

98.3 

98.8 

98.3 

96.0 

99.9 

101 .4 

106.5 

100.0 

99.9 

97.9 

100.8 

100.4 

102^ 
102  4 
99  J 
102  J 

101.2 

98.5 

96.0 

98.9 

101.4 

105.8 

99.4 

99.7 

99.4 

96/9 

108.8 

110.9 

108.9 

109.9 

103.8 

94.6 

88.6 

86.7 

88.8 

95.7 

107.0 

110.4 

108.7 

110.9 

107.8 

96.3 

90.0 

87.4 

87.1 

95.3 

95.4 

99.5 

100.0 

108.9 

111.3 

108.9 

109.4 

105.9 

95.8 

89.3 

87.4 

85.7 

104.6 

101.4 

99.4 

102.6 

101.7 

102.3 

96.5 

92.9 

95.7 

100.6 

103.5 

99.7 

97.8 

103.8 

101.9 

103.2 

97.3 

93.0 

96.3 

100.2 

106  J 

107.7 

104  .7 

103.3 

99.7 

101.2 

101.2 

95.0 

92.8 

94.2 

94.0 

101.6 

102.5 

99.9 

102.7 

102.6 

94.9 

96.9 

94.0 

98.4 

100.1 

102.6 

104  J 

CHARGE  ACCOUNTS 

99.6 

100.3 

99.6 

101.8 

102.1 

106.2 

99.0 

94.9 

95.4 

99.2 

101.8 

m 

104.0 

105.4 

104.0 

107.3 

104.3 

100.8 

93.6 

90.0 

91.6 

96.6 

100.7 

102 1 

99! 

95.5 

95.6 

95.5 

96.7 

100.0 

111.2 

104.1 

99.4 

98.9 

101.6 

102.9 

91.7 

91.3 

94.8 

95.0 

101.8 

127.5 

112.3 

101.4 

95.2 

94.9 

99.1 

98.3 

95 : 

90.5 

90.5 

93 .4 

94.7 

102.3 

133.1 

115.1 

101.6 

94.0 

93.0 

93  It 
94 1 
•a 

87.9 

88.6 

96.1 

100.1 

103.5 

126 .4 

109.8 

98.1 

99.7 

100.8 

97.8 

95.3 

94.9 

97.5 

97.7 

102.3 

102.7 

110.6 

102.1 

98.8 

96 .6 

99.  i- 
100.8 

94.7 

98.1 

100.9 

102.9 

101.9 

108.4 

101.7 

97.1 

94.8 

99.7 

108.9 

111.5 

109.5 

111.6 

104.7 

94.6 

87.7 

85.4 

87.1 

95.1 

101.2 

102| 

100; 

107.4 

111.0 

109.2 

111.5 

108.3 

96.2 

89.2 

86 .4 

86.2 

94.9 

99.4 

109.2 

111.9 

109.5 

110.3 

106.5 

95.5 

88.3 

86.4 

84.8 

94  .6 

99.9 

102.7 

102.3 

103 

102 

103.0 

100.2 

98.2 

104.5 

101.9 

101.3 

97.8 

93.7 

95.6 

98.9 

101.3 

99.1 

96.4 

103  .4 

101.9 

101.5 

99.4 

95.0 

96.7 

101.5 

104| 

101 .4 

103.0 

99.9 

103.0 

102.6 

94.7 

96.7 

94.4 

98.2 

100.2 

102.5 

INSTALMENT  ACCOUNTS 

99.6 

99.9 

100.3 

100.2 

101.0 

108.5 

100.5 

96.1 

97.2 

97.6 

98.7 

IOC 

101.3 

101.2 

100.4 

98.1 

99.0 

105.2 

101 .4 

98 .4 

98.7 

97.1 

98.7 

98.7 

101 

IOC 

98.5 

99.0 

100.1 

101.8 

102.5 

111.0 

99.9 

94.5 

96.0 

97.9 

99.0 

99.5 

100.4 

102.4 

103.7 

111.5 

99.3 

94.0 

95.4 

97.5 

98.0 

98.5 

99.9 

10( 

99.7 

99.2 

100.0 

102.8 

103.2 

111.3 

101.8 

91.9 

94.3 

97 .3 

93.5 

95,7 

96.2 

98.8 

94.9 

109.8 

108.8 

102.2 

101 .4 

100.3 

97.2 

3 

98.2 

99.3 

99.1 

98.7 

99.6 

105.4 

102.7 

100.8 

99.1 

100.6 

99.8 

97.7 

99.1 

99.1 

98.7 

99.7 

106.0 

103.9 

101.4 

99.5 

96.5 

lo| 

100.0 

99.9 

99.1 

98.7 

99.0 

103.3 

98.9 

98.7 

98.0 

99.7 

103.6 

106.6 

103.1 

100.9 

100.1 

101.3 

103.7 

94.7 

92.0 

95.8 

98.7 

99.3 

96.2 

10| 

106.4 

106.2 

104.0 

95.8 

100.7 

102.7 

97.2 

95.7 

94.6 

95.0 

Group  II  Stores 

TOTAL  ACCOUNTS  RECEIVABLE 

99.0 

99.8 

100.7 

101.6 

103.1 

110.9 

100.5 

94.8 

95.3 

96.5 

98.6 

9{ 

101.6 

103.2 

102.7 

101.3 

101.7 

102.5 

99 .4 

96.2 

96.6 

97.0 

98.4 

4 

98.1 

98.8 

100.1 

101.7 

103.6 

113.7 

100.8 

94.3 

94.7 

96.3 

98.6 

98.2 

99.1 

100.8 

102.6 

104.1 

113.7 

100.2 

93.8 

94.0 

95.9 

98.3 

9| 

98.3 

99.1 

100.5 

103.1 

104.2 

115.1 

100.4 

92.9 

93.9 

96.3 

98.0 

9| 

92.0 

90.7 

92.7 

96.3 

97.9 

122.5 

110.0 

101.1 

100.7 

100.6 

98.0 

98.8 

99.8 

98.9 

98.6 

100.0 

100.7 

104.7 

100.9 

100.2 

100.3 

98.7 

.’I 

106.9 

105.8 

104 .6 

97.6 

100.1 

102.3 

96.1 

94.7 

93.5 

95.4 

98.3 

i°f 

CHARGE  ACCOUNTS 

95.9 

97.6 

98.9 

100.3 

102.5 

114.3 

105.5 

97.0 

95.4 

95.3 

98.8 

— 4 

104.3 

107.8 

107.3 

109.6 

105.9 

99.1 

91.8 

87.5 

91.7 

96.1 

98.0 

10f3 

T 

91.7 

92.5 

94.7 

95.7 

100.8 

122.0 

112.3 

101.8 

97.3 

94.9 

99.3 

88.0 

90.7 

95.7 

95.6 

102.5 

130.0 

117.5 

103.3 

94.0 

90.8 

97.6 

87.2 

89.4 

94.1 

95.2 

102.6 

134.8 

118.9 

103.9 

94.1 

90.1 

97.7 
98.2 

94.8 

¥ 

94.9 

87.7 

91.4 

96.7 

95.7 

125.3 

110.6 

101.1 

99.7 

100.5 

105.0 

98.1 

97.7 

103.8 

99.7 

107.2 

92.9 

101.4 

97.2 

102.1 

101 

INSTALLMENT  ACCOUNTS 

99.7 

100 .4 

101.1 

101.9 

103.3 

110.0 

99.2 

94.2 

95.2 

96.8 

98.5 

_ si- 

100.5 

101.5 

101.0 

98.2 

100.2 

103.7 

102.2 

99 .4 

98.5 

97 .4 

98.5 

97 

99.5 

100.1 

101.2 

103.0 

104.3 

111.9 

98.3 

92.7 

94.2 

96.6 

98.4 

I6 

99.6 

100.2 

101.5 

103.5 

104.3 

111.6 

98.0 

92.5 

94.0 

96.6 

98.4 

100.0 

100.6 

101.5 

104 .4 

104  .4 

112.0 

97.4 

91.2 

93.9 

97.2 
100.8 

98.3 

98.0 

97.8 

f 

ia 

89.4 

93.5 

93.8 

95.9 

99.8 

120.0 

109.4 

101.1 

101 .6 

99.1 

99.0 

98.8 

99.6 

100.8 

104.4 

101.9 

110.0 

100.7 

A  description  of  this  technique  may  be  obtained  from  the  Chief,  Economic  Research  and 


Note:  The  adjustment  factors  shown  in  this  table  have  been  deveio; 
the  X-9  version  of  the  Census  Method  II  seasonal  adjustment  program. 

Analysis  Division,  Bureau  of  the  Census. 

The  adjustment  factors  shown  above  for  accounts  receivables  are  a  combination  of  seasonal  and  holiday  factors.  Adjustment  factors  are  not  Included  in  this, 
table  for  those  kinds  of  business  for  which  adjusted  data  are  not  published  separately. 

Ad  lusted  accounts  receivable  data  shown  in  tables  11  and  12  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors 
shown  above  for  the  corresponding  kinds  of  business .  Adjusted  data  for  the  summary  trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the 
individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data. 
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Table  24.— AVERAGE  MDNTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

V 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

I/C 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.48 

7.41 

40.4 

.84 

.70 

.42 

1.67 

2 

2.23 

1.66 

14.30 

3.30 

Durable-goods  stores,  total . 

7.44 

7.37 

26.5 

1.87 

1.65 

.77 

2.14 

3 

2.10 

1.59 

11.92 

3.92 

Nondurable-goods  stores,  total . 

7.99 

7.90 

47.0 

.65 

.52 

.36 

1.44 

2 

2.20 

1.61 

47.67 

3.16 

1  group . 

5.81 

5.86 

19.4 

.72 

.62 

.35 

1.77 

2 

1.86 

1.61 

47.67 

4.06 

?ocery  stores . 

6.02 

6.09 

19.3 

.74 

.64 

.39 

1.64 

2 

1.86 

1.51 

39.00 

4.30 

Lng  and  drinking  places . 

5.13 

3.60 

20.3 

.84 

.75 

.36 

2.08 

3 

1.99 

1.59 

10.21 

4.70 

■jral  merchandise  group . 

16.81 

16.71 

115.0 

1.36 

1.24 

.45 

2.76 

3 

1.81 

1.64 

17.88 

3.71 

r!partment  stores . . . 

17.78 

16.04 

110.1 

1.58 

1.45 

.50 

2.90 

3 

1.79 

1.63 

13.00 

3.53 

iriety  stores . 

20.35 

18.87 

131.2 

1.65 

1.59 

.53 

3.00 

3 

1.88 

1.55 

17.88 

4.03 

lil  order  houses  (department  store  merchandise) 

16.75 

14.80 

91.1 

2.26 

2.20 

.65 

3.38 

4 

1.86 

1.57 

13.00 

5.19 

irel  group . 

19.99 

19.73 

112.6 

1.75 

1.68 

.47 

3.57 

4 

1.57 

1.47 

9.53 

2.86 

*n's,  boys'  wear  stores . 

22 .40 

20.16 

125.1 

2.51 

2.28 

.80 

2.85 

4 

1.91 

1.61 

6.81 

3.26 

men's  apparel,  accessory  stores . 

19.47 

16.51 

96.1 

1.86 

1.72 

.55 

3.13 

4 

1.79 

1.63 

13.00 

4.24 

loe  stores . 

20.50 

17.45 

63.2 

2.28 

2.17 

.55 

3.95 

4 

1.74 

1.70 

8.94 

4.52 

liture  and  appliance  group . 

8.64 

8.45 

49.7 

1.39 

1.27 

.54 

2.35 

3 

1.63 

1.38 

14 .30 

4.41 

orniture,  home  furnishings  stores . 

8.59 

7.75 

38.9 

1.47 

1.33 

.63 

2.11 

3 

1.96 

1.39 

11.92 

4.86 

uusehold  appliance,  TV,  radio  stores . 

9.94 

8.75 

54.9 

2.31 

2.13 

.72 

2.96 

4 

1.86 

1.57 

10.21 

4.67 

yer,  building,  hardware,  farm  equipment  group.. 

8.84 

8.88 

45.3 

1.95 

1.77 

.57 

3.11 

4 

2.04 

1.55 

7.53 

3.68 

jmber  yards,  building  materials  dealers . 

9.50 

8.55 

46.5 

2.00 

1.84 

.67 

2.75 

3 

1.81 

1.57 

8.94 

3.71 

ardware  stores . 

12.12 

10.72 

61.1 

1.81 

1.70 

.54 

3.15 

4 

1.93 

1.79 

8.94 

4.83 

motive  group . 

7.60 

7.32 

27.0 

3.1 3 

2.80 

1.07 

2.62 

3 

1.93 

1.46 

8.94 

3.07 

assenger  car,  other  automotive  dealers . 

7.75 

7.31 

33.2 

2.96 

2.60 

1.15 

2.26 

3 

1.94 

1.49 

10.00 

3.14 

Lre,  battery,  accessory  dealers . 

12.35 

10.40 

52.6 

2.35 

2.15 

.88 

2.44 

3 

1.91 

1.57 

7.94 

4.70 

Dline  service  stations . 

4.25 

2.57 

11.5 

.79 

.58 

.50 

1.16 

2 

2.31 

1.70 

47.67 

3.64 

1  and  proprietary  stores . 

6.95 

6.02 

34.6 

.93 

.73 

.47 

1.55 

2 

2.42 

1.77 

13.00 

4.58 

nor  stores . 

11.57 

9.16 

62.9 

1.12 

.94 

.57 

1.65 

2 

2.13 

1.54 

20.43 

4.06 

GROUP 

II  STORES 

United  States,  total . 

11.81 

10.81 

65.0 

1.23 

1.12 

.73 

1.53 

2 

2.01 

1.63 

20.43 

3.02 

eery  stores . 

7.85 

2.33 

10.5 

1.03 

.89 

.52 

1.71 

2 

1.81 

1.34 

71.50 

4.06 

ing  and  drinking  places . 

4.40 

2.84 

15.5 

1.55 

1.42 

.66 

2.15 

3 

2.34 

1.93 

17.88 

6.41 

eral  merchandise  group . 

17.45 

17.45 

116.4 

2.29 

2.26 

1.00 

2.26 

3 

1.63 

1.68 

15.89 

4.86 

apartment  stores . 

16.85 

15.31 

105.0 

2.85 

2.78 

1.06 

2.62 

3 

1.64 

1.51 

13.00 

4.27 

ariety  stores. . 

21.13 

19.68 

132.7 

1.59 

1.53 

.47 

3.26 

4 

1.81 

1.68 

14 .30 

4.67 

arel  group . 

23.23 

22.18 

115.4 

2.98 

2.88 

.82 

3.51 

4 

1.72 

1.57 

11.92 

3.68 

en'c,  boys'  wear  stores . 

27.40 

23.64 

131.7 

5.27 

5.10 

1.04 

4.90 

5 

2.23 

2.17 

14.30 

6.32 

omen's  apparel,  accessory  stores . 

22.17 

18.92 

111.4 

3.32 

3.16 

.80 

3.95 

4 

1.81 

1.54 

11.00 

4.52 

hoe  stores . 

24.22 

20.32 

72.7 

3.61 

3.65 

.56 

6.52 

6 

1.61 

1.47 

14.30 

4.93 

e,  battery,  accessory  dealers . 

14.11 

12.38 

63.4 

2.84 

2.73 

.76 

3.54 

4 

1.86 

1.72 

11.92 

5.00 

g  and  proprietary  stores . 

10.54 

9.37 

59.7 

1.49 

1.44 

.62 

2.32 

3 

2.23 

1.66 

23.83 

11.75 

*IANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
;iness  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 


)  is  the  average  month -to -month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

•  is  the  average  month- to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

the  unadjusted  series. 

tange  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  1  calendar  year.  It  is  a  measure  of  the  maximum  seasonal  change 
the  unadjusted  series. 

•I  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

C  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
isonally  adjusted  series  by  the  cyclical  component. 

T  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

i7c  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

iCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
)  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb. -Mar., 
-•)  2-manth  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5  month-spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
:lical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
5in  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
sater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  o t  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
Bervations.  When  there  is  no  change  between  2  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
erage  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
erage  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

4  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
^^tseries.  (Over  1  month  intervals  the  expected  value  for  a  random  series  Is  1.5  and  it  falls  between  1.36  and  1.75  about  95^6  of  the  time.  Over  spans 
®*tcr  than  1  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.06  for  household  appliances.  This  indicates 
at  1-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  2  colucns,  1.57  for  I  and 
.21  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 

67  for  MCD  indicates  that  a  4-month  moving  average  of  the  seasonally  adjusted  series  (4-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
jjjy  4  or  5  months.  The  increase  in  the  average  duration  of  ran  from  1.86  for  Cl  to  4.67  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 

These  .verages  are  based  on  a  seasonally  adjusted  series  which  is  adjusted  historically;  that  is,  the  months  used  to  compute  the  measures  were  the  same  months 
«d  to  estimate  the  seasonal  factors.  Current  data,  however,  are  Tad Jus ted  by  use  of  factors  projected  one  year  ahead,  and  are  thus  subject  to  additional  error 
sts  to  date  indicate  that  MCD  are  Drobably  2  months  greater  than  those  shown  above  for  individual  kinds  of  business  and  approximately  1  month  for  total  retail 
les;  Cl  and  I  are  approximately  1*  times  the  averages  shown  for  individual  kinds  of  business,  with  the  increase  in  Irregularity  somewhat  smaller  for  total 

tail  sales. 
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Table  25.— AVERAGE  MONTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  ACCOUNTS  RECEIVABLE: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

c 

i7c 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total . 

2.47 

2.10 

11.8 

.83 

.58 

.57 

1.02 

2 

2.95 

1.67 

21.67 

7.11 

Durable-goods  stores,  total . 

2.02 

1.92 

8.6 

.61 

.50 

.35 

1.43 

2 

2.03 

1.71 

16.25 

3.05 

Nondurable-goods  stores,  total . 

3.47 

2.92 

14 .2 

1.32 

.85 

.85 

1.00 

2 

3.10 

1.67 

16.25 

5.82 

Food  group . 

2.43 

1.53 

8.5 

1.68 

1.60 

.34 

4.71 

6 

1.63 

1.55 

9.29 

4.00 

General  merchandise  group . 

4.60 

3.53 

19.7 

2.13 

1.47 

1.37 

1.07 

2 

3.61 

1.55 

21.67 

7.11 

Department  stores . 

5.09 

4.20 

22.2 

2.15 

1.60 

1.42 

1.13 

2 

2.95 

1.63 

21.67 

4.92 

Mail  order  houses  (department  store  merchandise). 

3.73 

2.54 

13.4 

2.33 

1.41 

1.62 

.87 

1 

2.83 

1.51 

16.25 

2.83 

Apparel  group . 

5.63 

5.37 

32.0 

1.31 

1.22 

.44 

2.77 

4 

1.91 

1.76 

7.22 

3.65 

Women's  ready-to-wear  stores . 

6.26 

5.98 

32.7 

1.39 

1.19 

.57 

2.09 

3 

1.91 

1.71 

6.50 

3.50 

Furniture  and  appliance  group . 

2.07 

1.80 

9.4 

1.00 

.83 

.45 

1.84 

3 

1.97 

1.86 

9.29 

3.50 

Furniture,  home  furnishings  stores . 

2.26 

2.05 

9.9 

1.12 

.93 

.44 

2.11 

3 

1.97 

1.86 

7.22 

3.50 

Furniture  stores . 

2.28 

1.95 

9.4 

1.09 

.90 

.47 

1.91 

3 

1.81 

1.59 

6.50 

3.50 

Household  appliance,  TV,  radio  stores . 

2.34 

1.73 

9.7 

1.40 

1.21 

.60 

2.02 

3 

2.03 

1.59 

7.22 

3.32 

Household  appliance  dealers . 

2.40 

1.79 

9.0 

1.40 

1.15 

.75 

1.53 

2 

2.17 

1.76 

7.22 

3.76 

Lumber,  building,  hardware,  farm  equipment  group... 

4.22 

4.08 

24.2 

.96 

.91 

.40 

2.28 

3 

1.91 

1.59 

13.00 

3.15 

Lumber  yards,  building  materials  dealers . 

4.46 

3.76 

23.4 

1.57 

1.45 

.65 

2.23 

4 

2.17 

1.63 

7.22 

3.44 

Lumber  yards . 

4.47 

3.95 

24.4 

1.36 

1.20 

.60 

2.00 

3 

1.71 

1.91 

8.13 

3.50 

Automotive  group . 

3.28 

2.84 

11.7 

1.11 

1.03 

.43 

2.40 

3 

1.51 

1.48 

9.29 

3.50 

Passenger  car  dealers  ( franchised ) . 

3.25 

2.86 

10.4 

1.39 

1.16 

.66 

1.76 

3 

1.91 

1.63 

8.13 

5.25  1 

Tire,  battery,  accessory  dealers . 

2.91 

2.40 

14.7 

1.37 

1.21 

.67 

1.81 

2 

2.17 

1.86 

10.83 

2.91 

Gasoline  service  stations . 

2.36 

2.09 

9.4 

1.14 

1.02 

.43 

2.37 

4 

2.32 

1.67 

5.91 

4.77 

CHARGE  ACCOUNTS 

United  States,  total . 

2.47 

2.33 

11.2 

.63 

.52 

.31 

1.68 

2 

2.24 

1.97 

9.29 

3.76 

Durable -goods  stores,  total . 

3.11 

2.99 

17.2 

.75 

.62 

.36 

1.72 

2 

1.91 

1.44 

8.13 

3.05 

Nondurable-goods  stores,  total . 

3.61 

3.42 

16.1 

.86 

.71 

.39 

1.82 

3 

2.03 

1.81 

6.50 

5.25  , 

General  merchandise  group . 

6.97 

6.80 

37.0 

1.31 

1.20 

.47 

2.55 

3 

1.81 

1.30 

5.00 

3.71 

Department  stores . 

7.90 

7.68 

43.2 

1.43 

1.22 

.51 

2.39 

4 

1.91 

1.63 

4.64 

3.88 

Apparel  group . 

6.79 

6.33 

38.4 

1.79 

1.68 

.52 

3.23 

4 

1.91 

1.67 

10.83 

3.44 

Furniture  and  appliance  group . 

3.10 

2.63 

14.9 

1.59 

1.51 

.48 

3.15 

4 

1.86 

1.71 

7.22 

4.77 

Furniture,  home  furnishings  stores . 

3.31 

3.00 

13.4 

2.08 

2.01 

.61 

3.30 

4 

2.17 

1.91 

7.22 

4.77 

Lumber,  building,  hardware,  farm  equipment  group... 

4.64 

4.49 

26.0 

.93 

.84 

.41 

2.05 

3 

1.91 

1.7] 

9.29 

3.50 

Lumber  yards,  building  materials  dealers . 

4.66 

4.04 

25.1 

1.56 

1.38 

.64 

2.16 

4 

2.17 

1.81 

6.50 

3.10  ! 

Lumber  yards . 

4.73 

4.24 

25.9 

1.49 

1.33 

.61 

2.18 

3 

1.71 

1.81 

8.13 

3.50 

Automotive  group . 

3.33 

2.59 

10.6 

1.84 

1.63 

.63 

2.59 

3 

1.81 

1.71 

6.50 

3.50 

Passenger  car  dealers  (franchised) . 

3.63 

2.74 

7.8 

1.93 

1.72 

.63 

2.73 

4 

1.81 

1.63 

8.13 

3.10 

Gasoline  service  stations . 

2.40 

2.14 

9.3 

1.07 

.96 

.47 

2.04 

3 

2.17 

1.67 

7.22 

3.71 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

2.70 

2.06 

12.4 

1.34 

.97 

.95 

1.02 

2 

4.06 

1.63 

16.25 

7.n  1 

Durable-goods  stores,  total . 

1.96 

1.67 

7.4 

.81 

.73 

.38 

1.92 

3 

1.63 

1.63 

13.00 

- 

5.73  , 

Nondurable -goods  stores,  total . 

3.37 

2.59 

16.1 

1.66 

.81 

1.31 

.62 

1 

5.42 

1.63 

21.67 

5.42 

General  merchandise  group . 

3.65 

2.66 

17.1 

1.95 

.95 

1.54 

.62 

1 

6.50 

1.71 

21.67 

6.50 

Department  stores . 

4.08 

3.16 

18.5 

1.99 

1.12 

1.51 

.74 

1 

3.25 

1.63 

16.25 

3.25 

Apparel  group . 

3.98 

3.01 

16.2 

2.17 

1.78 

.96 

1.85 

3 

2.10 

1.71 

5.91 

5.73 

Furniture  and  appliance  group . 

2.19 

1.64 

7.2 

1.17 

1.00 

.54 

1.85 

3 

2.10 

1.86 

9.29 

3.71 

Furniture,  home  furnishings  stores . 

2.53 

1.91 

8.5 

1.34 

1.19 

.50 

2.38 

3 

1.67 

1.51 

9.29 

3.71  ; 

Household  appliance,  TV,  radio  stores . 

2.42 

1.43 

6.0 

1.75 

1.52 

.76 

2.00 

3 

1.81 

1.71 

8.13 

3.00  1 

Automotive  group . 

3.28 

2.84 

13.8 

1.44 

1.32 

.45 

2.93 

3 

1.71 

1.63 

10.83 

3.71  1 

Tire,  battery,  accessory  dealers . 

3.45 

2.73 

11.5 

1.78 

1.64 

.63 

2.60 

4 

1.81 

1.63 

7.22 

3.65 

TOTAL  ACCOUNTS  RECEIVABLE 

Group  II  Stores 

United  States,  total . 

3.70 

2.81 

8.2 

1.97 

1.38 

1.52 

.91 

1 

5.82 

1.64 

16.00 

5.82 

Durable-goods  stores,  total . 

1.92 

1.58 

7.1 

1.18 

1.09 

.56 

1.95 

3 

1.63 

1.55 

16.25 

4.85 

Nondurable-goods  stores,  total . 

4.59 

3.41 

19.2 

2.59 

1.69 

1.93 

.88 

1 

5.42 

1.91 

16.25 

5.42 

General  merchandise  group . 

4.85 

3.46 

20.0 

2.99 

1.90 

2.24 

.85 

1 

6.50 

2.17 

21.67 

6.50 

Department  stores . 

5.76 

5.12 

21.6 

1.97 

1.12 

1.44 

.78 

1 

3.61 

1.81 

21.67 

3.61  , 

Apparel  group . 

6.59 

5.63 

31.8 

2.70 

2.48 

1.07 

2.32 

3 

2.03 

1.48 

8.13 

5.25 

Furniture  and  appliance  group . 

2.11 

1.34 

6.0 

1.51 

1.34 

.74 

1.81 

3 

2.24 

1.76 

10.83 

4.50 

Tire,  battery,  accessory  dealers . 

2.49 

2.07 

12.4 

1.24 

1.05 

.58 

1.81 

2 

2.50 

1.71 

9.29 

4.27 

CHARGE  ACCOUNTS 

United  States,  total . 

4.44 

4.07 

20.5 

1.53 

1.36 

.65 

2.09 

3 

2.10 

1.76 

9.29 

3.32 

Durable-goods  stores . 

4.46 

3.76 

22.1 

2.40 

2.23 

.76 

2.93 

3 

1.86 

1.51 

8.13 

2.82 

Nondurable-goods  stores . 

6.26 

5.89 

31.0 

1.67 

1.45 

.79 

1.84 

3 

2.10 

1.76 

9.29 

4.85 

General  merchandise  group . 

8.21 

7.96 

42.8 

2.11 

1.69 

.99 

1.71 

3 

2.50 

1.81 

5.91 

3.71 

Department  stores . 

8.68 

8.46 

47.9 

2.12 

1.72 

.89 

1.93 

3 

2.50 

2.03 

5.91 

4.20  : 

Apparel  group . 

8.96 

7.19 

38.1 

5.04 

4.86 

1.49 

3.26 

4 

1.55 

1.48 

6.50 

4.43 

Furniture  and  appliance  group . 

8.21 

6.56 

13.5 

5.29 

5.21 

1.85 

2.82 

3 

1.91 

1.55 

7.22 

5.25  ' 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3.85 

2.53 

15.8 

2.43 

1.64 

1.89 

.87 

1 

7.22 

1.76 

16.25 

7.22 

Durable-goods  stores,  total . 

1.90 

1.61 

6.7 

1.24 

1.16 

.66 

1.76 

3 

1.76 

1.67 

10.83 

4.20 

Nondurable -goods  stores,  total . 

4.05 

3.04 

18.9 

2.11 

.99 

1.75 

.57 

1 

9.29 

2.10 

16.25 

9.29 

General  merchandise  group . 

3.99 

2.93 

18.9 

2.18 

.96 

1.77 

.54 

1 

7.22 

2.10 

16.25 

7.22 

Department  stores . 

4.42 

3.32 

20.2 

2.26 

1.20 

1.70 

.71 

I 

3.61 

1.81 

16.25 

3.61 

Apparel  group . 

6.02 

4.97 

30.6 

2.92 

2.84 

1.08 

2.63 

3 

2.10 

1.59 

10.83 

4.85 

Furniture  and  appliance  group . 

1.85 

1.15 

6.2 

1.32 

1.00 

.73 

1.37 

2 

1.97 

1.67 

13.00 

3.05 

Note:  See  explanatory  notes  at  the  end  of  table  24. 


GEOGRAPHIC  REGIONS  AND  DIVISIONS 


NORTHEASTERN  STATES 


NORTH  CENTRAL  STATES 


THE  SOUTH 


THE  VEST 


New  England  Division 

Maine 

New  Hampshire 
Vermont 
Massachusetts 
Rhode  Island 
Connecticut 

Middle  Atlantic  Division 

New  York 
New  Jersey 
Pennsylvania 


East  North  Central  Division 

South  Atlantic  Division 

Mountain  Division 

Ohio 

Delaware 

Montana 

Indiana 

Maryland 

Idaho 

Illinois 

District  of  Columbia 

Wyoming 

Michigan 

Virginia 

Colorado 

Wisconsin 

West  Virginia 

New  Mexico 

North  Carolina 

Arizona 

West  North  Central  Division 

South  Carolina 

Utah 

Minnesota 

Georgia 

Nevada 

Iowa 

Florida 

Missouri 

Pacific  Division 

North  Dakota 

East  South  Central  Division 

Washington 

South  Dakota 

Kentucky 

Oregon 

Nebraska 

Tennessee 

California 

Kansas 

Alabama 

Alaska 

Mississippi 

Hawaii 

West  South  Central  Division 

Arkansas 

Louisiana 

Oklahoma 

Texas 

DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 

Standard  Consolidated  Areas 


CHICAGO,  ILLINOIS— NORTHEASTERN  INDIANA: 

CHICAGO,  I11IN0IS  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

Cook,  DuPage,  Kane,  Lake,  McHenry,  and  Will  counties,  Illinois 

GARY-HAJflOND-EAST  CHICAGO,  INDIANA  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Lake,  Porter  counties,  Indiana 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.Y.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

New  York  City  and  Nassau,  Rockland,  Suffolk,  and 
Westchester  counties,  N.Y. 


JERSEY  CITY,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Hudson  County,  N.J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Essex,  Morris,  and  Union  counties,  N.J. 

PATERSON-CLIFTON-PASSAIC,  N.J.  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Bergen  and  Passaic  counties,  N.J. 

Middlesex  and  Somerset  counties,  N.J. 


Selected  Standard  Metropolitan  Statistical  Areas 


Baltimore,  Md . :  Baltimore  City,  Anne  Arundel,  Baltimore,  Carroll, 
and  Howard  counties,  Md. 

♦Boston,  Mass . :  Suf folk  and  parts  of  Essex,  Middlesex,  Norfolk, 
and  Plymouth  counties,  hfess. 

Buffalo,  N.  Y.:  Eire  and  Niagra  Counties,  N.Y. 

Chicago,  Ill.!  Cook,  DuPage,  Kane,  Lake,  McHenry  and  Will 
Counties,  Ill. 

♦Cleveland,  Ohio:  Cuyahoga  and  Lake  Counties,  Ohio 

Dallas,  Tex.!'  Collin,  Dallas,  Denton,  and  Ellis  Counties,  Tex. 

Detroit,  Mich.:  Macomb,  Oakland,  and  Wayne  Counties,  Mich. 

Houston,  Tex . :  Harris  County,  Tex . 

♦Kansas  City,  Mo.-Kans.:  Clay  and  Jackson  Counties,  Mo.; 

Johnson  and  Wyandotte  Counties,  Kans. 

♦Los  Angeles-Long  Beach,  Calif.:  Los  Angeles  and  Orange  Counties,  Calif. 

Minneapolis-St.  Paul,  Minn.:  Anoka,  Dakota,  Hennepin,  Ramsey,  and 
Washington  Counties,  Minn. 

Newark,  N.J.:  Essex,  Morris,  Union  Counties,  N.J. 

New  York,  N.Y.:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  Counties,  N.Y. 


Paterson-Clifton-Passaic,  N.J.:  Bergen  and  Passaic  Counties,  N.J. 

Philadelphia,  Pa.-N.J.:  Bucks,  Chester,  Delaware,  Montgomery,  and 
Philadelphia  Counties,  Pa.;  Burlington,  Camden,  and  Gloucester 
Counties,  N.J. 

Pittsburgh,  Pa . :  Alleghany,  Beaver,  Washington,  and  Westmoreland 
Counties,  Pa. 

♦St.  Louis,  Mo  -Ill.:  St.  Louis  City,  Jefferson,  St.  Charles, 

St.  Louis  Counties,  Mo.;  Madison  and  St.  Clair  Counties,  Ill. 

♦San  Francisco-Oak land,  Calif.:  Alameda,  Contra  Costa,  Marin, 

San  Francisco,  San  Mateo,  and  Solano  Counties,  Calif. 

Seattle,  Wash.:  King  and  Snohomish  Counties,  Wash. 

Washington,  D.C.-Md  .-Va . :  District  of  Columbia;  Montgomery  and 
Prince  Georges  Counties,  Md.;  Alexandria  and  Falls  Church 
Cities,  Arlington  and  Fairfax  Counties,  Va. 


I0TE:  The  six  standard  metropolitan  statistical  areas  designated  by  an  asterisk  (*)  do  not  conform  to  the  most  recent  Bureau  of  the  Budget  definition 
of  the  areas  but  correspond  instead  to  the  previous  definition. 
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SALES  OF  ALL  RETAIL  STORES- 
FIRST  TWO  MONTHS  1962  THROUGH  1965 

Not  adjusted  for  seasonal  variations  or  trading  day  differences] 


Pcrccrtoqc  figures  represent  percent  of  total  soles  BUREAU  OF  THE  CENSUS 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL 
STORES,  UNITED  STATES  FOR  SELECTED  KINDS  OF 
BUSINESS-FEBRUARY  1965 


[Not  adjusted  for  seasonal  variations  and  holiday  differences] 
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SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  February  1965  were  estimated  at  $19.7 
billion,  4  percent  below  sales  for  January  1965  but 
5  percent  above  February  1964.  After  adjustment  for 
seasonal  variations  and  trading  day  differences  but 
not  for  price  changes,  February  1965  sales  amounted 
to  $23.4  billion,  an  increase  of  2  percent  from  Jan¬ 
uary  1965  sales  and  9  percent  higher  than  February  a 
year  ago.  February  1965  adjusted  sales  of  both  dur¬ 
able-goods  stores  arid  nondurable-goods  stores  in¬ 
creased  2  percent  from  the  previous  month.  On  a 
year-to-year  basis,  adjusted  sales  of  durable-goods 
stores  showed  a  10  percent  increase  over  February 

1964  while  adjusted  sales  of  nondurable-goods  stores 
showed  an  8  percent  increase  for  the  corresponding 
period . 

Based  on  adjusted  data  in  the  durable-goods  cat¬ 
egory,  February  1965  sales  increased  from  January 

1965  for  the  automotive  group  (+4$)  whereas,  a  2  per¬ 
cent  decrease  was  reported  for  the  furniture  and 
appliance  group  and  a  1  percent  decrease  for  the 
lumber,  building,  hardware,  farm  equipment  group. 
In  the  nondurable-goods  category,  eating  and  drinking 
places  and  the  food  group  both  showed  a  3  percent 
month-to-month  increase  while  sales  of  the  apparel 
group  showed  a  1  percent  increase.  The  general  mer¬ 
chandise  group  remained  virtually  unchanged. 

Compared  with  February  1964,  adjusted  sales  of  all 
major  kind-of -business  groups  increased.  In  the 
durable-goods  category  the  increases  were:  the  auto¬ 
motive  group,  18  percent;  the  lumber,  building,  hard¬ 


ware,  and  farm  equipment  group,  and  the  furniture  and 
appliance  group,  both  1  percent.  In  the  nondurable- 
goods  category  the  year-to-year  increases  were:  eat¬ 
ing  and  drinking  places,  10  percent;  general  merchan¬ 
dise  group,  9  percent;  the  food  group,  7  percent; 
and  the  apparel  group,  4  percent. 

Based  on  unadjusted  data,  the  4  regions  of  the 
United  States  had  total  sales  of  all  retail  stores 
for  February  1965,  and  year-to-year  comparisons  as 
follows:  the  Northeastern  States — $5.0  billion,  up 
5  percent;  the  North  Central  States — $5.6  billion, 
up  4  percent;  the  South — $5.5  billion,  up  7  percent; 
and  the  West — $3.6  billion,  up  4  percent. 

For  the  5  largest  Standard  Metropolitan  Statistical 
Areas,  the  total  unadjusted  retail  sales  for  all 
stores  for  February  1965,  and  the  year-to-year  com¬ 
parisons  were:  New  York--$1.2  billion,  down  2  per¬ 
cent;  Los  Angeles-Long  Beach--$1.0  billion,  up  4  per¬ 
cent;  Chicago--$0.8  billion,  up  5  perc ent; Detroit — 
$0.5  billion,  up  11  percent;  and  Philadelphia — $0.5 
billion,  virtually  unchanged . 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $15.9 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  February  28,  1965 .  After  adjust¬ 
ment  for  seasonal  variations  and  holiday  differences 
but  not  for  price  changes,  February  1965  total  re¬ 
ceivable  balances  were  2  percent  above  the  January 
1965  level  and  10  percent  above  February  1964.  Com¬ 
pared  with  February  1964,  adjusted  installment  ac¬ 
count  balances  increased  16  percent  and  adjusted 
charge  account  balances  increased  5  percent. 
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MONTHLY  SALES  AND  END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES 

FOR  THE  UNITED  STATES 


1956  1957  1958  1959  1960  1961  1962  1963  1964  1965 

BUREAU  OF  THE  CENSUS 


BILLIONS  OF  DOLLARS 
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Table  1. — ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total  2 

months 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1965 

1964 

Data 

NOT  ADJUSTED  for 

seasonal  variations  or 

trading  day  differences 

United  States,  total . 

20, 581 

19,705 

18,758 

20, 502 

21,186 

22,508 

22,242 

22,145 

21,778 

21,313 

22,605 

21,720 

27,719 

40,286 

37,912 

Durable-goods  stores,  total . 

6,665 

6,704 

6,122 

6,741 

7,360 

7,693 

7,719 

7,399 

7,011 

6,893 

7,133 

6,813 

8,201 

13,369 

12,153 

Nondurable-goods  stores,  total . 

13,916 

13,001 

12,636 

13,761 

13,826 

14,815 

14,523 

14,746 

14,767 

14,420 

15,472 

14,907 

19,518 

26,917 

25,759 

Food  group . 

5,242 

4,869 

4,849 

4,891 

4,898 

5,248 

5,114 

5,484 

5,283 

5,099 

5,528 

5,017 

5,762 

10, 111 

9,867 

Grocery  stores  . 

4,786 

4,428 

4,395 

4,406 

4,414 

4,739 

4,613 

4,971 

4,780 

4,612 

5,031 

4,546 

5,208 

9,214 

8,953 

Meat  markets . . 

121 

111 

125 

129 

123 

127 

127 

125 

123 

117 

128 

113 

130 

232 

258 

Bakery  products  stores . 

95 

92 

89 

95 

94 

96 

92 

88 

94 

92 

99 

96 

106 

187 

182 

Bating  and  drinking  places . 

1,559 

1,485 

1,386 

1,485 

1,547 

1,650 

1,711 

1,796 

1,805 

1,671 

1,688 

1,568 

1,658 

3,044 

2,822 

Eating  places . 

1,114 

1,061 

964 

1,045 

1,092 

1,179 

1,239 

1,293 

1,308 

1,204 

1,207 

1,118 

1,170 

2,175 

1,954 

Restaurants,  cafeterias,  lunchrooms . 

937 

891 

811 

869 

895 

942 

983 

1,026 

1,047 

976 

989 

921 

975 

1,828 

1,642 

Drinking  places . 

445 

424 

422 

440 

455 

471 

472 

503 

497 

467 

481 

450 

488 

869 

868 

General  merchandise  group . 

2,094 

1,981 

1,875 

2,303 

2,310 

2,479 

2,491 

2,380 

2,591 

2,550 

2,801 

3,021 

5,048 

4,075 

3,747 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,549 

1,409 

1,320 

1,638 

1,677 

1,800 

1,816 

1,714 

1,865 

1,857 

2,056 

2,180 

3,673 

2,958 

2,664 

Department  stores . 

1,254 

1,142 

1,069 

1,336 

1,366 

1,463 

1,481 

1,384 

1,513 

1,519 

1,668 

1,761 

2,977 

2,396 

2,163 

Variety  stores . 

311 

333 

313 

389 

361 

399 

395 

398 

421 

400 

430 

473 

901 

644 

602 

Mail  order  houses  (department  store 

merchandise) . » . 

135 

147 

146 

178 

179 

173 

170 

158 

195 

189 

209 

262 

341 

282 

286 

Apparel  group . 

1,100 

921 

927 

1,283 

1,140 

1,282 

1,238 

1,113 

1,209 

1,289 

1,376 

1,355 

2,324 

2,021 

1,953 

Men's,  boys'  wear  stores2 . 

231 

183 

176 

206 

204 

240 

254 

221 

220 

234 

269 

273 

523 

414 

384 

Men's,  boys'  clothing,  furnishings  stores. 

224 

178 

171 

200 

196 

231 

247 

214 

214 

229 

261 

265 

513 

402 

373 

Women's  apparel,  accessory  stores3 . 

439 

378 

375 

502 

463 

506 

465 

427 

463 

497 

547 

539 

924 

817 

782 

Women's  ready-to-wear  stores . 

382 

330 

327 

440 

406 

440 

401 

364 

402 

435 

480 

474 

806 

712 

674 

Family  clothing  stores . 

201 

168 

178 

247 

217 

252 

249 

217 

249 

250 

281 

270 

473 

369 

365 

Shoe  stores . 

183 

152 

156 

266 

211 

233 

217 

195 

212 

235 

215 

210 

306 

335 

333 

Furniture  and  appliance  group . 

953 

904 

920 

973 

1,004 

1,043 

1,112 

1,098 

1,111 

1,088 

1,182 

1,169 

1,488 

1,857 

1,825 

Furniture,  home  furnishings  stores . 

631 

598 

600 

638 

663 

685 

735 

708 

735 

696 

776 

752 

890 

1,229 

1,184 

Furniture  stores..... . 

464 

428 

425 

443 

478 

497 

543 

532 

552 

508 

569 

550 

680 

892 

846 

Household  appliance,  TV,  radio  stores . 

322 

306 

320 

335 

341 

358 

377 

390 

376 

392 

406 

417 

598 

628 

641 

Household  appliance  dealers . 

228 

218 

229 

241 

244 

263 

282 

290 

274 

285 

287 

294 

417 

446 

457 

Lumber,  building,  hardware,  farm  equipment 

group . 

957 

959 

956 

1,134 

1,344 

1,484 

1,562 

1,500 

1,389 

1,397 

1,449 

1,241 

1,242 

1,916 

1,892 

Lumber  yards,  building  materials  dealers"... 

553 

524 

542 

616 

721 

801 

879 

872 

823 

814 

871 

743 

643 

1,077 

1,078 

Lumber  yards . 

356 

332 

366 

403 

473 

525 

580 

564 

555 

544 

591 

489 

412 

688 

721 

Hardware  stores . . . 

190 

173 

167 

182 

217 

246 

250 

237 

229 

231 

247 

252 

349 

363 

343 

Automotive  group . 

4,219 

4,283 

3,684 

4,058 

4,453 

4,551 

4,387 

4,159 

3,853 

3,728 

3,858 

3,713 

4,370 

8,502 

7,361 

Passenger  car,  other  automotive  dealers . 

4,032 

4,109 

3,505 

3,847 

4,215 

4,289 

4,110 

3,896 

3,611 

3,503 

3,614 

3,471 

4,057 

8,141 

6,993 

Passenger  car  dealers5 . 

3,944 

4,019 

3,412 

3,734 

4,077 

4,141 

3,947 

3,723 

3,436 

3,385 

3,486 

3,357 

3,947 

7,963 

6,816 

Passenger  car  dealers  (franchised) . 

3,641 

3,699 

3,128 

3,429 

3,768 

3,809 

3,648 

3,437 

3,157 

3,124 

3,193 

3,069 

3,677 

7,340 

6,244 

Tire,  battery,  accessory  dealers . 

187 

174 

179 

211 

238 

262 

277 

263 

242 

225 

244 

242 

313 

361 

368 

Gasoline  service  stations . 

1,679 

1,573 

1,480 

1,585 

1,617 

1,708 

1,754 

1,820 

1,801 

1,701 

1,761 

1,712 

1,790 

3,252 

3,046 

Drug  and  proprietary  stores . 

716 

695 

656 

680 

665 

713 

705 

707 

708 

701 

724 

689 

966 

1,411 

1,327 

Drug  stores . 

691 

671 

636 

657 

643 

689 

681 

677 

679 

667 

691 

661 

930 

1,362 

1,288 

Liquor  stores . . . 

455 

436 

427 

434 

446 

485 

472 

500 

489 

475 

510 

518 

770 

891 

860 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total . 

22,900 

23,421 

21, 533 

21,223 

21,392 

21,777 

21,773 

21,935 

22,266 

22,254 

21,383 

21,661 

22,781 

46,321 

42, 533 

Durable-goods  stores,  total . 

7,855 

8,011 

7,262 

6,939 

7,010 

7,218 

7,002 

7,060 

7,324 

7,541 

6,496 

6,695 

7,645 

15,866 

14,117 

Nondurable-goods  stores,  total . 

15,045 

15,410 

14,271 

14,284 

14,382 

14,559 

14,771 

14,875 

14,942 

14,713 

14,887 

14,966 

15,136 

30,455 

28,416 

Food  group . 

5,192 

5,354 

4,991 

5,112 

5,064 

5,034 

5,202 

5,261 

5,234 

5,250 

5,229 

5,258 

5,409 

10,546 

10,022 

Grocery  stores  . 

4,714 

4,866 

4,513 

4,605 

4,574 

4,540 

4,704 

4,769 

4,743 

4,755 

4,736 

4,774 

4,913 

9,580 

9,061 

Eating  and  drinking  places . 

1,704 

1,757 

1,593 

1,584 

1,599 

1,589 

1,623 

1,642 

1,633 

1,600 

1,637 

1,609 

1,653 

3,461 

3,173 

General  merchandise  group . 

2,832 

2,823 

2,592 

2,489 

2,514 

2,589 

2,620 

2,686 

2,734 

2,591 

2,664 

2,738 

2,762 

5,655 

5,073 

Department  stores . 

1,715 

1,687 

1,538 

1,467 

1,467 

1,543 

1,533 

1,580 

1,630 

1,516 

1,568 

1,580 

1,600 

3,402 

3,002 

Variety  stores . 

439 

456 

408 

404 

421 

420 

427 

443 

439 

427 

429 

466 

442 

895 

818 

Mall  order  houses  (department  store  mdse.).. 

193 

196 

197 

188 

192 

190 

200 

192 

205 

192 

198 

191 

196 

389 

378 

Apparel  group . 

1,327 

1,341 

1,291 

1,228 

1,272 

1,295 

1,322 

1,316 

1,363 

1,285 

1,301 

1,310 

1,300 

2,668 

2,541 

Men's,  boys'  wear  stores* . 

258 

268 

246 

233 

241 

250 

244 

257 

269 

261 

259 

261 

257 

526 

477 

Women's  apparel,  accessory  stores3 . 

531 

531 

505 

477 

504 

502 

522 

509 

519 

504 

512 

517 

518 

1,062 

1,002 

Shoe  stores..... . . 

223 

219 

214 

226 

219 

223 

218 

217 

224 

206 

210 

229 

226 

442 

434 

Furniture  and  appliance  group . 

1,103 

1,082 

1,073 

1,088 

1,095 

1,080 

1,108 

1,107 

1,094 

1,067 

1,088 

1,098 

1,113 

2,185 

2,092 

Furniture,  home  furnishings  stores . 

748 

715 

707 

711 

701 

699 

735 

709 

719 

679 

703 

701 

702 

1,463 

1,378 

Household  appliance,  TV,  radio  stores . 

355 

367 

366 

377 

394 

381 

373 

398 

375 

388 

385 

397 

411 

722 

714 

Lumber,  building,  hardware,  farm  equipment 

group . . 

1,377 

1,358 

1,348 

1,277 

1,257 

1,370 

1,339 

1,294 

1,273 

1,285 

1,273 

1,256 

1,310 

2,735 

2,617 

Lumber  yards,  building  materials  dealer^'  ... 

805 

751 

779 

727 

707 

754 

765 

732 

711 

729 

741 

721 

742 

1,556 

1,509 

Hardware  stores . . . 

245 

241 

228 

209 

205 

220 

227 

222 

227 

237 

242 

261 

262 

486 

447 

Automotive  group . . . 

4,709 

4,894 

4,162 

3,894 

4,026 

4,126 

3,885 

3,989 

4,259 

4,531 

3,495 

3,685 

4,588 

9,603 

8,113 

Passenger  car,  other  automotive  dealers . 

4,470 

4,653 

3,925 

3,646 

3,788 

3,880 

3,645 

3,755 

4,025 

4,301 

3,265 

3,428 

4,344 

9,123 

7,636 

Tire,  battery,  accessory  dealers . 

239 

241 

237 

248 

238 

246 

240 

234 

234 

230 

230 

257 

244 

480 

477 

Gasoline  service  stations . . . . 

1,749 

1,812 

1,641 

1,629 

1,674 

1,670 

1,683 

1,701 

1,690 

1,695 

1,722 

1,738 

1,755 

3,561 

3,279 

Drug  and  proprietary  stores . . . 

734 

748 

666 

702 

689 

713 

721 

726 

722 

734 

739 

724 

731 

1,482 

1,360 

Liquor  stores . . . 

499 

518 

482 

491 

486 

495 

503 

495 

494 

499 

503 

509 

508 

1,017 

953 

Note:  U.S.  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  13,  page  14. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

*  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

5  Includes  both  franchised  and  nonfranchised  car  dealers. 
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Table  2.~  PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


— 

Percent  changes  in  sales — 
all  retail  stores 

Percent  changes  in  sales — 
all  retail  stores 

Kind  of  business 

February  1965 
from — 

2  months 
1965 
from 

2  months 
1964 

Kind  of  business 

February  1965 
from-- 

2  months 
1965 
from 

2  months 
1964 

February 

1964 

January 

1965 

February 

1964 

January 

1965 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+  5 

-4 

+6 

Durable-goods  stores,  total . 

+9 

+  1 

+10 

Nondurable-goods  stores,  total . 

+3 

-7 

+4 

Food  group . 

0 

-7 

+  2 

Grocery  stores . 

+  1 

-7 

+  3 

Meat  markets . 

-11 

-8 

-10 

Fruit  stores,  vegetable  markets* * . 

-15 

-3 

-16 

Candy,  nut,  confectionery  stores* . 

-*-13 

+  11 

+10 

Bakery  products  stores . 

+3 

-3 

+3 

Delicatessen  stores* . 

0 

-8 

+  2 

Eating  and  drinking  places . 

+7 

-5 

+8 

Eating  places . 

+10 

-5 

+11 

Restaurants,  cafeterias,  lunchrooms . 

+  10 

-5 

+11 

Drinking  places . 

0 

-5 

0 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

+6 

-5 

+  9 

merchandise  stores . 

+7 

-9 

+  11 

Department  stores . 

+7 

-9 

+  11 

Variety  stores . 

Mail  order  houses  (department  store 

+6 

+7 

+7 

merchandise) . 

+  1 

+9 

-1 

Apparel  group . 

-1 

-16 

+  3 

Men's,  boys'  clothing,  furnishings  stores . 

+4 

-21 

+  8 

Men's,  boys'  clothing  stores* . 

-1 

-23 

+7 

Men's,  boys'  furnishings  stores* . 

+3 

-8 

-1 

Women's  ready-to-wear  stores . 

+1 

-14 

+6 

Family  clothing  stores . 

-6 

-16 

+  1 

Women's  apparel,  accessory,  specialty  stores*... 

-5 

-10 

-1 

Shoe  stores . 

-3 

-17 

+  1 

Furniture  and  appliance  group . • . 

-2 

-5 

+2 

Furniture  stores . . . 

+  1 

-8 

+5 

Floor  coverings  stores* . 

+  1 

+2 

0 

Household  appliance,  TV,  radio  stores . 

-4 

-5 

-2 

Household  appliance  stores . . 

-5 

-4 

-2 

TV,  radio  stores* . 

-2 

-5 

-1 

Lumber,  building,  hardware,  farm  equip,  group... 

0 

0 

+  1 

Lumber,  building  materials  dealers . 

-3 

-5 

0 

Lumber  yards . 

-9 

-7 

-5 

Paint,  glass,  wallpaper  stores* . 

+  2 

+4 

+5 

Heating  and  plumbing  equipment  dealers* . 

-21 

-18 

-24 

Hardware  stores . . . 

+4 

-9 

+6 

Farm  equipment  dealers* . 

+6 

+  22 

+1 

Automotive  group . 

+  16 

+  2 

+  16 

Passenger  car  dealers . 

+  18 

+  2 

+  17 

Passenger  car  dealers  (franchised) . 

+  18 

+  2 

+  18 

Tire,  battery,  accessory  dealers . 

-3 

-7 

-2 

Gasoline  service  stations . 

+6 

-6 

+7 

Fuel,  fuel  oil  dealers* . 

+8 

-7 

+7 

Fuel  dealers,  except  fuel  oil* . 

+4 

-3 

+  2 

Fuel  oil  dealers* . 

+  11 

-9 

+10 

Drug  and  proprietary  stores . 

+6 

-3 

+6 

Drug  stores . 

+6 

-3 

+6 

Liquor  stores . 

+  2 

-4 

+4 

Jewelry  stores* . 

+  14 

-1 

+  18 

+  15 

+  5 

+  12 

Book  stores* . 

-6 

+  28 

-8 

Stationery  stores* . 

-16 

-9 

-10 

Music  stores* . 

+  16 

+9 

+  19 

Camera,  photographic  supply  stores* . 

-7 

-7 

-13 

Optical  goods  stores* . 

+  12 

0 

+9 

Typewriter  stores* . 

-40 

-10 

-39 

Percent  changes  in  sales — 
all  retail  stores 


Percent  changes  in  sales-- 
all  retail  stores 


Kind  of  business 


February  1965 
from — 

2  months 
1965 

Kind  of  business 

February  1965 
from-- 

2  months 
1965 

February 

1964 

January 

1965 

from 

2  months 
1964 

February 

1964 

January 

1965 

from 

2  months 
1964 

United  States,  total . . 

Durable-goods  stores,  total... 
Nondurable-goods  stores,  total. 


Food  group . . 

I  Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  s  tores . . . . . . 

^  Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 

Apparel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores.. 
Shoe  stores . 


Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


+9 

+  2 

+9 

+10 

+  2 

+12 

+  8 

+  2 

+7 

+7 

+  3 

+5 

+3 

+  3 

+6 

+10 

+  3 

+  9 

+  9 

0 

+  11 

+  10 

-2 

+  13 

+12 

+4 

+9 

-1 

+2 

+  3 

+4 

+  1 

+5 

+  9 

+4 

+10 

+5 

0 

+6 

+  2 

-2 

+  2 

Furniture  and  appliance  group . 

+  1 

-2 

+4 

Furniture,  home  furnishings  stores . 

+1 

-4 

+6 

Household  appliance,  TV,  radio  stores . 

0 

+3 

+  1 

Lumber,  building,  hardware,  farm  equip,  group... 

+1 

-1 

+5 

Lumber,  building  materials  dealers . 

-4 

-7 

+  3 

!  Hardware  stores . 

+6 

-2 

+  9 

Automotive  group . . . 

+  18 

+4 

+  18 

Passenger  car  and  other  automotive  dealers.... 

+  19 

+4 

+  19 

Tire,  battery,  accessory  dealers . 

+  2 

+  1 

+  1 

Gasoline  service  stations . 

+  10 

+4 

+9 

Drug  and  proprietary  stores . 

+12 

+2 

+  9 

Liquor  stores . 

+7 

+4 

+7 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  tpble  14,  page  14,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with 
an  asterisk,  see  table  15,  page  14. 

*  See  Explanatory  Materials,  page  22. 

(NA)  Not  available. 
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Table  3.— ESTIMATED  MONTHLY  RETAIL  SALTS  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

19 

65 

1964 

Total  2 

months 

Jan. 

Feb. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

r4,699 

4,  368 

4,330 

4,859 

4,858 

5,233 

5,107 

5,169 

5,202 

5,133 

5,637 

5,451 

7,734 

9,067 

8,808 

IXirable-goods  stores,  total . 

r322 

311 

315 

359 

390 

421 

450 

457 

444 

438 

436 

452 

560 

633 

625 

Nondurable-goods  stores,  total . 

4,  377 

4,057 

4,015 

4,500 

4,468 

4,812 

4,657 

4,712 

4,758 

4,695 

5,201 

4,999 

7,174 

8,434 

8,183 

Food  group . . . . 

2,184 

2,011 

2,035 

2,026 

2,028 

2,184 

2,041- 

2,219 

2,082 

2,063 

2,359 

2,041 

2,417 

4,195 

4,174 

Grocery  stores1 . 

2,125 

1,952 

1,982 

1,970 

1,975 

2,125 

1,981 

2,158 

2,021 

1,999 

2,293 

1,981 

2,332 

4,077 

4,068 

Eating  and  drinking  places . 

115 

111 

100 

111 

111 

120 

131 

134 

138 

129 

127 

120 

123 

226 

202 

General  merchandise  group . 

1,375 

1,286 

1,246 

1,564 

1,592 

1,696 

1,698 

1,605 

1,756 

1,717 

1,877 

2,00; 

3,358 

2,661 

2,508 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,016 

904 

871 

1,105 

1,148 

1,232 

1,232 

1,155 

1,261 

1,243 

1,360 

1,426 

2,377 

1,920 

1,780 

Department  stores . 

887 

793 

763 

968 

1,002 

1,074 

1,075 

1,003 

1,089 

1,079 

1,182 

1,247 

2,089 

1,680 

1,553 

Variety  stores . 

229 

246 

238 

304 

281 

306 

304 

299 

320 

305 

330 

350 

675 

475 

454 

Apparel  group . 

263 

225 

228 

365 

304 

350 

335 

292 

329 

341 

361 

367 

626 

488 

475 

Men's,  boys'  wear  stores2 . 

28 

22 

22 

29 

26 

33 

32 

26 

25 

28 

36 

37 

67 

50 

48 

Women's  apparel,  accessory  stores3 . 

106 

93 

95 

147 

132 

148 

144 

125 

143 

140 

153 

161 

272 

199 

192 

Women's  ready-to-wear  stores . 

98 

86 

88 

135 

122 

136 

132 

114 

133 

130 

141 

150 

250 

184 

177 

Sioe  stores . 

74 

65 

66 

119 

86 

100 

94 

82 

91 

103 

90 

91 

147 

139 

139 

Furniture  and  appliance  group . 

86 

84 

83 

96 

92 

103 

105 

103 

104 

108 

111 

117 

146 

170 

161 

Tire,  battery,  accessory  dealers . • 

80 

74 

72 

82 

96 

106 

115 

108 

101 

93 

104 

102 

142 

154 

147 

Drug  and  proprietary  stores . 

149 

145 

138 

148 

141 

152 

152 

153 

151 

154 

160 

155 

252 

294 

278 

Liquor  stores . 

95 

93 

93 

98 

97 

102 

97 

100 

103 

100 

112 

1 14 

184 

188 

184 

Data 

ADJUSTED  for  seasonal  variations  and  trading  day  differences 

United  States,  total . 

r5, 367 

5,439 

5,111 

5,126 

5,105 

5,165 

5,240 

5,311 

5,366 

5,296 

5,309 

5,382 

5,440 

10, 806 

10, 200 

Grocery  stores . 

2,045 

2,133 

2,018 

2,055 

2,030 

1,999 

2,066 

2,084 

2,083 

2,105 

2,113 

2,110 

2,174 

4,178 

4,059 

Eating  and  drinking  places . 

124 

127 

110 

112 

112 

115 

127 

126 

130 

125 

123 

122 

122 

251 

221 

General  merchandise  group . 

1,897 

1,870 

1,743 

1,721 

1,718 

1,768 

1,759 

1,791 

1,830 

1,755 

1,783 

1,830 

1,819 

3,767 

3,441 

Department  stores . 

1,223 

1,180 

1,090 

1,075 

1,049 

1,110 

1,087 

1,124 

1,154 

1,093 

1,113 

1,147 

1,145 

2,403 

2,147 

Variety  stores . 

336 

344 

318 

319 

329 

320 

324 

329 

32  8 

327 

325 

344 

330 

680 

636 

Apparel  group . 

355 

347 

337 

326 

343 

348 

349 

351 

369 

337 

341 

349 

353 

702 

673 

Men's,  boys'  wear  stores  2 . 

33 

34 

33 

29 

31 

34 

32 

33 

33 

33 

33 

32 

32 

67 

64 

Women's  apparel,  accessory  stores  3 . 

151 

145 

140 

136 

151 

146 

153 

149 

156 

142 

144 

149 

148 

296 

279 

Shoe  stores . 

94 

92 

90 

98 

91 

95 

91 

96 

103 

92 

90 

100 

100 

186 

184 

Tire,  battery,  accessory  dealers . 

105 

106 

98 

96 

96 

99 

100 

96 

100 

97 

100 

106 

103 

211 

197 

Drug  and  proprietary  stores . 

159 

163 

148 

157 

147 

157 

156 

161 

158 

165 

167 

160 

163 

322 

300 

r  Revised. 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  February  1965  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending 
February  6  =  505;  February  13  =  478;  February  20  =  486;  February  27  =  484. 

2  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.—  ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total  2 

months 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

5,735 

5,380 

5, 143 

5,773 

5,819 

6,253 

6,109 

6,157 

6,230 

6,186 

6,766 

6,566 

9,280 

11, 115 

10, 471 

Food  group . 

2,515 

2,324 

2,288 

2,273 

2,272 

2,444 

2,292 

2,503 

2,384 

2,358 

2,679 

2,359 

2,798 

4,  839 

4,701 

Grocery  stores . 

2,428 

2,239 

2,211 

2,190 

2,192 

2,359 

2,206 

2,413 

2,290 

2,262 

2,580 

2,265 

2,672 

4,667 

4,545 

Eating  and  drinking  places . 

184 

176 

139 

156 

158 

171 

190 

196 

200 

187 

191 

185 

193 

360 

287 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,521 

1,430 

1,368 

1,708 

1,734 

1,849 

1,860 

1,731 

1,896 

1,858 

2,035 

2,196 

3,718 

2,951 

2, 740 

merchandise  stores . 

1,142 

1,026 

976 

1,232 

1,277 

1,369 

1,382 

1,267 

1,385 

1,370 

1,503 

1,585 

2,687 

2, 168 

1,982 

Department  stores . 

981 

886 

843 

1,065 

1,100 

1,178 

1,190 

1,085 

1,182 

1,180 

1,296 

1,367 

2,299 

1,867 

1,704 

Drug  and  proprietary  stores . 

183 

178 

162 

172 

163 

180 

182 

185 

187 

188 

193 

187 

304 

361 

327 

Note:  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 
1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 


7 


Table  5.— ESTIMATED  MDNTHLY  SALES  OF  ALL  RETAIL  STORES  BY  REGIONS  AND  KIND  OF  BUSINESS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Region  and  kind  of  business 

1965 

1964 

Percent  change 

Jan. -Feb. 
1965 
from 

Jan. -Feb. 
1964 

Feb. 

from 

1965 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

Feb. 

1964 

Jan. 

1965 

THE  NORTHEASTERN  STATES 

TOTAL . 

5,276 

4,997 

4,766 

5.283 

5,370 

5,734 

5,671 

5,508 

5,435 

5,362 

5,673 

5,581 

7,337 

+6 

+5 

-5 

Durable-goods  stores,  total . 

1,498 

1,489 

1,348 

1,553 

1,714 

1,817 

1,775 

1,605 

1,587 

1,498 

1,553 

1,578 

1,964 

+10 

+10 

-1 

Nondurable -goods  stores,  total .... 

3,778 

3,508 

3,418 

3,730 

3,656 

3,917 

3,896 

3,903 

3,848 

3,864 

4,120 

4,003 

5,373 

44 

+3 

-7 

Food  group . 

1,483 

1,362 

1,373 

1,385 

1,381 

1,484 

1,450 

1,564 

1,470 

1,438 

1,552 

1,406 

1,626 

+1 

-1 

-8 

Grocery  stores . 

1,258 

1,149 

1,152 

1,152 

1,159 

1,249 

1,217 

1,324 

1,237 

1,204 

1,310 

1,178 

1,360 

+2 

0 

-9 

Eating  and  drinking  places . . 

447 

431 

409 

447 

466 

508 

528 

542 

541 

500 

500 

464 

495 

+6 

+5 

-4 

GAP2,  total . 

1,091 

1,014 

997 

1,246 

1,181 

1,314 

1,338 

1,209 

1,261 

1,348 

1,464 

1,542 

2,504 

44 

+2 

-7 

General  merchandise  group . 

511 

485 

435 

537 

529 

585 

608 

567 

598 

635 

695 

764 

1,323 

+13 

+11 

-5 

Department  stores . 

327 

296 

263 

333 

330 

368 

383 

345 

364 

402 

440 

464 

806 

+15 

+13 

-9 

Apparel  group . 

351 

300 

306 

439 

376 

435 

430 

343 

367 

419 

443 

440 

741 

+1 

-2 

-15 

Furniture  and  appliance  group . 

229 

229 

256 

270 

276 

294 

300 

299 

296 

294 

326 

338 

440 

-9 

-11 

0 

Lumber,  bldg.,hdwe., farm  equip,  grp... 

Gasoline  service  stations . 

304 

286 

276 

301 

307 

325 

327 

342 

338 

314 

317 

307 

312 

+5 

44 

-6 

Drug  and  proprietary  stores . 

164 

156 

146 

151 

146 

152 

160 

160 

157 

161 

166 

158 

211 

+7 

+7 

-5 

THE  NORTH  CENTRAL  STATES 

TOTAL . 

5,881 

5,624 

5,397 

5,872 

6,254 

6,674 

6,549 

6,558 

6,362 

6,341 

6,885 

6,514 

8,030 

+5 

44 

-4 

Durable-goods  stores,  total . 

1,877 

1,888 

1,737 

1,918 

2,198 

2,242 

2,284 

2,226 

2,036 

2,101 

2,254 

2,097 

2,406 

+9 

+9 

+1 

Nondurable-goods  stores,  total - 

4,004 

3,736 

3,660 

3,954 

4,056 

4,432 

4,265 

4,332 

4,326 

4,240 

4,631 

4,417 

5,624 

+4 

+2 

-7 

Food  group . 

1,433 

1,325 

1,360 

1,356 

1,359 

1,472 

1,428 

1,509 

1,470 

1,406 

1,536 

1,384 

1,574 

0 

-3 

-8 

Grocery  stores . 

1,328 

1,225 

1,253 

1,246 

1,248 

1,349 

1,302 

1,386 

1,345 

1,288 

1,412 

1,268 

1,441 

+1 

-2 

-8 

Eating  and  drinking  places . 

461 

439 

410 

440 

458 

493 

510 

538 

544 

505 

520 

474 

491 

+6 

+7 

-5 

GAF2,  total . 

1,195 

1,090 

1,064 

1,300 

1,310 

1,386 

1,393 

1,343 

1,424 

1,438 

1,576 

1,646 

2,554 

+6 

+2 

-9 

General  merchandise  group . 

638 

609 

590 

724 

735 

785 

796 

749 

824 

817 

896 

966 

1,540 

+6 

+3 

-5 

Department  stores . 

382 

349 

337 

419 

444 

468 

476 

434 

480 

487 

532 

555 

916 

+8 

+4 

-9 

Apparel  group . 

293 

234 

227 

307 

295 

327 

298 

286 

299 

325 

357 

358 

600 

+8 

+3 

-20 

Furniture  and  appliance  group . 

264 

247 

247 

269 

280 

274 

299 

308 

301 

296 

323 

322 

414 

+3 

0 

-6 

Lumber,  bldg ., hdve ., farm  equip .  grp... 

330 

315 

348 

401 

489 

533 

571 

557 

514 

555 

580 

463 

473 

-8 

-9 

-5 

Automotive  group . 

1.144 

1, 183 

993 

1,103 

1,291 

1,285 

1,250 

1,207 

1,059 

1,061 

1,176 

1,126 

1,256 

+18 

+19 

+3 

Gasoline  service  stations . 

560 

515 

475 

502 

521 

551 

542 

576 

566 

546 

583 

562 

595 

+10 

+8 

-8 

Drug  and  proprietary  stores . 

217 

209 

197 

198 

191 

214 

205 

213 

212 

214 

227 

213 

299 

+6 

+6 

-4 

THE  SOUTH 

TOTAL . 

5,704 

5,519 

5,171 

5,702 

5,809 

6,193 

5,994 

6,013 

5,919 

5.687 

6,038 

5,748 

7,458 

+8 

+7 

-3 

Durable-goods  stores,  total . 

2,019 

2,060 

1,860 

2,067 

2,163 

2,303 

2,228 

2,159 

2,021 

1,990 

2,028 

1,895 

2,371 

+12 

+11 

+2 

Nondurable-goods  stores,  total _ 

3,685 

3,459 

3,311 

3,635 

3,646 

3,895 

3,766 

3,865 

3,898 

3,697 

4,010 

3,853 

5,087 

+6 

44 

-6 

Food  greup . 

1,399 

1,308 

1,255 

1,266 

1,282 

1,373 

1,352 

1,456 

1,403 

1,341 

1,469 

1,343 

1,535 

+6 

44 

-7 

Grocery  stores . 

1,  336 

1,242 

1,196 

1,201 

1,212 

1,304 

1,285 

1,381 

1,329 

1,275 

1,403 

1,278 

1,458 

+6 

44 

-7 

Eating  and  drinking  places . 

355 

337 

301 

323 

345 

357 

359 

381 

381 

353 

354 

336 

357 

+14 

+12 

-5 

GAF2,  total . 

1,130 

1,032 

982 

1,232 

1,188 

1,286 

1,258 

1,220 

1,346 

1,280 

1,422 

1,422 

2,331 

+10 

+5 

-9 

General  merchandise  group . 

550 

522 

500 

626 

624 

673 

633 

613 

680 

631 

714 

748 

1,280 

+8 

44 

-5 

Department  stores . 

277 

255 

238 

311 

312 

337 

323 

311 

351 

328 

373 

385 

656 

+11 

+7 

-8 

Apparel  group . 

303 

255 

254 

361 

304 

333 

312 

308 

349 

342 

380 

364 

652 

+6 

0 

-16 

Furniture  and  appliance  group . 

277 

255 

228 

245 

260 

280 

31 3 

299 

317 

307 

328 

310 

399 

+18 

+12 

-8 

Lumber,  bldg ., hdve ., farm  equip .  grp... 

293 

294 

266 

344 

396 

436 

418 

387 

338 

352 

370 

329 

329 

+14 

+11 

Automotive  group . 

1,303 

1,359 

1,210 

1,314 

1,355 

1,412 

1,312 

1,290 

1,170 

1,146 

1,159 

1,073 

1,337 

+12 

+12 

+4 

Gasoline  service  stations.. . 

498 

475 

444 

477 

486 

512 

538 

543 

538 

496 

511 

501 

531 

+6 

+7 

-5 

Drug  and  proprietary  stores . 

197 

195 

180 

188 

186 

201 

196 

190 

193 

185 

191 

185 

257 

+9 

+8 

-1 

THE  WEST 

TOTAL . 

3,720 

3,565 

3,424 

3,645 

3,753 

3,902 

4,028 

4,066 

4,062 

3,923 

4,009 

3,877 

4,894 

+5 

+4 

-4 

Durable-goods  stores,  total . 

1,271 

1,267 

1,177 

1,203 

1,285 

1,331 

1,432 

1,409 

1,367 

1,304 

1,298 

1,243 

1,460 

+7 

+8 

0 

Nondurable-goods  stores,  total - 

2,449 

2,298 

2,247 

2,442 

2,468 

2,571 

2,596 

2,657 

2,695 

2,619 

2,711 

2,634 

3,434 

+4 

+2 

-6 

Food  group . 

927 

874 

861 

884 

876 

919 

884 

955 

940 

914 

971 

884 

1,027 

+3 

+2 

-6 

Grocery  stores . 

864 

812 

794 

807 

795 

837 

809 

880 

869 

845 

906 

822 

949 

+3 

+2 

-6 

Eating  and  drinking  places . 

296 

278 

266 

275 

278 

292 

314 

335 

339 

313 

314 

294 

315 

♦7 

+5 

-6 

GAF2,  total . 

731 

670 

679 

781 

775 

818 

852 

824 

880 

861 

897 

935 

1,471 

♦2 

-1 

-8 

General  merchandise  group . 

395 

365 

350 

416 

422 

436 

454 

451 

489 

467 

496 

543 

905 

+9 

44 

-8 

Apparel  group . 

153 

1  132 

140 

1  176 

165 

1  187 

198 

181  1  194 

203 

196 

193 

331 

-3 

-6 

-14 

1  C 

Gasoline  service  stations . 

317 

297 

285 

305 

303 

320 

347 

359 

359 

345 

350 

342 

352 

♦3 

44 

-6 

Drug  and  proprietary  stores . 

138 

135 

133 

143 

142 

146 

144 

144 

146 

141 

140 

133 

199 

+3 

♦2 

-2 

t 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  16.)  Totals  include  data  for  kinds  of  business  not  shewn  separately. 

States  in  geographic  regions  are  shown  on  page  27. 

1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  dn  department-store  types  of  merchandise. 
(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  between  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percentage  change 

and  between  3.1  and  4.5  for  the  percentage  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 
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Table  6.— ESTIMATED  MONTHLY  SALES  OF  AIL  RETAIL  STORES  BY  GEOGRAPHIC  DIVISIONS  AND  KIND  OF  BUSINESS 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Geographic  division  and 
kind  of  business 

Jan. -Feb. 
1965 
from 

Jan. -Feb. 
1964 

Feb. 

fro 

1965 

n — 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Feb. 

1964 

Jan. 

1965 

New  England  Division,  total . 

1,373 

1,297 

1,162 

1,272 

1,313 

1,423 

1,439 

1,417 

1,422 

1,380 

1,427 

1,419 

1,936 

+11 

+12 

-6 

Durable-goods  stores . 

421 

417 

357 

417 

477 

513 

493 

430 

444 

415 

417 

432 

568 

+14 

+17 

-1 

Nondurable -goods  stores . 

952 

880 

805 

855 

836 

910 

946 

987 

978 

965 

1,010 

987 

1,368 

+10 

+9 

-8 

Food  group . 

368 

338 

317 

318 

318 

353 

362 

403 

382 

364 

386 

349 

405 

+7 

+7 

-8 

GAP2,  total . 

244 

224 

218 

263 

256 

289 

305 

277 

298 

306 

315 

338 

616 

+4 

+3 

-8 

General  merchandise  group . 

114 

106 

84 

107 

108 

128 

146 

137 

146 

142 

149 

165 

320 

+26 

+26 

-7 

Gasoline  service  stations . 

81 

75 

72 

78 

81 

87 

90 

95 

91 

88 

86 

80 

82 

+8 

+4 

-7 

Middle  Atlantic  Division,  total .... 

3,903 

3,700 

3,604 

4,011 

4,057 

4,  311 

4, 232 

4,091 

4,013 

3,982 

4, 246 

4,162 

5,401 

+4 

+3 

-5 

Durable-goods  stores . 

1,077 

1,072 

991 

1,136 

1,237 

1,304 

1,282 

1,175 

1,143 

1,083 

1,136 

1,146 

1,396 

+9 

+8 

0 

Nondurable-goods  stores . 

2,886 

2,628 

2,613 

2,875 

2,820 

3,007 

2,950 

2,916 

2,870 

2,899 

3,110 

3,016 

4,005 

+2 

+1 

-7 

Eating  and  drinking  places . 

350 

337 

322 

363 

377 

406 

417 

424 

423 

387 

388 

357 

381 

+4 

+5 

-4 

GAF2,  total . 

847 

790 

779 

983 

925 

1,025 

1,033 

932 

963 

1,042 

1,149 

1,204 

1,888 

+3 

+1 

-7 

General  merchandise  group . 

397 

379 

351 

430 

421 

457 

462 

430 

452 

493 

546 

599 

1,003 

+10 

+8 

-5 

Apparel  group . 

269 

232 

243 

349 

300 

349 

348 

272 

284 

324 

351 

345 

565 

-2 

-5 

-14 

Gasoline  service  stations . 

223 

211 

204 

223 

226 

238 

237 

247 

247 

226 

231 

227 

230 

+5 

+3 

-5 

Drug  and  proprietary  stores . 

116 

110 

108 

112 

107 

111 

116 

114 

111 

118 

122 

114 

146 

+3 

+2 

-5 

East  North  Central  Division,  total. 

4,209 

4,030 

3,886 

4, 247 

4,497 

4,778 

4, 656 

4,581 

4,489 

4,464 

4, 882 

4,653 

5,738 

+5 

+4 

-4 

Durable-goods  stores . 

1,292 

1,299 

1,210 

1,357 

1,558 

1,574 

1,579 

1,479 

1,370 

1,424 

1,562 

1,455 

1,656 

+8 

+7 

+1 

Nondurable -goods  stores . 

2,917 

2,731 

2,676 

2,890 

2,939 

3,204 

3,077 

3,102 

3,119 

3,040 

3,320 

3,198 

4,082 

44 

+2 

-6 

Food  group . 

1,090 

1,011 

1,039 

1,034 

1,033 

1,116 

1,074 

1,126 

1,101 

1,046 

1,142 

1,041 

1,187 

+1 

-3 

-7 

Eating  and  drinking  places . 

344 

328 

293 

326 

335 

359 

372 

390 

400 

369 

380 

348 

361 

+9 

+12 

-5 

GAF2,  total . 

876 

798 

785 

968 

970 

1,023 

1,019 

965 

1,031 

1,050 

1,148 

1,208 

1,880 

+6 

+2 

-9 

General  merchandise  group . 

463 

444 

433 

536 

541 

577 

581 

539 

594 

596 

644 

706 

1,115 

+5 

+3 

-4 

Apparel  group . 

219 

174 

172 

234 

223 

250 

227 

213 

230 

243 

269 

271 

459 

+7 

+1 

-21 

Gasoline  service  stations . 

369 

346 

328 

340 

342 

355 

352 

379 

379 

364 

394 

375 

392 

+7 

+5 

-6 

Drug  and  proprietary  stores . 

159 

153 

143 

142 

139 

159 

152 

157 

154 

154 

165 

157 

220 

+7 

+7 

-4 

West  North  Central  Division,  total . 

1,672 

1,594 

1,511 

1,625 

1,757 

1,896 

1,893 

1,977 

1,873 

1,877 

2,003 

1,861 

2,292 

+5 

+5 

-5 

Durable-goods  stores . 

585 

589 

527 

561 

640 

668 

705 

747 

666 

677 

692 

642 

750 

+11 

+12 

+1 

Nondurable-goods  stores . 

1,087 

1,005 

984 

1,064 

1,117 

1,228 

1,188 

1,230 

1,207 

1,200 

1,311 

1,219 

1,542 

+3 

+2 

-8 

Food  group . 

343 

314 

321 

322 

326 

356 

354 

383 

369 

360 

394 

343 

387 

-1 

-2 

-8 

GAF2,  total . 

319 

292 

279 

332 

340 

363 

374 

378 

393 

388 

428 

438 

674 

+7 

+5 

-8 

General  merchandise  group . 

175 

165 

157 

188 

194 

208 

215 

210 

230 

221 

252 

260 

425 

+8 

+5 

-6 

Gasoline  service  stations . 

191 

169 

147 

162 

179 

196 

190 

197 

187 

182 

189 

187 

203 

+18 

+15 

-12 

2,826 

2,714 

2, 505 

2,789 

2,828 

3,035 

2,938 

2,919 

2,936 

2,786 

2,974 

2,871 

3,794 

+10 

+8 

-4 

Durable-goods  stores . 

949 

946 

861 

976 

1^028 

1^  107 

1^066 

1,003 

'977 

'948 

'973 

'911 

1,143 

+13 

+10 

0 

Nondurable-goods  stores . 

1,877 

1,768 

1,644 

1,813 

1,800 

1,928 

1,872 

1,916 

1,959 

1,838 

2,001 

1,960 

2,651 

+9 

+8 

-6 

Eating  and  drinking  places . 

193 

185 

156 

171 

181 

184 

189 

208 

213 

195 

193 

182 

199 

+19 

+19 

-4 

GAF2,  total . 

590 

554 

501 

637 

601 

651 

641 

607 

680 

660 

737 

754 

1,254 

+15 

+11 

-6 

General  merchandise  group . 

290 

279 

257 

328 

321 

345 

330 

311 

346 

323 

364 

397 

690 

+12 

+9 

-4 

Apparel  group . 

159 

139 

134 

186 

148 

162 

157 

150 

180 

177 

192 

191 

352 

+10 

+4 

-13 

Gasoline  service  stations . 

238 

226 

207 

221 

230 

241 

248 

256 

258 

236 

251 

242 

255 

+9 

+9 

-5 

Drug  and  proprietary  stores . 

101 

100 

85 

92 

89 

97 

97 

94 

97 

91 

94 

93 

131 

+18 

+18 

-1 

East  South  Central  Division,  total. 

1,048 

999 

982 

1,092 

1,114 

1,195 

1,144 

1,129 

1,117 

1,103 

1,161 

1,093 

1,372 

+5 

+2 

-5 

Nondurable-goods  stores . 

671 

620 

614 

677 

689 

749 

703 

713 

724 

712 

772 

716 

921 

44 

+1 

-8 

Food  group . 

274 

253 

240 

241 

251 

276 

264 

475 

274 

266 

298 

269 

300 

+8 

+5 

-8 

GAF2,  total . 

201 

185 

184 

236 

236 

251 

235 

225 

243 

231 

257 

245 

410 

+5 

+1 

-8 

General  merchandise  group . 

106 

99 

97 

121 

124 

133 

123 

118 

126 

121 

139 

134 

232 

+6 

+2 

-7 

Gasoline  service  stations . 

94 

88 

92 

101 

100 

107 

109 

112 

116 

111 

109 

102 

105 

-2 

-4 

-6 

West  South  Central  Division,  total. 

1,830 

1,806 

1, 684 

1,821 

1,867 

1,968 

1,912 

1,965 

1,866 

1,798 

1,903 

1,784 

2,292 

+7 

+7 

-1 

Nondurable -goods  stores . 

1,137 

1,071 

1,053 

1,145 

1,157 

1,  218 

1, 191 

1,225 

1,215 

1,147 

1, 237 

1,177 

1,515 

+3 

+2 

-6 

Food  group . 

433 

412 

413 

421 

426 

441 

439 

475 

453 

435 

460 

414 

469 

0 

0 

-5 

Eating  and  drinking  places . 

107 

102 

89 

100 

109 

115 

118 

121 

114 

108 

111 

106 

107 

+14 

+15 

-5 

GAF2,  total . 

339 

293 

297 

359 

351 

384 

382 

388 

423 

389 

428 

423 

667 

+4 

-1 

-14 

General  merchandise  group . 

154 

144 

146 

177 

179 

195 

180 

184 

208 

137 

211 

217 

358 

+3 

-1 

-6 

Mountain  Division,  total . 

771 

721 

711 

762 

795 

837 

901 

907 

918 

848 

879 

827 

1,026 

+1 

+1 

-6 

Nondurable-goods  stores . 

511 

476 

484 

529 

527 

544 

575 

603 

610 

570 

583 

562 

721 

-1 

-2 

-7 

_ 

GAF2,  total . 

134 

120 

129 

151 

150 

159 

164 

163 

177 

160 

169 

173 

276 

-3 

-7 

-10 

General  merchandise  group . 

70 

64 

66 

83 

84 

88 

89 

87 

98 

84 

90 

95 

167 

+2 

-3 

-9 

Pacific  Division,  total . 

2,949 

2,844 

2,713 

2,883 

2,958 

3,065 

3,127 

3,159 

3,144 

3,075 

3,130 

3,050 

3,868 

+6 

+5 

-4 

Durable-goods  stores . 

1,011 

1,022 

950 

970 

1,017 

1,038 

1,106 

1,105 

1,059 

1,026 

1,002 

978 

1,155 

+8 

+8 

+1 

Nondurable-goods  stores . 

1,938 

1,822 

1,763 

1,913 

1,941 

2,027 

2,021 

2,054 

2,085 

2,049 

2,128 

2,072 

2,713 

+5 

+3 

- 6 

Food  group . 

727 

687 

666 

686 

689 

722 

694 

751 

741 

721 

756 

686 

799 

+5 

+3 

-6 

Eating  and  drinking  places . 

248 

233 

215 

226 

227 

237 

249 

263 

269 

248 

254 

243 

262 

+10 

+8 

-6 

GAF2,  total . 

597 

550 

550 

630 

625 

659 

688 

661 

703 

701 

728 

762 

1,195 

44 

0 

-8 

General  merchandise  group . 

325 

301 

284 

333 

338 

348 

365 

364 

391 

383 

406 

448 

738 

+10 

+6 

-7 

Gasoline  service  stations . 

229 

216 

209 

219 

220 

233 

239 

242 

239 

234 

249 

246 

251 

+3 

+3 

-6 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  17.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  divisions  are  shown  on  page  27. 

1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department-store  types  of  merchandise. 
(C)  See  footnote  to  table  5. 


Table  7.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 
(Millions  of  dollars.  Data  are  NOT  ADJUSTS)  for  seasonal  variations  or  trading  Jay  differences ) 
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1965 

1964 

Percent 

change 

State  and  kind  of  business 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan  .-Feb. 

1965 

from 

Jan. -Feb. 
1964 

Feb. 

1965 

from 

Feb. 

1964 

California,  total . 

2,  295 

2,  216 

2, 109 

2, 195 

2,260 

2, 354 

2,389 

2,375 

2, 336 

2,  300 

2, 355 

2,344 

2, 999 

+6 

+  5 

Nondurable- goods  stores . 

1,476 

1,388 

1,  340 

1,442 

1,466 

1,540 

1,540 

1,537 

1,542 

1,514 

1,606 

1,569 

2, 116 

+5 

+4 

GAF'* . 

471 

441 

428 

485 

486 

514 

562 

515 

544 

535 

558 

596 

979 

+6 

+3 

Florida,  total . 

703 

678 

597 

650 

616 

633 

609 

590 

577 

581 

646 

614 

855 

+  15 

+  14 

Nondurable-goods  stores . 

483 

458 

408 

440 

411 

417 

400 

404 

403 

380 

425 

430 

605 

+  15 

♦  12 

Illinois,  total1* . 

1,222 

1,170 

1, 137 

1,  289 

1,  349 

1,427 

1,  394 

1,  316 

1,295 

1,  292 

1, 391 

1,  399 

1,713 

+4 

+3 

Nondurable-goods  stores . 

905 

852 

834 

943 

953 

1,057 

1,002 

949 

962 

947 

1,014 

1,017 

1,294 

+5 

+  2 

GAF* . 

284 

267 

256 

335 

335 

351 

360 

308 

341 

344 

381 

419 

623 

+7 

♦4 

Indiana,  total . * . 

543 

534 

539 

564 

588 

648 

608 

590 

566 

575 

626 

572 

692 

+  3 

-1 

Massachusetts,  total . 

666 

631 

561 

630 

665 

697 

675 

630 

623 

621 

643 

663 

888 

+  13 

+13 

Nondurable-goods  stores . 

450 

417 

387 

413 

412 

441 

442 

431 

434 

436 

473 

467 

620 

+9 

+8 

Michigan,  totalr . 

950 

891 

828 

893 

961 

1, 024 

991 

1,004 

974 

991 

1,091 

1,043 

1,292 

+9 

+  8 

Nondurable -goods  stores . 

602 

551 

520 

541 

552 

618 

605 

619 

625 

624 

680 

653 

850 

+7 

♦6 

Minnesota,  total . 

338 

341 

318 

338 

376 

429 

446 

437 

411 

387 

429 

3% 

471 

+6 

+7 

Missouri,  total . 

502 

477 

438 

484 

507 

537 

546 

562 

555 

561 

591 

549 

682 

+9 

+9 

New  Jersey,  total . 

775 

749 

699 

802 

808 

869 

851 

820 

789 

773 

814 

809 

1,037 

+9 

+7 

Nondurable-goods  stores . 

511 

481 

476 

546 

533 

570 

566 

564 

545 

551 

572 

556 

715 

+3 

+1 

New  York,  total . 

1,930 

1,807 

1,839 

2,028 

2, 036 

2, 156 

2, 114 

2,045 

2,033 

2,027 

2, 132 

2,043 

2,631 

0 

-2 

Nondurable-goods  stores . 

1,475 

1, 368 

1,  371 

1,494 

1,469 

1,569 

1,541 

1,522 

1,500 

1,512 

1,616 

1,545 

2,044 

+  1 

0 

GAF . 

432 

400 

420 

523 

495 

548 

557 

496 

516 

547 

601 

605 

937 

-2 

-5 

North  Carolina,  total . 

407 

392 

358 

394 

436 

458 

400 

476 

474 

442 

447 

412 

540 

+  12 

+9 

Ohio,  total1* . 

1,064 

1,020 

983 

1,074 

1, 126 

1, 184 

1,155 

1,153 

1,161 

1,145 

1, 280 

1,172 

1,441 

+5 

+4 

Nondurable -goods  stores  . 

712 

667 

652 

694 

695 

752 

735 

740 

765 

760 

832 

781 

993 

+4 

♦  2 

Pennsylvania,  total . 

1, 198 

1,144 

1,066 

1,181 

1,213 

1,  286 

1,  267 

1,226 

1, 191 

1, 182 

1,300 

1,310 

1,733 

+9 

+7 

Nondurable-goods  stores . 

840 

779 

766 

835 

818 

868 

843 

830 

825 

836 

922 

915 

1,246 

+5 

♦2 

GAF  . 

266 

245 

226 

290 

272 

296 

290 

265 

279 

303 

349 

384 

622 

+  11 

+8 

Texas,  total . 

1,122 

1,115 

1,021 

1, 113 

1, 129 

1,192 

1,161 

1,200 

1,141 

1,101 

1, 150 

1,055 

1,  378 

+  10 

♦  9 

Nondurable-goods  stores . 

703 

662 

646 

695 

714 

761 

750 

773 

758 

721 

760 

717 

935 

+4 

+  2 

Wisconsin,  total . 

430 

415 

399 

427 

473 

495 

508 

518 

493 

461 

494 

467 

600 

+3 

+4 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  18.)  1964  totals  revised.  1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel, and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  8.—  PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINE6  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 


(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


State 

Percent  change  -  February  1965 
from  January  1965 

Percent  change  -  February  1965 
from  January  1965 

State 

Percent  change  -  February  1965 
from  January  1965 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

State 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

-3 

-3 

-7 

-4 

-5 

-8 

-8 

-4 

-6 

-7 

-5 

-9 

-5 

-7 

-8 

-2 

-5 

-3 

-9 

-1 

-6 

-5 

Massachusetts . 

-5 

-7 

-8 

New  York . 

-6 

-7 

-8 

Wisconsin . 

-3 

-5 

-6 

Note:  Sampling  variabilities  are  shown  in  table  18. 

1  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  9.— ESTIMATED  MONTHLY  SALE  OF  ALL  RETAIL  STORE  FOR  THE  5  LARGET  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1965 

1964 

Percent  change 

Area 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec. 

Jan. -Feb. 
1965 
from 

Jan. -Feb. 
1964 

Feb. 

1965 

from 

Feb. 

1964 

Standard  Consolidated  Areas 2 
Chicago, Ill. -Northwestern  Ind., 

total . 

887 

845 

802 

910 

942 

986 

958 

895 

888 

894 

962 

988 

1,253 

♦7 

♦5 

GAF3 . 

231 

221 

210 

277 

279 

294 

298 

252 

280 

286 

319 

346 

508 

+  8 

♦  5 

New  York -Northeastern  N.J.,  total.. 

1,806 

1,688 

1,666 

1,846 

1,829 

1,951 

1,905 

1,790 

1,751 

1,779 

1,884 

1,847 

2,384 

+4 

+1 

OAF3 . 

419 

392 

395 

488 

456 

517 

527 

464 

462 

517 

562 

565 

852 

0 

-1 

Standard  Metropolitan 
Statistical  Areas2 

Chicago.  Ill.,  total . 

GAF5 . 

815 

778 

742 

853 

877 

914 

889 

822 

816 

821 

873 

907 

1,155 

♦6 

♦  5 

219 

210 

200 

265 

266 

280 

281 

237 

265 

268 

295 

328 

481 

♦7 

♦  5 

Detroit.  Mich.,  total . 

499 

463 

419 

437 

464 

497 

468 

457 

453 

498 

569 

541 

674 

♦  13 

♦  11 

GAF5 . 

100 

90 

82 

95 

98 

110 

105 

102 

109 

122 

128 

136 

221 

♦  15 

♦  10 

Los  Angeles-Long  Beach,Calif ., total 

1,057 

1,000 

963 

1,004 

1,022 

1,061 

1,063 

1,070 

1,060 

1,058 

1,073 

1,092 

1,414 

♦4 

+4 

GAF3 . 

233 

219 

223 

250 

248 

260 

276 

266 

282 

274 

286 

303 

473 

0 

-2 

New  York,  N.Y.,  total . 

1,275 

1,172 

1,195 

1,308 

1,  282 

1,356 

1,326 

1,262 

1,243 

1,274 

1,  348 

1,306 

1,689 

♦  1 

-2 

GAF3 . 

317 

293 

303 

369 

346 

390 

394 

346 

348 

388 

420 

419 

628 

-1 

-3 

Pniladelphia,  Pa.,  total . 

488 

465 

467 

529 

527 

555 

524 

496 

481 

496 

538 

536 

722 

♦  3 

0 

GAF3 . 

107 

103 

96 

125 

116 

131 

129 

113 

115 

134 

146 

161 

257 

♦7 

♦7 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  19,  page  16.)  1  Preliminary  estimates. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27.  Note  that  data  for  the  Los  Angeles-Long  Beach  SMSA  includes 
Orange  County,  California. 

3  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 
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Table  10.— PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  AND  GAF  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS 
(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Statistical  areas 

Percent  change, 
February  1965  from 
January  1965 

Statistical  areas 

Percent  change, 
February  1965  from 
January  1965 

Total 

GAF1 

Total 

GAF1 

Standard  Consolidated  Areas2 

Detroit,  Mich . 

-7 

-10 

Houston,  Texas . 

-6 

-14 

-1 

-6 

Chicago,  Ill. -Northwestern  Indiana . 

-5 

-6 

New  York -Northeastern  N.J . 

Minneapolis -St .  Paul,  Minn . 

+6 

0 

-5 

-4 

Standard  Metropolitan  Statistical  Areas 

New  York,  N.Y . 

-8 

-8 

Paterson-Clifton-Passaic,  N.J . 

-4 

-3 

-4 

-4 

-5 

-4 

-4 

-9 

-8 

-9 

-2 

+5 

-3 

-5 

-5 

-4 

-3 

-5 

-5 

-11 

-4 

-6 

Dallas,  Texas . 

(NA) 

(NA) 

Washington,  D.C.-Md.-Va . 

-3 

-6 

Note:  Sampling  variabilities  are  shown  in  table  20,  page  16.  (NA)  Not  available. 

1  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27. 


Table  11.— PERCENT  CHANGE  IN  SALES  OF  DEPARTMENT  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percent  change  in 

sales 

Percent  change  in  sales 

February  1965  from — 

2  mos. 

Area 

Februaiy  1965  from — 

2  mos. 

1965 

1965 

February 

January 

from 

2  mos. 
1964 

February 

January 

from 

2  mos. 
1964 

1964 

1965 

1964 

1965 

STANDARD  METROPOLITAN  STATISTICAL  AREA 

New  York- Northeastern  New  Jersey1 . 

+  1 

-8 

+  3 

New  York  City . 

-1 

-12 

+  2 

Newark,  N.J . 

-6 

+  2 

-5 

Akron,  Ohio . 

0 

-2 

+  2 

Norfolk- Portsmouth,  Va . 

-3 

-5 

-2 

Asheville,  N.C . 

+  2 

0 

+  2 

Oklahoma  City,  Okla . 

+  11 

+  19 

0 

Atlanta,  Ga . 

-10 

-1 

+4 

Augusta,  Ga . 

-13 

+  1 

+  3 

Omaha,  Nebr . 

(NA) 

(NA) 

(NA) 

Baltimore,  Md . 

+  1 

-3 

+  2 

Peoria,  Ill . 

(NA) 

(NA) 

(NA) 

Philadelphia,  Pa . 

+4 

-5 

+4 

Pittsburgh,  Pa . 

-6 

-12 

-1 

Baton  Rouge,  La . 

-8 

0 

+6 

Portland,  Oreg .  . 

+  3 

-8 

+5 

Binghamton,  N.Y . 

+4 

+  13 

+4 

Birmingham,  Ala . 

Boston,  Mass . 

Buffalo,  N.Y . 

-10 
+  2 
+4 

-11 
+  2 

-2 

-3 
-12 
+  3 

Reading,  Pa . 

Richmond,  Va . 

Rochester,  N.Y . 

+  13 
+  1 
+4 

-12 

-8 

-6 

+  10 
+  2 
+  3 

Sacramento,  Calif . 

-7 

-6 

-3 

Canton,  Ohio . 

-2 

-2 

+  2 

St.  Louis,  Mo . 

-7 

-13 

-5 

Chattanooga,  Tenn . 

Chicago,  Ill . 

Cincinnati,  Ohio . 

Cleveland,  Ohio . 

-8 
+  1 
-4 
-5 

+  3 

-3 

-12 

-10 

+6 
+  2 
-2 
.  0 

Salt  Lake  City,  Utah . 

San  Antonio,  Tex . 

San  Diego,  Calif . 

Savannah,  Ga . 

+  2 
-5 
+  1 
-11 

-9 
-21 
-9 
+  2 

+6 
+2 
+  2 
+6 

Seattle,  Wash . 

+6 

-11 

+8 

Columbus,  Ohio . 

-1 

-15 

+  2 

Corpus  Christi,  Tex . 

-13 

-4 

-4 

Shreveport,  La . 

-2 

-16 

+  2 

Dallas,  Tex . 

-6 

+  10 

+  2 

South  Bend,  Ind . 

(na) 

(NA) 

(na) 

Denver,  Colo . 

-6 

-16 

-3 

Spokane,  Wash . 

+  8 

+  19 

+7 

Des  Moines,  Iowa . 

(NA) 

(na) 

(NA) 

Springfield,  Mo . 

-4 

-11 

+4 

Springfield,  Ohio . 

+4 

-6 

+  3 

Detroit,  Mich . 

+  2 

-9 

+8 

Syracuse,  N.Y . 

+3 

-4 

+  3 

El  Paso,  Tex . 

0 

-1 

0 

Tacoma,  Wash . 

+  8 

-11 

+  12 

Erie,  Pa . 

+6 

-8 

+7 

Tampa- St.  Petersburg,  Fla . 

-5 

-1 

+  1 

Flint,  Mich . 

(NA) 

(na) 

(NA) 

Toledo,  Ohio . 

-6 

-11 

-2 

Fort  Wayne,  Ind . 

-5 

-12 

+  1 

Trenton,  N.J . 

+8 

-8 

0 

Tulsa,  Okla . 

+  1 

-11 

+  5 

Grand  Rapids,  Mich . 

(NA) 

(NA) 

(na) 

Waco,  Tex . 

-8 

-9 

-3 

Houston,  Tex . 

+  3 

-16 

+8 

Washington,  D.C . 

+4 

-7 

+8 

Indianapolis,  Ind . 

(NA) 

(NA) 

(na) 

Wheeling,  W.Va . 

+9 

+4 

+  10 

Jacksonville,  Fla . 

-10 

-3 

+  2 

Wichita,  Kans . 

-3 

-8 

Kansas  City,  Mo . 

-3 

-10 

0 

Worcester,  Mass . 

+  2 

+5 

-10 

Youngstown,  Ohio . 

+  2 

-2 

+7 

Knoxville,  Tenn . 

-9 

+3 

+  3 

Lancaster,  Pa . 

+  1 

-12 

+  2 

CITIES 

Lexington,  Ky . 

+4 

+  3 

+4 

-18 

Lds  Angeles-Long  Beach,  Calif . 

0 

-10 

+  3 

Bridgeport,  Conn . 

-17 

-6 

Louisville,  Ky . 

+4 

-1 

+6 

Bristol,  Tenn.-Va . 

+5 

+6 

+5 

Macon,  Ga . 

(NA) 

(NA) 

(na) 

Duluth,  Minn. -Superior,  Wis . 

-4 

-12 

-1 

Minneapolis,  Minn . 

-3 

+  2 

0 

Oakland-Berkeley,  Calif . 

-4 

-19 

Memphis,  Tenn . 

-9 

-14 

-5 

Miami,  Fla . 

-4 

+2 

+  5 

Portsmouth,  Ohio . 

-1 

-6 

+5 

Milwaukee,  Wis . 

(NA) 

(na) 

(NA) 

Rome,  Ga . 

+  1 

+5 

+  5 

Mobile,  Ala . 

-8 

-3 

-1 

St.  Paxil,  Minn . 

+6 

+  1 

+  10 

New  Orleans,  La . 

-6 

+  10 

+8 

San  Francisco,  Calif . 

-8 

-25 

Note:  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 
(NA)  Not  available. 

1  Hie  breakdown  shown  does  not  include  all  portions  of  the  area. 


Table  12.  — ESTIMATED  END-OF-MONTII  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 
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1965 

1964 

Percent 

change, 

Feb.  1965 
from — 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Feb. 

1964 

Jan. 

1965 

Data 

NOT  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

r 

United  States,  total  . 

16.401 

15.890 

14.393 

14,557 

14,853 

15.384 

15,296 

15,463 

15,519 

15,689 

15,729 

■  .  1 

16,929 

+10 

-3 

Durable-goods  stores,  total. . . 

6, 627 

6,538 

6,083 

6,131 

6,218 

6, 491 

6, 647 

6,691 

6, 724 

6, 833 

6,799 

6, 646 

6,885 

+7 

-1 

Nondurable-goods  stores,  total1* . 

9,774 

9,352 

8,310 

8, 426 

8,  635 

8,393 

8,649 

8,772 

8,795 

8,856 

8,930 

9,167 

10,044 

+13 

-4 

Food  group . 

352 

347 

346 

344 

336 

335 

338 

351 

365 

368 

355 

340 

361 

0 

-1 

Grocery  stores . 

287 

284 

283 

290 

282 

286 

291 

297 

299 

308 

296 

284 

302 

0 

-1 

Eating  and  drinking  places . 

130 

135 

85 

86 

87 

89 

91 

78 

81 

79 

96 

104 

129 

+59 

+4 

General  merchandise  group1* . 

Department  stores  and  dry  goods,  general 

6,294 

5,937 

4,993 

5,014 

5,127 

5,308 

5,239 

5,459 

5,521 

5,593 

5,640 

5,812 

6,478 

+19 

-6 

merchandise  stores1* . 

5,063 

4,731 

3,942 

3,963 

4,080 

4, 195 

4, 190 

4,365 

4,414 

4,470 

4,  506 

4, 604 

5,216 

+20 

-7 

Department  stores1* . 

4,  503 

4, 194 

3,488 

3,526 

3, 633 

3,735 

3, 728 

3,862 

3,908 

3,962 

4,002 

4,077 

4, 638 

+20 

-7 

Mail  order  houses  (department  store  mdse.)1*. 

1,014 

994 

875 

884 

881 

928 

865 

890 

911 

910 

930 

967 

1,027 

+14 

-2 

Apparel  group . 

1,206 

1,103 

962 

986 

936 

1,006 

994 

1,000 

1,007 

1,044 

1,083 

1,110 

1,325 

+15 

-9 

Women's  ready-to-wear  stores . 

508 

472 

424 

459 

465 

457 

438 

419 

422 

442 

464 

470 

575 

+11 

-7 

Furniture  and  appliance  group . 

2,520 

2,452 

2, 143 

2, 101 

2,055 

2, 104 

2,111 

2,202 

2, 251 

2,31? 

2,323 

2,316 

2,523 

+14 

-3 

Furniture,  home  furnishings  stores . 

1,900 

1,832 

1,620 

1,577 

1,556 

1,587 

1,595 

1,696 

1,760 

1,781 

1,783 

1,77C 

1,  896 

+13 

-4 

Furniture  stores . 

1,705 

1,643 

1, 457 

1,411 

1,405 

1,442 

1,434 

1,546 

1,606 

1,615 

1,601 

1,595 

1,708 

+13 

-4 

Household  appliance,  TV,  radio  stores . 

620 

620 

523 

524 

499 

517 

516 

506 

491 

531 

540 

538 

627 

+19 

0 

Household  appliance  dealers . 

538 

539 

459 

461 

437 

457 

452 

446 

431 

438 

452 

460 

539 

+17 

0 

Lumber,  building,  hardware,  farm  equip,  group. 

1,631 

1,604 

1,631 

1,682 

1,  810 

1,960 

1,968 

1,965 

1,940 

1,948 

1,984 

1,824 

1,684 

-2 

-2 

Lumberyards,  building  materials  dealers2... 

1, 155 

1,122 

1,185 

1,  201 

1,309 

1,384 

1,356 

1,356 

1,355 

1,365 

1,392 

1,301 

1,180 

-5 

-3 

Lumber  yards . 

824 

798 

873 

857 

945 

1,003 

963 

965 

960 

965 

985 

910 

829 

-9 

-3 

Automotive  group . 

1,493 

1,503 

1,442 

1,460 

1,488 

1,553 

1,610 

1,590 

1,614 

1, 630 

1,539 

1,563 

1,602 

+4 

+1 

Passenger  car  dealers3 . 

1,012 

1,022 

955 

954 

997 

1,002 

1,005 

936 

1,031 

1,052 

992 

1,015 

1,044 

+7 

+1 

Passenger  car  dealers  (franchised) . 

939 

950 

881 

887 

909 

920 

930 

912 

956 

980 

919 

936 

972 

+8 

+1 

Tire,  battery,  accessory  dealers . 

430 

432 

460 

472 

465 

521 

571 

552 

528 

517 

497 

503 

510 

-6 

0 

Gasoline  service  stations . 

441 

439 

439 

461 

457 

465 

470 

460 

461 

458 

460 

460 

443 

0 

0 

Other  retail  stores . 

2,334 

2, 370 

2,352 

2,423 

2, 507 

2,564 

2,475 

2,358 

2,279 

2,257 

2,249 

2, 284 

2,383 

+1 

+2 

CHARGE  ACCOUNTS 

United  States,  total  . 

7,703 

7,458 

7,126 

7,221 

7,431 

7,718 

7,594 

7,535 

7,502 

7,555 

7,584 

7,611 

8,025 

+5 

-3 

Durable-goods  stores,  total . 

3,500 

3,465 

3,224 

3,268 

3,399 

3,582 

3,657 

3,670 

3,653 

3,720 

3,706 

3,617 

3,644 

+7 

-1 

Nondurable-goods  stores,  total  . 

4,203 

3,993 

3,902 

3,953 

4,032 

4,136 

3,937 

3,865 

3,849 

3,835 

3,878 

3,994 

4,381 

+2 

-5 

Food  group . 

343 

340 

334 

333 

326 

322 

325 

337 

353 

356 

344 

331 

353 

+2 

-1 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,130 

965 

958 

916 

905 

959 

928 

965 

956 

951 

972 

1,015 

1,240 

+1 

-15 

merchandise  stores . 

1,044 

883 

871 

835 

823 

868 

824 

848 

846 

838 

867 

909 

1,145 

+1 

-15 

Department  stores . 

896 

744 

765 

721 

705 

751 

708 

718 

717 

697 

732 

764 

983 

-3 

-17 

Apparel  group . 

867 

781 

666 

689 

694 

708 

705 

702 

714 

748 

780 

810 

972 

+17 

-10 

Furniture  and  appliance  group . 

828 

804 

648 

639 

634 

655 

669 

716 

729 

767 

784 

788 

854 

+24 

-3 

Furniture,  home  furnishings  stores . 

607 

587 

466 

461 

478 

496 

508 

556 

579 

615 

621 

617 

625 

+26 

-3 

Lumber,  building,  hardware,  farm  equip,  group. 

1,465 

1,451 

1,452 

1,490 

1,625 

1,760 

1,775 

1,770 

1,751 

1,741 

1,785 

1,652 

1,516 

0 

-1 

lumber  yards,  building  materials  dealers2... 

1,106 

1,072 

1,136 

1,146 

1,252 

1,328 

1,308 

1,297 

1,289 

1,290 

1,320 

1,250 

1,130 

-6 

-3 

Lumber  yards . 

793 

767 

840 

822 

910 

970 

936 

932 

921 

919 

942 

884 

801 

-9 

-3 

Automotive  group . 

915 

921 

858 

849 

855 

899 

915 

891 

893 

921 

864 

88  0 

928 

+7 

+1 

Passenger  car  dealers  (franchised) . 

666 

674 

620 

607 

624 

632 

637 

613 

624 

652 

612 

642 

685 

+9 

+1 

Gasoline  service  stations . 

429 

431 

430 

447 

444 

452 

457 

449 

451 

449 

450 

451 

433 

0 

0 

INSTALLMENT  ACCOUNTS 

United  States,  total1* . 

8,698 

8,432 

7,267 

7,336 

7,422 

7,666 

7,702 

7,928 

8,017 

8,134 

8, 145 

8,202 

8,904 

+16 

-3 

Durable-goods  stores,  total . 

3,127 

3,073 

2,859 

2,863 

2,819 

2,909 

2,990 

3,021 

3,071 

3,113 

3,093 

3,029 

3,241 

+7 

-2 

Nondurable-goods  stores,  total1* . 

5,571 

5,359 

4,408 

4,473 

4,603 

4,757 

4,712 

4,907 

4,946 

5,021 

5,052 

5,173 

5,663 

+22 

-4 

General  merchandise  groupT . 

Department  stores  and  dry  goods,  general 

5,164 

4,972 

4,035 

4,098 

4,222 

4,349 

4,311 

4,494 

4,565 

4,642 

4,668 

4,797 

5,238 

+23 

-4 

merchandise  stores1* . 

4,019 

3,848 

3,071 

3,128 

3,257 

3,327 

3,366 

3,517 

3,568 

3,632 

3,639 

3,695 

4,071 

+25 

-4 

Department  stores T . 

3,607 

3,450 

2,723 

2,805 

2,928 

2,984 

3,020 

3,144 

3,191 

3,265 

3,270 

3,313 

3,655 

+27 

-4 

Apparel  group . 

339 

322 

296 

297 

292 

298 

289 

298 

293 

296 

303 

300 

353 

♦9 

-5 

Furniture  and  appliance  group . 

1,692 

1,648 

1,495 

1,462 

1,421 

1,449 

1,442 

1,486 

1,522 

1,545 

1,539 

1,528 

1,669 

+10 

-3 

Furniture,  home  furnishings  stores . 

1,293 

1,245 

1,154 

1,116 

1,078 

1,091 

1,087 

1,140 

1,181 

1,166 

1,162 

1,161 

1,271 

+8 

-4 

Household  appliance,  TV,  radio  stores . 

399 

403 

341 

346 

343 

358 

355 

345 

341 

379 

377 

367 

399 

♦18 

♦1 

Lumber,  building,  hardware,  farm  equip,  group. 

166 

153 

179 

192 

185 

200 

193 

195 

189 

207 

199 

172 

168 

-15 

-8 

Automotive  group . 

578 

582 

584 

611 

633 

654 

695 

699 

721 

709 

675 

683 

674 

0 

♦1 

Tire,  battery,  accessory  dealers . 

243 

245 

265 

271 

278 

300 

344 

339 

325 

319 

303 

314 

322 

-8 

♦1 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  conroercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  Included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and 
year-to-year  percentage  changes.  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  22,  page  17. 
r  Revised  data:  January  through  December  1964. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

*  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  3tores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 
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Table  12.— ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS— Continued 

(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Percent 

change, 

Feb.  1965 
from — 

Jan. 

Feb.1 

Feb . 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

Feb. 

1964 

Jan. 

1965 

Data  ADJUSTED  for 

seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total1* . 

16,038 

16,425 

L4 , 889 

14,988 

15,088 

15,355 

15,270 

15, 596 

15,626 

L5, 854 

15,767 

15,732 

15,798 

+10 

+2 

Durable-goods  stores,  total...  j, . 

6,823 

6,973 

6,493 

6,471 

6,412 

6,508 

6,542 

6,511 

6,501 

6,678 

6,607 

6,528 

6,696 

+7 

+2 

Nondurable-goods  stores,  total  . 

9,215 

9,452 

8,396 

8,517 

8,676 

8,847 

8,728 

9,085 

9,125 

9,176 

9,160 

9,204 

9,102 

+13 

+3 

Food  group . 

357 

358 

357 

351 

351 

341 

341 

349 

349 

355 

348 

342 

350 

0 

0 

General  merchandise  group1* . 

5,797 

5,995 

5,039 

5,132 

5,252 

5,395 

5,384 

5,666 

5,743 

5,764 

5,772 

5,794 

5,727 

+19 

+3 

Department  stores1* . 

4,085 

4,242 

3,525 

3,617 

3,730 

3,811 

3,800 

4,015 

4,074 

4,105 

4,099 

4,100 

4,088 

+20 

+4 

Mail  order  houses  (department  store  mdse.)1*. 

978 

1,017 

896 

903 

899 

931 

887 

922 

931 

920 

930 

934 

945 

+14 

+4 

Apparel  group . 

1,102 

i,m 

968 

974 

993 

1,043 

1,040 

1,118 

1,112 

1,086 

1,086 

1,099 

1,090 

+15 

+1 

Women's  ready-to-wear  stores . 

477 

481 

430 

437 

448 

460 

461 

481 

476 

460 

466 

466 

479 

+12 

+1 

Furniture  and  appliance  group . 

2,461 

2,454 

2,145 

2,146 

2,101 

2,097 

2,117 

2,266 

2,281 

2,340 

2,321 

2,300 

2,365 

+14 

0 

Furniture,  home  furnishings  stores . 

1,841 

1,833 

1,620 

1,610 

1,594 

1,585 

1,612 

1,754 

1,782 

1,787 

1,780 

1,769 

1,776 

+13 

0 

Furniture  stores . 

1,630 

1,640 

1,457 

1,430 

1,441 

1,436 

1,440 

1,592 

1,611 

1,633 

1,620 

1,618 

1,602 

+13 

+1 

Household  appliance,  TV,  radio  stores . 

620 

621 

525 

536 

507 

512 

505 

512 

499 

553 

541 

531 

589 

+18 

0 

Household  appliance  dealers . 

541 

541 

461 

465 

450 

453 

441 

441 

438 

456 

457 

454 

509 

+17 

0 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,841 

1,850 

1,883 

1,892 

1,889 

1,952 

1,914 

1,806 

1,749 

1,789 

1,805 

1,757 

1,780 

-2 

0 

Lumber  yards,  building  materials  dealers2... 

1,283 

1,284 

1,356 

1,376 

1,374 

1,392 

1,355 

1,267 

1,227 

1,256 

1,255 

1,207 

1,225 

-5 

0 

Lumber  yards . 

923 

913 

999 

997 

991 

1,004 

937 

886 

863 

88  6 

900 

859 

865 

-9 

-1 

Automotive  group . 

1,546 

1,616 

1,551 

1,524 

1,506 

1,535 

1,559 

1,521 

1,590 

1,641 

1,501 

1,538 

1,566 

+4 

+5 

Passenger  car  dealers  (franchised) . 

965 

1,022 

946 

919 

904 

908 

916 

881 

959 

1,002 

885 

919 

942 

+8 

+6 

Tire,  battery,  accessory  dealers . 

453 

466 

496 

501 

494 

520 

536 

513 

504 

500 

498 

497 

504 

-6 

+3 

Gasoline  service  stations . 

455 

467 

467 

469 

457 

454 

452 

453 

450 

458 

448 

448 

467 

0 

+3 

CHARGE  ACCOUNTS 

United  States,  total . 

7,776 

7,867 

7,508 

7,521 

7,528 

7,588 

7,555 

7, 576 

7,492 

7,593 

7,464 

7,462 

7,555 

+5 

+1 

Durable-goods  stores,  total . 

3,739 

3, 850 

3,582 

3,564 

3,515 

3,561 

3,  582 

3,529 

3,466 

3,577 

3,454 

3,468 

3,615 

+7 

+3 

Nondurable-goods  stores,  total. . 

4,037 

4,017 

3,926 

3,957 

4,013 

4,027 

3,973 

4,047 

4,026 

4,016 

4,010 

3,994 

3,940 

+2 

0 

General  merchandise  group . 

1,007 

952 

947 

946 

971 

971 

972 

1,052 

1,047 

1,003 

1,023 

997 

923 

+1 

-5 

Department  stores . 

779 

732 

754 

753 

774 

766 

754 

793 

792 

746 

773 

747 

739 

-3 

-6 

Apparel  group . 

790 

796 

678 

681 

702 

744 

748 

799 

806 

778 

779 

783 

769 

+17 

+1 

Furniture  and  appliance  group . 

814 

818 

657 

663 

646 

658 

670 

754 

748 

785 

766 

767 

772 

+25 

0 

Furniture,  home  furnishings  stores . 

597 

605 

479 

486 

480 

492 

512 

587 

590 

610 

603 

605 

577 

+26 

+1 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,670 

1,699 

1,700 

1,709 

1,707 

1,743 

1,727 

1,625 

1,570 

1,590 

1,599 

1,578 

1,603 

0 

+2 

Lumber  yards,  building  materials  dealers2... 

1,240 

1,241 

1,315 

1,326 

1,318 

1,337 

1,303 

1,208 

1,161 

1,181 

1,184 

1,154 

1,175 

-6 

0 

Lumber  yards . 

898 

888 

973 

966 

962 

972 

906 

853 

823 

839 

854 

830 

839 

-9 

-1 

Automotive  group . 

936 

983 

917 

886 

865 

875 

891 

865 

891 

938 

827 

864 

916 

+7 

+5 

Passenger  car  dealers  (franchised) . 

670 

709 

652 

626 

616 

618 

628 

605 

630 

676 

592 

630 

675 

+9 

+6 

Gasoline  service  stations . 

444 

457 

456 

456 

444 

441 

440 

443 

438 

449 

437 

440 

457 

0 

+3 

INSTALMENT  ACCOUNTS 

United  States,  total . 

8,262 

8,558 

7,382 

7,467 

7,561 

7,767 

7,715 

8, 020 

8, 134 

8,  261 

8,303 

8,  269 

8,243 

+16 

+4 

Durable -goods  stores,  total . 

3,084 

3,123 

2,911 

2,907 

2,897 

2, 947 

2,960 

2,982 

3,035 

3,101 

3,153 

3,060 

3,081 

+7 

+1 

Nondurable-goods  stores,  total . 

5,178 

5,435 

4,471 

4,560 

4, 664 

4,820 

4,755 

5,038 

5,099 

5,160 

5,150 

5,209 

5,162 

+22 

+5 

General  merchandise  group . 

4,790 

5,043 

4,092 

4, 186 

4,282 

4,424 

4,412 

4, 614 

4,696 

4,761 

4,749 

4,797 

4,753 

+23 

+5 

Department  stores . 

3,306 

3,510 

2,770 

2,865 

2,958 

3,045 

3,047 

3,221 

3,283 

3,359 

3,327 

3,353 

3,347 

+27 

+6 

Apparel  group . 

312 

315 

290 

293 

291 

299 

292 

319 

306 

308 

307 

316 

321 

+9 

+1 

Furniture  and  appliance  group . 

1,647 

1,636 

1,487 

1,478 

1,458 

1,439 

1,450 

1,512 

1,533 

1,559 

1,561 

1,535 

1,585 

+10 

-1 

Furniture,  home  furnishings  stores . 

1, 244 

1,228 

1,141 

1,124 

1,114 

1,093 

1,100 

1,167 

1,192 

1,177 

1,177 

1,164 

1,199 

+8 

-1 

Household  appliance,  TV,  radio  stores . 

403 

408 

346 

354 

344 

346 

350 

345 

341 

382 

384 

371 

386 

+18 

+1 

Automotive  group . 

610 

633 

634 

638 

641 

660 

668 

656 

699 

703 

674 

674 

650 

0 

+4 

Tire,  battery,  accessory  dealers . 

250 

256 

276 

286 

293 

312 

325 

319 

306 

307 

316 

312 

314 

-7 

+2 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to-month  and 
year-to-year  percentage  changes.  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  22,  page  17. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores, 
r  Revised  data:  January  through  December  1964. 


Table  13.— ESTIMATED  END-OF -MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 
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Kind  of  business 

1965 

1964 

Percent 

change, 

Feb.  1965 
from — 

Jan. 

Feb.1 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Feb. 

1964 

Jan. 

1965 

Data  NOT  ADJUSTED  for  seasonal  variations 

and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total1* . 

6,362 

6,121 

5,282 

6,300 

5,392 

5,564 

5,624 

5,624 

5,667 

5,782 

5,881 

6,021 

6,651 

+  16 

-4 

Durable-goods  stores,  total . 

1,197 

1,193 

1,153 

1,152 

1,159 

1, 200 

1,262 

1, 257 

1,257 

1,  286 

1, 302 

1,  278 

1,  290 

+  3 

0 

Nondurable-goods  stores,  total1* . 

5,165 

4,928 

4,129 

4,148 

4,  233 

4,364 

4,362 

4,367 

4,410 

4,496 

4,579 

4,743 

5,361 

+  19 

-5 

General  merchandise  group1* . 

4,649 

4,441 

3,703 

3,717 

3,810 

3, 936 

3, 925 

3,930 

3,982 

4, 051 

4,114 

4,273 

4,823 

+  20 

-4 

Department  stores  and  dry  goods,  general 

merchandise  storesr  . 

3,  845 

3,656 

3,035 

3,048 

3,146 

3,208 

3,229 

3,240 

3,  290 

3,  352 

3,402 

3,510 

3,994 

+  20 

-5 

Department  stores1* . 

3,451 

3, 276 

2,690 

2,734 

2,823 

2, 879 

2,899 

2,908 

2,948 

3, 007 

3,052 

3,142 

3,585 

+  22 

-5 

Apparel  group . 

315 

285 

247 

250 

253 

248 

257 

260 

247 

251 

272 

278 

337 

+  15 

-10 

Furniture  and  appliance  group . 

397 

393 

368 

374 

358 

361 

358 

364 

368 

377 

382 

381 

392 

+7 

-1 

Tire,  battery,  accessory  dealers . 

274 

276 

268 

273 

283 

302 

338 

345 

336 

337 

335 

337 

341 

+  3 

+  1 

CHARGE  ACCOUNTS 

United  States,  total . 

1,073 

980 

983 

956 

940 

995 

1,012 

991 

972 

981 

1,022 

1,021 

1, 163 

0 

-9 

Durable-goods  stores,  total . 

298 

293 

290 

290 

305 

313 

336 

338 

335 

344 

346 

335 

313 

+  1 

-2 

Nondurable- goods  stores,  total . 

775 

687 

693 

666 

635 

682 

676 

653 

637 

637 

676 

686 

850 

-1 

-11 

General  merchandise  group . 

432 

361 

411 

381 

360 

401 

391 

368 

350 

339 

365 

373 

497 

-12 

-16 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

394 

325 

371 

342 

321 

355 

335 

314 

301 

292 

317 

328 

455 

-12 

-18 

Department  stores . 

367 

301 

344 

315 

293 

326 

306 

285 

271 

267 

293 

303 

424 

-12 

-18 

Apparel  group . 

155 

136 

116 

118 

118 

119 

124 

125 

122 

120 

132 

134 

166 

+  17 

-12 

Furniture  and  appliance  group . 

47 

49 

44 

44 

42 

39 

41 

42 

40 

45 

47 

43 

44 

+  11 

+4 

INSTALIMENT  ACCOUNTS 

United  States,  total . 

5,289 

5,141 

4,299 

4,344 

4,452 

4,569 

4,612 

4,633 

4,695 

4,801 

4,859 

5,000 

5,488 

+  20 

-3 

Durable-goods  stores,  total . 

899 

900 

863 

862 

854 

887 

926 

919 

922 

942 

956 

943 

977 

+4 

0 

Nondurable-goods  stores,  total . 

4,390 

4,  241 

3,436 

3,482 

3,598 

3,682 

3,686 

3,714 

3,773 

3,859 

3, 903 

4,057 

4,511 

+  23 

-3 

General  merchandise  group . 

4,  217 

4,080 

3,292 

3,336 

3,450 

3,535 

3,534 

3, 562 

3,632 

3,712 

3,749 

3,900 

4,326 

+  24 

-3 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,451 

3,331 

2,664 

2,706 

2,825 

2, 853 

2,894 

2,926 

2, 989 

3,060 

3,085 

3,182 

3,539 

+  25 

-3 

Department  stores . 

3,084 

2, 975 

2,346 

2,419 

2,530 

2,553 

2,593 

2,623 

2,677 

2,740 

2,759 

2,839 

3,161 

+  27 

-4 

Apparel  group . 

160 

149 

131 

132 

135 

129 

133 

135 

125 

131 

140 

144 

171 

+  14 

-7 

Furniture  and  appliance  group . 

350 

344 

324 

330 

316 

322 

317 

322 

328 

332 

335 

338 

348 

+6 

-2 

Data  ADJUSTED  for  seasonal 

variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total1* . 

5,926 

6,212 

5,368 

5,432 

5,530 

5,659 

5,714 

5,798 

5,797 

5,888 

5,971 

5,995 

6,027 

+  16 

♦  5 

Durable -goods  stores,  total . 

1, 205 

1, 240 

1, 201 

1,194 

1, 194 

1,220 

1,260 

1,238 

1,219 

1,  254 

1, 290 

1,257 

1,258 

+  3 

+  3 

Nondurable-goods  stores,  total1* . 

4,721 

4,972 

4, 167 

4,  238 

4,336 

4,439 

4,454 

4,560 

4,578 

4,634 

4,681 

4,738 

4,769 

+  19 

♦  5 

General  merchandise  groupr . 

4,  237 

4,480 

3,734 

3,814 

3,909 

4,016 

4,022 

4,105 

4,126 

4,165 

4,199 

4,264 

4,295 

+  20 

+6 

Department  stores  r. . 

3,110 

3, 310 

2,714 

2,796 

2,884 

2,947 

2,972 

3,033 

3,054 

3, 105 

3,122 

3,167 

3, 198 

+  22 

+6 

Apparel  group . 

286 

282 

244 

249 

252 

253 

261 

283 

273 

271 

282 

284 

274 

+  16 

-1 

Furniture  and  appliance  group . 

394 

361 

368 

375 

363 

365 

363 

365 

372 

382 

381 

378 

374 

-2 

-8 

Tire,  battery,  accessory  dealers . 

285 

291 

283 

291 

297 

308 

322 

323 

318 

322 

343 

337 

333 

+  3 

♦  2 

CHARGE  ACCOUNTS 

United  States,  total, . 

1,015 

1,010 

1,012 

991 

997 

1,008 

1,027 

1,036 

1,000 

994 

1,022 

997 

1,013 

0 

0 

Durable-goods  stores,  total . 

325 

335 

331 

317 

317 

319 

331 

324 

311 

321 

316 

316 

316 

♦  1 

♦3 

Nondurable-goods  stores,  total; . 

690 

675 

681 

674 

680 

689 

696 

712 

689 

673 

706 

681 

697 

-1 

-2 

General  merchandise  group . 

368 

349 

399 

397 

404 

412 

412 

418 

386 

354 

382 

364 

382 

-13 

-5 

Department  stores . . . 

309 

290 

332 

328 

332 

335 

330 

327 

303 

284 

308 

295 

315 

-13 

-6 

Apparel  group . 

140 

135 

115 

119 

118 

121 

125 

132 

139 

131 

136 

140 

132 

+  17 

-4 

Furniture  end  appliance  group . 

51 

48 

44 

46 

41 

41 

41 

40 

41 

46 

45 

43 

41 

♦  9 

-6 

INSTALLMENT  ACCOUNTS 

• 

United  States,  total . 

4,911 

5,202 

4,355 

4,441 

4,533 

4,650 

4,686 

4,763 

4,798 

4,895 

4,948 

4,998 

5,013 

+  19 

♦6 

Durable-goods  stores,  total . 

880 

905 

870 

877 

877 

901 

929 

914 

908 

933 

974 

941 

942 

♦4 

♦  3 

Nondurable-goods  stores,  total, . 

4,031 

4,297 

3,485 

3,564 

3,656 

3,749 

3,757 

3,849 

3,890 

3,962 

3,974 

4,057 

4,071 

♦  23 

♦7 

General  merchandise  group . 

3,869 

4,130 

3,335 

3,41? 

3, 506 

3,603 

3,610 

3,687 

3,740 

3,811 

3,818 

3,900 

3,911 

+  24 

♦7 

Department  stores . 

2,801 

3,020 

2,382 

2,46? 

2,553 

2,613 

2,643 

2,707 

2,751 

2,822 

2,81b 

2,871 

2, 881 

♦  27 

♦8 

Apparel  group . 

146 

147 

129 

IX 

134 

1 

136 

151 

134 

140 

146 

144 

142 

♦  14 

♦  1 

Furniture  and  appliance  group . 

343 

313 

324 

32< 

322 

324 

322 

325 

331 

336 

336 

335 

333 

-3 

-9 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to- month  and 
year-to-year  percentage  changes.  Sampling  variabilities  are  shown  in  table  21,  page  16. 
r  Preliminary  estimates,  see  Explanatory  Materials,  page  21. 

Revised  data:  January  through  December  1964. 
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Table  14.—  ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month-to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable -goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1 .4 

1.3 

1.3-1 .4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5.8-6  .3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6. 5 

5.7 

5.3-6 .0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2 .4 

2.3 

2. 2-2 .4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0.5-1 .3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3 .2 

3.1 

2. 9-3. 2 

3.0 

0.5-1. 2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1 .4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1 .9 

0.9 

Men's,  boys'  wear  stores . 

5.4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6 .3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3.7 

3.2 

0.8-1 .2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3 .2-4 .0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3.8-4 .0 

4.0 

0.9-2 .0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4.0--;  .3 

4.2 

3 .7-4 .0 

3.9 

1.6-2 .3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6.0-9 .9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3.1-3 .4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4  .3 

4.1 

3.8-4 .2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5 .3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2.3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2.4-3 .2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2.5-2 .9 

2.9 

2.4-2 .9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and 
trading  day  differences,  for  the  months  of  January  through  May  1960.  For  the  month-to-month  percent  change  in  sales,  the  ranges  of  sampling  error  are  based 
on  unadjusted  data  for  January  through  June  1960. 

(Z)  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the 
previous  month.  (See  Explanatory  Material,  page  21.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  2 
months. 


Table  15.—  ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  THE  SALES  OF  RETAIL  STORES  FOR  2  CONSECUTIVE  MONTHS: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

Fruit  stores,  vegetable  markets . . 

1.4-6. 6 

3.7 

Fuel,  fuel  oil  dealers . 

1.2-3. 5 

2.8 

1.7-3  .4 

2.7 

1. 9-8.1 

3.1 

2. 0-3.0 

2.6 

1.6-5. 9 

4.6 

Men's,  boys'  clothing  stores . 

1. 8-3.1 

2.5 

Jewelry  stores* . 

2.6-3 .6 

3.2 

Men's,  boys'  furnishings  stores . 

3. 0-5. 9 

3.6 

Florists . 

3. 0-7. 8 

4.6 

Women's  apparel,  accessory,  specialty  stores . 

3. 1-5. 9 

4.1 

Book  stores . 

2.2-10.3 

5.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

6.1 

3. 7-7 .4 

6.0 

2. 3-8. 6 

4.8 

3.7 

Paint,  glass,  wallpaper  stores . 

2 .0-4.8 

4.4 

Heating,  plumbing  equipment  dealers . 

5. 0-9. 5 

8.3 

Optical  goods  stores . 

1.4-6. 7 

3.1 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

Note:  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unad justed  final  estimate  for 
the  previous  month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  22.  The  ranges  of  sampling 
error  shown  above  are  based  on  the  month-to-month  percent  change  in  sales  of  the  unad justed  data  for  January  through  June  1960. 
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Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges  in  Tables  16-20 
Dollar  volume  sales  and  percent  change  from  the  same  month  a  year  ago1  Percent  change  over  2  consecutive  months2 

A  =  0  to  3.5$,  B  =  3.6  to  7.0$,  C  -  7.1  to  10.5$.  a  =  0  to  1.5$,  b  =  1.6  to  3.0$,  c  -  3.1  to  4.5$. 

1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling  variability  of  the  year-to-year  percent  change  for  2  or  more 
months  combined  have  not  been  computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for  the  previous  month.  Sampling  variability  based  on  final 

stimates  for  2  consecutive  months  is  somewhat  higher. _ 


Table  16 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  REGIONS  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Dollar  volume  estimates 

Percent  change  from  same 
month  a  year  ago 

Month-to-month  percent  change  over 

2  consecutive  months 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable -goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group .  . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

C 

A 

c 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

B 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

B 

A 

B 

A 

A 

3 

a 

b 

a 

a 

b 

Table  17 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

— n — 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

t1) 

A 

B 

t1) 

C 

C 

C 

B 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

B 

A 

A 

B 

B 

B 

B 

B 

General  merchandise  group . 

C 

A 

A 

B 

A 

B 

B 

B 

C 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

c 

B 

B 

C 

B 

C 

C 

B 

C 

Percent  change  from 

same  month 

year  ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

- FI — 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

(l) 

A 

A 

t1) 

B 

B 

B 

A 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

C 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

c 

B 

B 

C 

B 

C 

•c 

B 

C 

Percent  change  over 

consecutive  months 

Total . 

b 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

— ft— 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

tl) 

a 

a 

t1) 

a 

b 

a 

a 

Eating  and  drinking  places.. . 

a 

a 

b 

b 

b 

c 

b 

b 

a 

GAF,  total . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

c 

Apparel  group . 

b 

a 

a 

b 

b 

a 

a 

c 

b 

Gasoline  service  stations . 

b 

a 

a 

b 

a 

a 

c 

b 

a 

Drug  and  proprietary  stores . 

b 

b 

a 

a 

b 

a 

c 

c 

a 

(l)  Estimates  for  food  store  sales  omitted  because  food  firms 
company  totals  only.  (See  page  19,  "Group  II  Organizations.") 


accounting  for  more  than  30$  of  food  store  sales  in  these  geographic  divisions  have  reported 
(2)  More  than  10.5  percent.  (3)  More  than  4.5  percent. 


State 


California. . . . 

Florida . 

Illinois . 

Indiana . 

Massachusetts . 

Michigan . 

Minnesota . 

Missouri . 

New  Jersey. . . . 

New  York . 

North  Carolina 

Ohio . 

Pennsylvania . . 

Texas . 

Wisconsin . 


Table  H.— fl.TlK'.TED  iv'-NGr.  OF  SAMPLING  VA-  IAP I  LIT  V  rU.  .i  '[  KH-  L\- 


Dollar  volume 
sales  estimates 

Percent  change  from 
same  month  a  year  ago 

Percent  change  over 

2  consecutive  months 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

B 

B 

B 

B 

B 

B 

a 

a 

a 

B 

B 

C 

B 

B 

C 

a 

b 

b 

B 

B 

B 

A 

B 

B 

a 

a 

a 

B 

B 

C 

B 

B 

C 

b 

0 

c 

B 

B 

C 

B 

B 

C 

b 

a 

a 

B 

B 

B 

B 

B 

B 

a 

a 

b 

B 

C 

B 

B 

C 

B 

a 

b 

a 

B 

B 

B 

B 

B 

B 

a 

a 

a 

B 

B 

B 

B 

B 

B 

b 

a 

a 

B 

A 

A 

A 

A 

A 

a 

a 

a 

B 

C 

B 

B 

C 

B 

a 

b 

b 

B 

B 

C 

B 

B 

C 

a 

a 

a 

B 

A 

A 

A 

A 

A 

Q 

a 

a 

B 

B 

B 

B 

P 

D 

a 

a 

b 

B 

C 

B 

B 

C 

B 

a 

a 

!i 
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Table  39 . — ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND 

STANDARD  CONSOLIDATED  AREAS 


Area 

Dollar  volume 
sales  estimates 

Percent  change  from  same 
month  a  year  ago 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

B 

B 

B 

New  York- Northeastern  New  Jersey . 

B 

B 

B 

B 

Standard  Metropolitan  Statistical  Areas 

Detroit,  Mich . 

B 

B 

B 

B 

Los  Angeles-Long  Beach,  Calif . 

B 

B 

B 

B 

New  York,  N.Y . 

Philadelphia,  Pa.-N.J . 

B 

B 

B 

B 

Table  20 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  RETAIL  SALES  FOR  2  CONSECUTIVE  MONTHS, 
BY  SPECIFIED  STANDARD  METRO POLITSN  STATISTICAL  AREAS 


Area 

Percent  change  over  2 
consecutive  months 

Area 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Detroit,  Mich . 

b 

b 

Houston,  Tex . . 

a 

b 

Chicago,  Ill .-Northwestern  Indiana . 

a 

b 

Kansas  City,  Mo. -Kansas . 

b 

a 

New  York-Northeastern  New  Jersey . 

a 

a 

Los  Angeles-Long  Beach,  Calif . 

a 

b 

Minneapolis -St.  Paul,  Minn . 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Newark,  N.J . 

New  York,  N.Y . 

b 

a 

b 

a 

Paterson-Clif ton-Passe ic,  N.J . 

b 

a 

Baltimore,  Mi . 

b 

b 

Philadelphia,  Pa.-N.J . 

b 

b 

Boston,  Mass . 

a 

b 

Pittsburgh,  Pa . 

b 

a 

Buffalo,  N.Y . 

a 

b 

St.  Louis,  Mo. -Ill . 

b 

b 

Chicago,  Ill . 

a 

b 

San  Franc isco-Oakland,  Calif . 

a 

a 

Cleveland,  Ohio . 

a 

a 

Seattle,  Wash . 

b 

a 

Dallas,  Texas . 

a 

b 

Washington,  D.C.-Md.-Va . 

a 

a 

Table  21.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 

percent 

change 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0. 2-0.4 

0.3 

0. 2-0.4 

0.3 

(2) -0.1 

0.1 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(2) -0.2 

0.1 

00 

0.4 

(X) 

0.4 

(X) 

(z) 

0. 3-0.4 

0.4 

0. 3-0.4 

0.4 

(2) -0.1 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

1.8-2. 2 

2.0 

1.8-1. 9 

1.9 

0. 2-0.5 

0.4 

0.8-1. 3 

1.0 

0. 9-1.4 

1.0 

(2) -0.1 

0.1 

1. 2-1.5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

2.7 -2.8 

2.7 

2. 6-2. 7 

2.7 

0.5-0. 8 

0.6 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0.3-0. 9 

0.3 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

0. 7-1.1 

0.9 

(X) 
0.3-0. 5 

0.8 

(2) -1.4 
(2)-0.1 
0.3-0. 7 

(Z) 

0.3-0 .4 

0.4 

0.4 

(Z) 

0.7 

3. 7-4.4 

4.0 

3. 7-3. 8 

3.8 

3. 1-3.7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0. 3-0.4 

0.3 

(Z)-0.2 

0.1 

0. 9-1.4 

1.1 

0. 9-1.4 

1.1 

0.1-0. 2 

0.1 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(2) -0.2 
(Z)-0.3 
(Z)-0.1 
(Z)-0.5 
(X) 

0.1 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z) 

0.1 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

0.2-0. 3 

0.2 

0 . 2-0 . 3 

0.2 

(Z) 

0.2 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(Z) 
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Table  22 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1 .4-1.6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0. 5-0.6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Food  group . 

4. 0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

Grocery  stores . 

3. 7-4.6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2.2-6 .6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Department  stores . 

1. 9-3.0 

2.1 

1. 7-3.0 

2.1 

0.2-1. 1 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

Women's  ready-to-wear  stores . 

6.8-7 .2 

7.2 

4. 8-7. 3 

6.8 

1.2-5  .4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 3 

3.4 

3. 2-3.6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Furniture  stores . 

4. 2-4. 6 

4.4 

4. 1-4. 6 

4.3 

0.6-1. 4 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5.4 

4.8 

0.6-1. 6 

1.0 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4.4 

4.3 

4. 0-4. 4 

4.1 

0.8-1. 5 

0.9 

Lumber  yards . 

5. 1-5.6 

5.3 

4.7-5. 3 

5.1 

0. 9-2.0 

1.1 

Automotive  group . 

3. 8-5.0 

4.3 

3.7-5. 0 

4.2 

1.1-1. 7 

1.3 

Passenger  car  dealers . 

5. 1-6.5 

5.3 

5. 0-6 .5 

5.1 

1.5-2. 3 

1.7 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3. 7-8.6 

7.0 

0.8-1. 4 

1.0 

Gasoline  service  stations . 

4.4-5 .4 

4.7 

4. 1-5.4 

4.3 

1.4-1. 9 

1.7 

Other  retail  stores . 

3.9-5 .6 

4.1 

3. 7-5.1 

4.0 

1. 1-5.0 

1.5 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2.6 

2.4 

2. 2-2. 4 

2.4 

0. 7-1.1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3-3 

2.6 

2. 1-2.7 

2.4 

0.7-1. 3 

1.0 

Food  group . 

4. 0-4. 6 

4.5 

4.0-4 .4 

4.1 

1.0-2. 5 

1.6 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4.4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3. 1-4.6 

4.3 

0.6-1. 2 

0.9 

Department  stores . 

3.0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

Apparel  group . 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

2.2 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1. 8-2.6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5.6-6. 3 

5.8 

2. 1-3.6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3.6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Lumber  yards . 

5. 1-5.5 

5.3 

5. 1-5. 2 

5.2 

0.9-2. 1 

1.3 

Automotive  group . 

4. 4-6.1 

4.9 

3. 9-5.4 

5.1 

1. 5-3.1 

2.2 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2.0-4. 2 

2.9 

Gasoline  service  stations . 

4.7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0. 3-0.6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3.4 

2.7 

0.7-1. 7 

0.8 

Nondurable -good s  stores,  total . 

1.6-2. 1 

1.6 

1.4-2. 1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1. 9-2.9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

1.7-2 .8 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

0.5 

Apparel  group . 

6.4-7. 8 

7.2 

5.6-7. 3 

7.2 

1. 3-3.0 

2.0 

Furniture  and  appliance  group . 

3. 9-4.4 

4.1 

3. 9-5.4 

3.9 

0.7-3. 1 

1.1 

Furniture,  hone  furnishings  stores . 

4. 7-5.4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7.6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . 

5. 5-7.0 

6.1 

5.7-6. 5 

6.0 

1.0-2. 3 

1.6 

Tire,  battery,  accessory  dealers . 

3. 7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Note:  Hie  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and 
January  through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month- to- raonth  percent  changes:  May.  June  and  December 
1959  and  January  through  April  1960. 

(Z)  Sampling  variability  is  less  than  0.1  percent. 

Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory 
Material,  page  21.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  2  months . 
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EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of 
sales  of  retail  stores  in  the  United  States  by  Lind 
of  business  and  geographic  area — regions,  divisions, 
selected  States,  and  standard  metropolitan  statis¬ 
tical  areas  (SMSA) — and  (2)  provide  national  esti¬ 
mates  of  accounts  receivable  balances  of  retail 
stores,  by  kind  of  business.  The  retail  sales  and 
accounts  receivable  estimates  in  this  report  are  de¬ 
veloped  as  a  direct  measure  from  a  sample  represent¬ 
ing  all  sizes  of  stores,  firms  or  organizations,  and 
kinds  of  retail  business  throughout  the  country. 
The  sample  has  been  designed  so  that  estimates  can 
be  evaluated  in  terms  of  their  sampling  errors . 

The  first  publication  in  this  series  was  the  Monthly 
Retail  Trade  Report  for  March  1952,  which  contained 
sales  estimates  of  retail  stores  for  15  months  be¬ 
ginning  with  January  1951,  the  initial  month  for 
which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage 
change  in  the  data  for  the  first  12  months  of  tran¬ 
sition  were  subject  to  a  considerably  higher  sampling 
error  than  would  usually  be  expected .  Other  changes 
have  been  made  since  May  1953  (the  most  recent  of 
which  was  January  1961,  which  incorporated  informa¬ 
tion  derived  from  the  1958  Census  of  Business),  but 
these  changes  have  had  a  much  smaller  effect  on  con¬ 
tinuity  of  the  data  (see  Monthly  Retail  Trade  Reports 
for  July  1953,  December  1958,  and  January  1961,  for 
descriptions  of  sample  changes).  Monthly  sales  data 
for  geographic  areas  were  introduced  effective  with 
April  1962.  Beginning  with  June  1960,  statistics  on 
accounts  receivable  balances  of  retail  stores  were 
incorporated  into  the  report,  including  monthly  data 
from  January  1959 .  Monthly  data  for  periods  prior 
to  January  1959  are  not  available . 

Sales 

Total  receipts  from  customers  after  deductions  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales 
data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in 
retail  trade.  They  do  not  include  sales  at  retail 
by  manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 


against  which  the  firm  may  have  borrowed  axe  included . 
However,  credit  paper  di scorn ted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
credit  cards  used  by  other  organizations,  such  as 
oil  companies,  Central  Charge  Service,  Diners'  Club, 
etc . 

Charge  account  receivables  are  receivables  out¬ 
standing  for  which  full  payment  was  scheduled  to  be 
made  at  the  end  of  the  customary  billing  period . 

Installment  account  receivables  are  receivables 
outstanding  for  which  payment  was  scheduled  to  be 
paid  in  two  or  more  parts. 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  from  which  the  dollar  volume  sales  esti¬ 
mates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which 
in  the  1958  Census  of  Business  were  reported  as 
operating  11  or  more  retail  stores  in  the  United 
States,  are  included  in  the  sample  regardless  of 
location  in  the  United  States. 

B.  Group  I  stores;  i.e.,  all  remaining  retail 
stores  in  the  sample,  are  included  on  the  following 
basis: 

1.  Retail  stores  with  1954  sales  volume,  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States.  (These 
stores  are  called  "National  List  Stores.") 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  243  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  2  or  3  counties 
were  chosen  at  random  (l  from  each  of  the  243 
primaxy  strata)  with  known  probability  of  se¬ 
lection.  The  sample  within  these  areas  consists 
of  (a)  "Large"  stores  (all  stores  located  any¬ 
where  in  the  Census  sample  areas  which  meet  cer¬ 
tain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments)  se¬ 
lected  at  random,  with  known  probability  of  se¬ 
lection,  within  Census  sample  areas.  Certain  of 
these  stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area  seg¬ 
ments  each  month  by  Bureau  of  the  Census  field 
interviewers  makes  it  possible  to  account  for 
new  stores,  regartless  of  size,  which  have  come 
into  existance  subsequent  to  the  establishment 
of  the  sample . 
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The  following  criteria  were  used  to  select  the 
various  components  of  this  sample. 

Group  II  Organizations 

As  indicated  above.  Group  II  organizations  (those 
which  operated  11  or  more  retail  stores  in  1958)  are 
taken  into  the  sample  with  certainty  and  report 
monthly  the  combined  sales  of  all  their  retail  stores 
in  the  United  States.  For  those  Group  II  firms  with 
retail  stores  in  more  than  1  kind  of  business,  the 
reported  figures  are  prorated  among  the  different 
kinds  of  business  on  the  basis  of  the  percentage  dis¬ 
tribution  of  the  firm's  total  sales  by  kind  of  busi¬ 
ness  as  reported  in  the  1958  Census  of  Business . 

For  purposes  of  developing  the  geographic  area 
estimates  published  in  this  report.  Group  II  organi¬ 
zations  are  also  requested  to  report  separately  for 
a  sample  of  their  establishments  or  by  county.  Those 
Group  II  firms  reporting  separate  establishment  fig¬ 
ures  are  included  on  the  following  basis:  1.  Firms 
with  September  1961  sales  of  approximately  $10  mil¬ 
lion  or  more  are  canvassed  each  month  for  sales  data 
for  1  or  more  of  their  establishments;  2.  Firms 
with  sales  below  this  amount  are  sampled,  with  se¬ 
lection  proportionate  to  their  sales  size,  and  can¬ 
vassed  for  selected  month(s)  of  the  year.  For  both 
types  of  firms,  the  specific  establishments  for  which 
sales  data  are  tabulated  are  selected  in  the  follow¬ 
ing  manner: 

A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month. 
For  general  merchandise,  apparel  and  furniture  and 
appliance  stores  located  in  the  20  largest  standard 
metropolitan  statistical  areas,  the  criterion  was 
lowered  to  $215,000  in  some  areas  and  to  $425,000 
in  others . 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled  with  selection  proportionate  to  rela¬ 
tive  sales  size, for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the 
year  report  newly  acquired  stores  each  month, 
whether  newly  constructed  or  purchased  from  others. 
Firms  canvassed  for  only  selected  month(s)  report 
newly  acquired  stores  once  each  year.  Data  for  all 
such  newly  acquired  stores  are  included  in  the 
statistics  for the  month  in  which  they  are  initially 
reported.  For  subsequent  months,  they  are  sampled 
on  the  basis  of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  a  national 
Drganizational  total  covering  all  of  their  retail 
3tores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
J.S.  food  store  sales,  have  been  distributed  by  ge¬ 
ographic  area  in  accordance  with  the  distribution  of 
their  sales  as  reported  in  the  most  recent  Annual 
tetail  Trade  Survey.  Data  for  a  few  firms  are  dis¬ 
tributed  geographically  based  on  their  sales  dis¬ 
tribution  in  the  1958  Census  of  Business.  The  few 
firms  in  other  kinds  of  business  which  report  only 
national  organizational  sales  totals  represent  less 
than  2  percent  of  total  U.S.  retail  sales,  exclusive 
of  food  store  sales  and  for  no  separate  kind-of- 
ousiness  category  for  which  geographic  area  data  are 


shown  in  this  report  do  they  account  for  as  much  as 
5  percent  of  the  national  total.  Data  for  these 
firms,  as  in  the  case  of  food  firms  which  report  only 
national  totals,  are  distributed  by  geographic  area 
in  accordance  with  the  geographic  breakdown  reported 
in  the  most  recent  Annual  Retail  Trade  Survey. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  retail 
stores  at  the  time  of  the  1958  Census  of  Business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business) .  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more.  All  National 
List  Stores  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known  de¬ 
partment  stores  with  sales  less  than  $5, 000, 000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from  ap¬ 
proximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas .  Large  Group  I  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

Special  Area  Segment  Stores  are  Group  I  establish¬ 
ments  (not  on  1  of  the  above  lists)  located  in  area 
segments  whose  dollar  volume  of  sales  in  1954  (or  a 
comparable  amount  at  a  later  date)  exceeded  a  certain 
amount  (either  $150,000,  $225,000  or  $300,000)  de¬ 
pending  on  kind  of  business.  Special  Area  Segment 
Stores  report  monthly  by  mail. 

Special  Rules  for  GAF  Group  I  Stores 

In  order  to  permit  publication  of  sales  data  for 
general  merchandise,  apparel,  furniture  and  appli¬ 
ance  stores  in  the  20  largest  SMSA's,  the  sales  cri¬ 
teria  for  these  kinds  of  business  were  reduced  and 
the  "large"  store  panel  was  supplemented  cri the  basis 
of  information  reported  for  the  1958  Census  of  Busi¬ 
ness.  Large  new  GAF  establishments  in  these  areas 
are  identified  and  are  added  to  the  "large"  store 
panel  or  to  the  Special  Area  Segment  Stores  panel. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  2  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled 
on  the  basis  of  their  accounts  receivables  as  of 
December  31,  1957,  as  reported  in  the  1957  Annual 
Retail  Trade  Survey. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed" 
panel  which  is  canvassed  monthly  for  accounts 
receivable  data.  These  criteria  vary  by  Census 
Sample  Area  and  by  sample  component,  with  one 
set  of  criteria  established  for  the  Special  Area 
Segment  Stores  and  another  for  the  other  sample 
components . 

2.  Those  with  total  receivables  below  these 
criteria  were  divided  into  12  "rotating"  panels . 
Such  panels  report  for  only  2  sucessive  months 
each  year,  depending  upon  the  "rotating"  panel  to 
which  they  are  assigned.  For  example,  the  Janu¬ 
ary  panel  is  canvassed  for  end-of -month  January 
and  February  receivables,  the  February  panel  for 
February  and  March  receivables,  etc. 

B.  Group  II  firms  added  in  the  panel  revision  of 
January  1961  were  subsampled  on  the  basis  of  their 
accounts  receivable  as  of  November  30,  1960.  Group 
I  general  merchandise,  apparel,  furniture  and  ap¬ 
pliance  stores  added  to  the  panel  as  a  result  of 
the  supplementation  in  these  standard  metropolitan 
statistical  areas  are  assigned  to  the  "fixed"  panel 
if  they  sell  on  credit  and  to  the  "rotating"  panel 
if  they  do  not  sell  on  credit. 

C.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the 
month  that  they  are  enumerated  for  sales  figures . 
For  both  sales  and  receivables  data,  these  estab¬ 
lishments  are  also  canvassed  for  figures  for  the 
previous  month,  thus  providing  data  for  2  consecu¬ 
tive  months  each  year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin,  should 
tale  into  account  the  following  differences: 

A.  The  Federal  Reserve  Board  series  is  limited  to 
amounts  owed  by  consumers  only.  The  Board  subtracts 
from  credit  held  by  retailers  amounts  estimated  to 
reflect  nonconsumer  credit,  e.g.,  credit  outstand¬ 
ing  on  sales  by  retail  stores  made  to  contractors 
or  other  businesses.  Conversely,  an  amount  is 
added  which  represents  an  estimate  of  credit  out¬ 
standing  on  sales  to  consumers  by  wholesale  estab¬ 
lishments  . 


B.  The  Federal  Reserve  Board  compiles  retail  cre¬ 
dit  statistics  independently  of  the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores, and  household  appliance 
dealers .  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results . 

C.  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi - 
unit  organizations  to  the  major  kind  of  business  in 
which  the  organization  is  engaged.  The  Census 
Bureau  distributes  accounts  receivable  data  reported 
by  these  organizations  among  the  various  kinds  of 
business  in  which  they  were  engaged  as  reported  in 
the  1958  Census  of  Business.  (See  "Detailed  De¬ 
scription  of  Sources  and  Methods  Used  in  Revision 
of  Short-  and  Intermediate-Term  Consumer  Credit 
Statistics,  April  1953,  Board  of  Governors  of  the 
Federal  Reserve  System,"  and  the  Census  Bureau's 
"Description  of  the  Sample  for  the  Monthly  Retail 
Trade  Report,  Revised".) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale,  and  receipts  from  services),  and 
are  not  limited  to  sales  of  the  major  product  or 
products.  Similarly,  the  accounts  receivable  esti¬ 
mates  include  amounts  owed  to  the  retail  stores  on 
all  sales  made  oncredit  at  the  establishment  includ¬ 
ing  sales  at  wholesale  and  receipts  of  services. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group;  the 
lumber,  building  materials,  hardware,  farm  equipment 
group  and  the  automotive  group.  Also  included  in  the 
durable-goods  category  are  jewelry  stores;  book 
stores;  sporting  goods  stores;  bicycle  shops; second¬ 
hand  stores;  luggage  and  leather  goods  stores;  gift,  I 
novelty,  souvenir  shops;  typewriter  stores;  optical  I 
goods  stores;  music  stores;  camera,  photographic 
supply  stores;  and  miscellaneous  retail  stores  not 
elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  sta¬ 
tions.  Also  included  in  the  nondurable-goods  cate¬ 
gory  are  liquor  stores;  drug  and  proprietary  stores; 
fuel,  fUel  oil  dealers;  florists;  hay,  grain,  feed 
stores;  farm  and  garden  supply  stores;  stationery 
stores;  newsstands  and  news  dealers;  cigar  stores; 
and  ice  dealers . 
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Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  cn  a  probabil¬ 
ity  sample  and  therefore  the  sampling  variability  of 
these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  13  through 
21.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month- to-month  ratio  esti¬ 
mates,  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  1-sigma  level,  the  chances  are  that 
2  out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  expected  value  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu¬ 
meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample . )  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  expected 
value  approximately  19  out  of  20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  table  1  for 
the  food  group  is  $<+,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  table 
13  is  1.3  percent  (or  .013).  Multiplying  $4,698  mil¬ 
lion  by  .013,  we  obtain  $61  million.  The  chances  are 
2  out  of  3  that  the  expected  value  is  between  $4,637 
and  $4,759  million  (i.e.,  $4,698  million  plus  and 
minus  $61  million)  and  the  chances  are  19  out  of  20 
that  the  expected  value  lies  between  $4,576  and 
$4,820  million  (i.e.,  $4,698  million  plus  and  minus 
$122  million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3  percent.  This  percentage 
change  is  equivalent  to  a  month-to-month  ratio  of  .97. 
The  median  sampling  variability  for  this  statistic, 
shown  in  table  13,  is  0.9  percent  (or  .009).  The 
result  of  multiplying  .97  by  .009  is  .009.  The 
probability  is  2  out  of  3  that  the  expected  ratio  is 
contained  in  the  range  .961  to  .979,  while  there  is 
a  probability  of  19  out  of  20  that  the  expected  ratio 
is  contained  in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  pos¬ 
sibly  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size . 

It  is  also  to  be  noted  that  measures  of  sampling 
variability  shown  in  this  report  do  not  include  biases 
which  might  arise  from  such  sources  as  nonreporting 
or  response  errors.  Nonresponse  for  the  national 
estimates  for  all  kinds  of  business  canbined  amounts 
to  about  6  percent  for  sales  and  11  percent  for  ac¬ 
counts  receivable. 


Preliminary  versus  Final  Volume  Estimates 

I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  2  consecutive 
months,  with  a  different  group  of  area  segments  enu¬ 
merated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ( current  month),  and  one 
for  January  (previous  month)  and  in  April,  a  differ¬ 
ent  group  of  retail  establishments  report  a  sales 
figure  for  March  (current  month),  and  one  for  Feb¬ 
ruary  (previous  month) .  Hence,  1  month  later  ad¬ 
ditional  data  for  the  "small"  Group  I  stores  are 
available  for  the  previous  month;  e.g.,  in  the  fore¬ 
going  example,  sales  figures  for  February  are  avail¬ 
able  from  retail  establishments  located  within  2 
different  groups  of  land  segments  (once  as  the  current 
month,  and  once  as  the  previous  month) . 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  are  labelled 
preliminary,  to  be  replaced  in  the  next  issue  of  the 
Monxhly  Retail  Trade  Report  by  final  estimates.  The 
new  month's  sales  data  for  Group  II  stores  shown  in 
table  3  are  always  final  since  the  same  firms  are 
requested  to  report  each  month.  As  the  preliminary 
figures  are  derived  from  reports  for  the  month  enu¬ 
merated  as  a  current  month,  they  in  fact  correspond 
to  the  dollar  volume  estimates  which  prior  to  Jan¬ 
uary  1960  regularly  have  been  carried  in  the  Monthly 
Retail  Trade  Report.  In  the  Monthly  Retail  Trade  Re¬ 
port  for  the  next  month  after  the  one  in  which  the 
preliminary  estimates  are  issued,  these  preliminary 
estimates  are  replaced  by  revised  or  final  estimates 
which  are  based  on  reports  for  the  month  enumerated 
both  as  a  current  and  as  a  previous  month.  The  use 
of  both  current  and  previous  month  samples  results 
in  a  generally  lower  sampling  variability  of  the 
estimates  than  would  be  expected  from  use  of  only  a 
current  month  sample . 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of-business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  1.1  percent  for  eating  and  drinking  places. 

A  more  detailed  and  technical  description  of  the  de¬ 
velopment  of  these  estimates  may  be  obtained  upon 
request  to  the  Bureau  of  the  Census.  A  description 
of  the  sample  as  constituted  in  October  1955,  esti¬ 
mating  procedure  vised  and  additional  information  on 
the  reliability  of  the  estimates  is  available  in  a 
pamphlet  entitled  "Description  of  the  Sample  for  the 
Monthly  Retail  Trade  Report . " 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 


22 


Group  II  firms  shown  in  table  12,  are  labelled  pre¬ 
liminary  to  be  replaced  in  the  next  issue  of  the  Mon¬ 
thly  Retail  Trade  Report  by  final  estimates.  Over 
the  last  full  calendar  year,  the  average  change  in 
total  accounts  receivable  balances  from  the  prelim¬ 
inary  to  the  final  estimates  was  .5  percent  for  all 
retail  stares  combined.  For  individual  kinds-of-busi- 
ness  groups,  revisions  have  been  greater,  ranging 
on  the  average  from  .9  percent  for  the  general  mer¬ 
chandise  group  to  2.2  percent  for  the  food  group  (the 
eating  and  drinking  group,  relatively  unimportant  in 
accounts  receivable  balances,  averaged  3.7  percent). 
Unlike  the  new  month's  sales  data  for  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  are  not  final  since  the  same  firms  are  not 
requested  to  report  each  month;  i.e.,  a  portion  of 
the  Group  II  accounts  receivable  estimates  is  derived 
from  rotating  panels  ( see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  (Table  2) 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  estimates 
in  table  1.  Because  the  sampling  variability  of  dol¬ 
lar  estimates  for  those  kinds  of  business  with  an 
asterisk  is  relatively  large,  such  estimates  are  not 
published;  however,  the  percentage  changes  which  are 
derived  from  such  estimates  have  a  smaller  sampling 
variability  than  the  estimates  themselves  and  are 
shown  in  table  2. 

Sales  and  Accounts  Receivable  Balances  of  Stores 
of  Firms  Operating  11  or  More  Retail 

Stores  (Tables  3  and  12) 

Separate  data  are  presented  in  tables  3  and  12  for 
stores  of  organizations  which,  in  the  1958  Census  of 
Business,  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (table  12)  are  subject  to  sampling  variability 
(see  table  20 )  since  a  portion  of  such  estimates  are 
derived  from  a  sample;  i.e.,  rotating  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores  (Table  47 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by  sum¬ 
ming  the  sales  of  Group  II  stores  (see  above)  and  the 
weighted  sales  of  Group  I  retail  stores  operated  by 
organizations  which  have  4  to  10  retail  stores. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  and  geographic 
areas  not  separately  shown  in  this  report,  are  pro¬ 
duced  as  a  byproduct  of  the  regularly  published  sta¬ 
tistics.  These  additional  data  have  not  been  in¬ 
cluded  in  this  publication  basically  because  their 
sampling  variability  is  so  high  relative  to  the 


changes  from  month  to  month,  or  between  other  periods, 
that  might  be  anticipated  actually  to  occur,  as  to 
make  them  potentially  misleading.  The  Bureau  of  the 
Census,  on  request,  will  release  such  figures  for 
individual  use,  though  not  for  publication.  For  ex¬ 
ample,  unpublished  geographic  area  data  identified 
in  this  report  as  subject  to  sampling  variability  of 
"C"  or  "c"  magnitude  are  available  on  request.  Se¬ 
lected  additional  data,  providing  greater  detail  by 
geographic  area  and  by  kind  of  business,  may  be  de¬ 
veloped  on  a  reimbursable  basis.  It  should  be  noted 
that  in  some  cases  unpublished  figures  can  be  derived 
directly  from  this  report  by  subtracting  published 
data  from  their  respective  totals.  However,  in  these 
cases,  the  figures  obtained  by  such  subtraction  would 
be  subject  to  the  high  sampling  variability  described 
above  for  unpublished  kinds  of  business  and  their  use 
would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties;  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of-business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  U.S.  population  and  such  tabulations 
should  be  limited  to  statistics  for  all  kinds  of 
business  combined  and  for  large  and  statistically 
reliable  combinations  of  kind-of-business  categories, 
such  as  the  GAF  combination. 

Data  Adjusted  for  Seasonal  Variations  and 

Trading  Day  Differences 

The  national  data  in  this  publication  have  been 
adjusted  on  the  basis  of  adjustment  factors  developed 
from  the  X-9  versionaf  the  Census  Method  II  seasonal 
adjustment  program.  The  new  trading  day  factors 
used  for  adjusting  the  national  sales  estimates  were 
developed  in  accordance  with  the  method  described  in 
Seasonal  Adjustment  on  Electronic  Computers,  the 

"Measurement  of  Calendar  Variation,"  pp.  343-360, 
Organization  for  Economic  Cooperation  and  Development, 
Paris,  1961.  Details  concerning  the  new  seasonal  and 
trading  day  factors  may  be  obtained  from  the  Chief, 
Economic  Research  and  Analysis  Division,  Bureau  of 
the  Census,  Washington,  D.C.,  20233. 

Tables  22-23,  pp.  23-24  present,  by  kind  of  busi¬ 
ness,  the  combined  seasonal  and  trading  day  adjust¬ 
ment  factors  for  the  sales  estimates  and  seasonal 
adjustment  factors  for  end-of -month  accounts  receiv¬ 
able  that  are  used  in  adjusting  data.  The  factors 
shown  for  data  at  the  kind-of-business  group  and 
total  levels  are  approximations  and  may  show  small 
differences  from  the  published  data.  Summary  mea¬ 
sures  of  the  seasonal,  cyclical,  and  irregular  com¬ 
ponents  of  the  data  by  kind  of  business  groups  and 
totals  are  presented  in  tables  24-25,  pp.  25-26. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjusted 
data. 


Table  23.— COMBINED  SEASONAL,  TRADING  DAY,  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOB  SALF.S  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  RETAIL  STORES— JANUARY  1964— DECFMRFR  1965 
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The  adjustment  factors  shown  above  for  sales  are  a  combination  of  the  seasonal,  holiday,  and  trading  day  factors.  These  are  separately  available,  however,  upon  request.  Adjustment  factors  are  not  included  in 
this  table  for  those  kinds  of  business  for  which  adjusted  data  are  not  published  separately. 

Adjusted  sales  data  shewn  in  tables  1  and  3  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors  shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for 
the  sunnary  trade  totals  are  obtained  by  suimarizlng  the  adjusted  data  for  the  individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data. 

(NA)  Not  available. 
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Table  24. --COMBINED  SEASONAL  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  ACCOUNTS  RECEIVABLES  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  STORES, 

BY  CHARGE  AND  INSTALLMENT  ACCOUNTS:  JULY  1964- JUNE  1965 


Kind  of  business 

1964 

1965 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total1* . 

99.4 

99.6 

99.1 

100.0 

100.7 

106.9 

101.9 

96.7 

96.8 

98.7 

100.3 

100.2 

Durable-goods  stores,  total . 

102.8 

103.5 

102.4 

103.1 

101.9 

102.7 

97.1 

93.8 

94.8 

96.8 

99.8 

101.6 

Nondurable-goods  stores.  totalr . 

96.5 

96.3 

96.4 

97.4 

99.6 

110.4 

105.9 

99.0 

98.5 

100.1 

100.8 

99.1 

Food  group . 

100.6 

104.5 

103.8 

102.1 

99.3 

103.0 

98.7 

97.0 

98.1 

95.8 

98.2 

99.1 

General  merchandise  group1* . 

96.2 

96.0 

96.9 

97.7 

100.4 

113.8 

108.7 

99.2 

97.4 

97.8 

98.5 

97.1 

Department  stores1* . 

95.9 

95.6 

96.3 

97.4 

99.6 

114.8 

110.5 

99.1 

97.0 

97.5 

98.1 

97.7 

Mail  order  houses  (department  store  merchandise; . 

96.5 

97.9 

98.9 

100.0 

103.5 

108.7 

103.7 

97.7 

97.9 

97.7 

100.0 

97.3 

Apparel  group . 

89.5 

90.6 

96.1 

99.8 

101.1 

121.8 

109.5 

99.2 

100.2 

100.7 

96.6 

95.9 

Women’s  ready-to-wear  stores . 

87.2 

88.7 

96.0 

99.6 

100.8 

120.1 

106.6 

98.2 

103.9 

104.8 

99.5 

95.5 

Furniture  and  appliance  group . 

97.2 

98.7 

98.7 

99.8 

100.5 

107.0 

102.6 

100.2 

98.3 

97.4 

100.2 

99.8 

Furniture,  home  furnishings  stores . 

96.8 

98.8 

99.7 

100.0 

100.4 

106.8 

103.2 

100.1 

98.1 

97.5 

100.1 

99.1 

Furniture  stores . 

97.1 

99.7 

98.9 

98.8 

98.6 

106.6 

104.6 

100.2 

98.7 

97.2 

100.5 

99.9 

Household  appliance,  TV,  radio  stores . 

98.8 

98.3 

96.0 

99.9 

101.4 

106.5 

100.0 

99.9 

97.9 

98.3 

101.0 

102.3 

Household  appliance  dealers . 

101.2 

98.5 

96.0 

98.9 

101.4 

105.8 

99.4 

99.7 

99.4 

96.-9 

100.8 

102.6 

Lumber,  building,  hardware,  farm  equipment  group . 

108.8 

110.9 

108.9 

109.9 

103.8 

94.6 

88.6 

86.7 

88.8 

95.7 

100.4 

102.6 

Lumber  yards,  building  materials  dealers . 

107.0 

110.4 

108.7 

110.9 

107.8 

96.3 

90.0 

87.4 

87.1 

95.3 

99.5 

99.9 

Lumber  yards . 

108.9 

111.3 

108.9 

109.4 

105.9 

95.8 

89.3 

87.4 

85.7 

95.4 

100.0 

102.8 

Automotive  group . 

104.6 

101.4 

99.4 

102.6 

101.7 

102.3 

96.5 

92.9 

95.7 

98.8 

101.2 

103.2 

Passenger  car  dealers  (franchised) . 

103.5 

99.7 

97.8 

103.8 

101.9 

103.2 

97.3 

93.0 

96.3 

100.6 

101.4 

101.2 

Tire,  battery,  accessory  dealers . 

107.7 

104.7 

103.3 

99.7 

101.2 

101.2 

95.0 

92.8 

94.2 

94.0 

100.2 

106.7 

Gasoline  service  stations . 

101.6 

102.5 

99.9 

102.7 

102.6 

94.9 

96.9 

94.0 

98.4 

100.1 

102.6 

104.0 

CHARGE  ACCOUNTS 

United  States,  total . 

99.6 

100.3 

99.6 

101.8 

102.1 

106.2 

99.0 

94.9 

95.4 

99.2 

101.8 

100.6 

Durable-goods  stores,  total . 

104.0 

105.4 

104.0 

107.3 

104.3 

100.8 

93.6 

90.0 

91.6 

96.6 

100.7 

102.0 

Nondurable -goods  stores,  total . 

95.5 

95.6 

95.5 

96.7 

100.0 

111.2 

104.1 

99 .4 

98.9 

101.6 

102.9 

99.2 

General  merchandise  group . 

91.7 

91.3 

94.8 

95.0 

101.8 

127.5 

112.3 

101 .4 

95.2 

94.9 

99.1 

95.4 

Department  stores . 

90.5 

90.5 

93 .4 

94.7 

102.3 

133.1 

115.1 

101.6 

94.0 

93.0 

98.3 

93.7 

Apparel  group . 

87.9 

88.6 

96.1 

100.1 

103.5 

126.4 

109.3 

98.1 

99.7 

100.8 

95.3 

94.5 

Furniture  and  appliance  group . 

94.9 

97.5 

97.7 

102.3 

102.7 

110.6 

102.1 

98.8 

96.6 

97.8 

99. t 

100.2 

Furniture,  home  furnishings  stores . 

94.7 

98.1 

100.9 

102.9 

101.9 

108.4 

101.7 

97.1 

94.8 

99.7 

100.8 

99.2 

Lumber,  building,  hardware,  farm  equipment  group . 

108.9 

111.5 

109.5 

111.6 

104.7 

94.6 

87.7 

85.4 

87.1 

95.1 

101.2 

102.6 

Lumber  yards,  building  materials  dealers . 

107.4 

111.0 

109.2 

111.5 

108.3 

96.2 

89.2 

86.4 

86.2 

94.9 

99.4 

100.1 

Lumber  yards . 

109.2 

111.9 

109.5 

110.3 

106.5 

95.5 

88.3 

86.4 

84.8 

94.6 

99.9 

103.3 

Automotive  group . 

103.0 

100.2 

98.2 

104.5 

101.9 

101.3 

97.8 

93.7 

95.6 

98.9 

102.7 

102.7 

Passenger  car  dealers  (franchised) . 

101.3 

99.1 

96.4 

103.4 

101.9 

101.5 

99.4 

95.0 

96.7 

101.5 

102.3 

101.2 

Gasoline  service  stations . 

101.4 

103.0 

99.9 

103.0 

102.6 

94.7 

96.7 

94.4 

98.2 

100.2 

102.5 

104.0 

INSTALLMENT  ACCOUNTS 

United  States,  total1* . 

99.0 

98.8 

98.6 

98.1 

99.2 

107.8 

105.0 

98.5 

98.4 

98.0 

98.8 

100.0 

Durable-goods  stores,  total . 

101.3 

101.2 

100.4 

98.1 

99.0 

105.2 

101 .4 

98.4 

98.7 

97.1 

98.7 

101.1 

Nondurable -goods  stores,  total1* . 

97.4 

97.0 

97.3 

98.1 

99.3 

109.7 

107.6 

98.6 

98.1 

98.6 

98.8 

99.1 

General  merchandise  group1* . 

97 .4 

97.2 

97.5 

98.3 

100.0 

110.2 

107.8 

98.6 

98.0 

98.6 

98.4 

97.6 

Department  stores1* . 

97.6 

97.2 

97.2 

98.3 

98.8 

109.2 

109.1 

98.3 

97.9 

99.0 

98.0 

99.0 

Apparel  group . 

93.5 

95.7 

96.2 

98.8 

94.9 

109.8 

108.8 

102.2 

101 .4 

100.3 

99.9 

99.6 

Furniture  and  appliance  group . 

98.2 

99.3 

99.1 

98.7 

99.6 

105.4 

102.7 

100.8 

99.1 

97.2 

100.6 

99.5 

Furniture,  heme  furnishings  stores . 

97.7 

99.1 

99.1 

98.7 

99.7 

106.0 

103.9 

101.4 

99.5 

96.5 

99.8 

99.0 

Household  appliance,  TV,  radio  stores . 

100.0 

99.9 

99.1 

98.7 

99.0 

103.3 

98.9 

98.7 

98.0 

99.7 

103.6 

101.4 

Automotive  group . 

106.6 

103.1 

100.9 

100.1 

101.3 

103.7 

94.7 

92-.0 

95.8 

98.7 

99.3 

103.9 

Tire,  battery,  accessory  dealers . 

106.4 

106.2 

104.0 

95.8 

100.7 

102.7 

97.2 

95.7 

94.6 

95.0 

96.2 

105.8 

Group  II  Stores 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total r . 

97.1 

97,9 

98 .4 

98.7 

100.5 

110.3 

107.0 

98.5 

97.5 

97.7 

98.5 

98.3 

Durable-goods  stores,  total . 

101.6 

103.2 

102.7 

101.3 

101.7 

102.5 

99 .4 

96.2 

96.6 

97.0 

98.4 

100.2 

Nondurable-goods  stores,  total r . 

95.6 

96.2 

97.0 

97.7 

100.1 

112.8 

109.5 

99.2 

97.7 

97.9 

98.5 

97.8 

General  merchandise  group1* . 

95.6 

96.3 

97.2 

97.9 

100.3 

112.9 

109.9 

99.3 

97.3 

97.5 

98.1 

97.4 

Department  stores  . . 

95.6 

96.3 

96.7 

97.6 

99.4 

113.1 

111.3 

99.2 

97.6 

98.0 

97.8 

97.2 

Apparel  group . 

92.0 

90.7 

92.7 

96.3 

97.9 

122.5 

110.0 

101.1 

100.7 

100.6 

98.0 

98.4 

Furniture  and  appliance  group . 

99.8 

98.9 

98.6 

100.0 

100.7 

104.7 

100.9 

100.2 

100.3 

98.7 

98.8 

98.4 

Tire,  battery,  accessory  dealers . 

106.9 

105.8 

104.6 

97.6 

100.1 

102.3 

96.1 

94.7 

93.5 

95.4 

98.3 

104.9 

CHAR®  ACCOUNTS 

United  States,  total . 

95.9 

97.6 

98.9 

100.3 

102.5 

114 .3 

105.5 

97.0 

95.4 

95.3 

98.8 

98.7 

Durable-goods  stores,  total . 

104.3 

107.8 

107.3 

109.6 

105.9 

99.1 

91.8 

87.5 

91.7 

96.1 

98.0 

101.3 

Nondurable-goods  stores,  total . 

91.7 

92.5 

94.7 

95.7 

100.8 

122.0 

112.3 

101.8 

97.3 

94.9 

99.3 

97.4 

General  merchandise  group . 

88.0 

90.7 

95.7 

95.6 

102.5 

130.0 

117.5 

103.3 

94.0 

90.8 

97.6 

95.0 

Department  stores . 

87.2 

89.4 

94.1 

95.2 

102.6 

134.8 

118.9 

103.9 

94.1 

90.1 

97.7 

92.7 

Apparel  group . 

94.9 

87.7 

91 .4 

96.7 

95.7 

125.3 

110.6 

101.1 

99.7 

100.5 

98.2 

99.1 

Furniture  and  appliance  group . 

105.0 

98.1 

97.7 

103.8 

99.7 

107.2 

92.9 

101 .4 

97.2 

102.1 

94.8 

100.1 

INSTALLMENT  ACCOUNTS 

United  States,  total1* . 

97.4 

98.0 

98.2 

98.2 

100.0 

109.2 

107.4 

98.9 

98.0 

98.2 

98.4 

98.3 

Durable-goods  stores,  total . 

100.5 

101.5 

101.0 

98.2 

100.2 

103.7 

102.2 

99.4 

98.5 

97.4 

98.5 

99.7 

Nondurable -goods  stores,  total1* . 

96.5 

97.0 

97.4 

98.2 

100.0 

110.8 

108.9 

98.7 

97.8 

98.5 

98.3 

97.9 

General  merchandise  group1* . 

96.6 

97.1 

97.4 

98.2 

100.0 

110.6 

109.0 

98.8 

97.7 

98.4 

98.2 

97.7 

Department  stores1* . 

96.9 

97.3 

97.1 

98.0 

98.9 

109.7 

110.1 

98.5 

98.1 

99.2 

97.8 

97.9 

Apparel  group . 

89.4 

93.5 

93.8 

95.9 

99.8 

120.0 

109.4 

101.1 

101.6 

100.8 

97.8 

97.7 

Furniture  and  appliance  group . 

99.1 

99.0 

98.8 

99.6 

100.8 

104.4 

101.9 

110.0 

100.7 

98.3 

99.3 

98.2 

Note:  The  adjustment  factors  shown  in  this  table  have  been  developed  from  unadjusted  data  compiled  in  this  survey  from  January  1959  through  June  1964  using 
the  X-9  version  of  the  Census  Method  II  seasonal  adjustment  program.  A  description  of  this  technique  may  be  obtained  from  the  Chief,  Economic  Research  and 
Analysis  Division,  Bureau  of  the  Census. 


The  adjustment  factors  shown  above  for  accounts  receivables  are  a  combination  of  seasonal  and  holiday  factors.  Adjustment  factors  are  not  included  in  this 
table  for  those  kinds  of  business  for  which  adjusted  data  are  not  published  separately. 

Adjusted  accounts  receivable  data  shown  in  tables  12  and  13  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors 
shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the  summary  trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the 
individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data, 
r  Revised  data:  July  1964  through  June  1965. 


Table  25 .  — AVERAGE  M3NTH-T0-M0NTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 
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Kind  of  business 

u 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

17c 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.48 

7.41 

40.4 

.84 

.70 

.42 

1.67 

2 

2.23 

1.66 

14.30 

3.30 

Durable-goods  stores,  total . 

7.44 

7.37 

26.5 

1.87 

1.65 

.77 

2.14 

3 

2.10 

1.59 

11.92 

3.92 

Nondurable-goods  stores,  total . 

7.99 

7.90 

47.0 

.65 

.32 

.36 

1.44 

2 

2.20 

1.61 

47.67 

3.16 

Food  group . 

5.81 

5.86 

19.4 

.72 

.62 

.'35 

1.77 

2 

1.86 

1.61 

47.67 

4.06 

Grocery  stores . 

6.02 

6.09 

19.3 

.74 

.64 

.39 

1.64 

2 

1.86 

1.51 

39.00 

4.30 

Eating  and  drinking  places . 

5.13 

3.60 

20.3 

.84 

.75 

.36 

2.08 

3 

1.99 

1.59 

10.21 

4.70 

General  merchandise  group . 

16.81 

16.71 

115.0 

1.36 

1.24 

.45 

2.76 

3 

1.81 

1.64 

17.88 

3.71 

Department  stores . 

17.78 

16.04 

110.1 

1.58 

1.45 

.50 

2.90 

3 

1.79 

1.63 

13.00 

3.53 

Variety  stores . 

20.35 

18.87 

131.2 

1.65 

1.59 

.53 

3.00 

3 

1.88 

1.55 

17.88 

4.03 

Mail  order  houses  (department  store  merchandise) 

16.75 

14.80 

91.1 

2.26 

2.20 

.65 

3.38 

4 

1.86 

1.57 

13.00 

5.19 

Apparel  group . 

19.99 

19.73 

112.6 

1.75 

1.68 

.47 

3.57 

4 

1.57 

1.47 

9.53 

2.86 

Men's,  boys'  wear  stores . 

22.40 

20.16 

125.1 

2.51 

2.28 

.80 

2.85 

4 

1.91 

1.61 

6.81 

3.26 

Women's  apparel,  accessory  stores . 

19.47 

16.51 

96.1 

1.86 

1.72 

.55 

3.13 

4 

1.79 

1.63 

13.00 

4.24 

Shoe  stores . 

20.50 

17.45 

63.2 

2.28 

2.17 

.55 

3.95 

4 

1.74 

1.70 

8.94 

4.52 

Furniture  and  appliance  group . 

8.64 

8.45 

49.7 

1.39 

1.27 

.54 

2.35 

3 

1.63 

1.38 

14.30 

4.41 

Furniture,  home  furnishings  stores . 

8.59 

7.75 

38.9 

1.47 

1.33 

.63 

2.11 

3 

1.96 

1.39 

11.92 

4.86 

Household  appliance,  TV,  radio  stores . 

9.94 

8.75 

54.9 

2.31 

2.13 

.72 

2.96 

4 

1.86 

1.57 

10.21 

4.67 

Lumber,  building,  hardware,  farm  equipment  group . . 

8.84 

8.88 

45.3 

1.95 

1.77 

.57 

3.11 

4 

2.04 

1.55 

7.53 

3.68 

Lumber  yards,  building  materials  dealers . 

9.50 

8.55 

46.5 

2.00 

1.84 

.67 

2.75 

3 

1.81 

1.57 

8.94 

3.71 

Hardware  stores . . 

12.12 

10.72 

61.1 

1.81 

1.70 

.54 

3.15 

4 

1.93 

1.79 

8.94 

4.83 

Automotive  group . 

7.60 

7.32 

27.0 

3.13 

2.80 

1.07 

2.62 

3 

1.93 

1.46 

8.94 

3.07 

Passenger  car,  other  automotive  dealers . 

7.75 

7.31 

33.2 

2.96 

2.60 

1.15 

2.26 

3 

1.94 

1.49 

10.00 

3.14 

Tire,  battery,  accessory  dealers . 

12.35 

10.40 

52.6 

2.35 

2.15 

.88 

2.44 

3 

1.91 

1.57 

7.94 

4.70 

Gasoline  service  stations . 

4.25 

2.57 

11.5 

.79 

.58 

.50 

1.16 

2 

2.31 

1.70 

47.67 

3.64 

Drug  and  proprietary  stores . 

6.95 

6.02 

34.6 

.93 

.73 

.47 

1.55 

2 

2.42 

1.77 

13.00 

4.58 

Liquor  stores . 

11.57 

9.16 

62.9 

1.12 

.94 

.57 

1.65 

2 

2.13 

1.54 

20.43 

4.06 

GROUP  II  STORES 

United  States,  total . 

11.81 

10.81 

65.0 

1.23 

1.12 

.73 

1.53 

2 

2.01 

1.63 

20.43 

3.02 

Grocery  stores . 

7.85 

2.33 

10.5 

1.03 

.89 

.52 

1.71 

2 

1.81 

1.34 

71.50 

4.06 

Eating  and  drinking  places . 

4.40 

2.84 

15.5 

1.55 

1.42 

.66 

2.15 

3 

2.34 

1.93 

17.88 

6.41 

General  merchandise  group . 

17.45 

17.45 

116.4 

2.29 

2.26 

1.00 

2.26 

3 

1.63 

1.68 

15.89 

4.86 

Department  stores . 

16.85 

15.31 

105.0 

2.85 

2.78 

1.06 

2.62 

3 

1.64 

1.51 

13.00 

4.27 

Variety  stores . 

21.13 

19.68 

132.7 

1.59 

1.53 

.47 

3.26 

4 

1.81 

1.68 

14 .30 

4.67 

Apparel  group . 

23.23 

22.18 

115.4 

2.98 

2.88 

.82 

3.51 

4 

1.72 

1.57 

11.92 

3.68 

Men's,  boys'  wear  stores . 

27.40 

23.64 

131.7 

5.27 

5.10 

1.04 

4.90 

5 

2.23 

2.17 

14.30 

6.32 

Women's  apparel,  accessory  stores . 

22.17 

18.92 

111.4 

3.32 

3.16 

.80 

3.95 

4 

1.81 

1.54 

11.00 

4.52 

Shoe  stores . 

24.22 

20.32 

72.7 

3.61 

3.65 

.56 

6.52 

6 

1.61 

1.47 

14.30 

4.93 

Tire,  battery,  accessory  dealers . 

14.11 

12.38 

63.4 

2.84 

2.73 

.76 

3.54 

4 

1.86 

1.72 

11.92 

5.00 

Drug  and  proprietary  stores . 

10.54 

9.37 

59.7 

1.49 

1.44 

.62 

2.32 

3 

2.23 

1.66 

23.83 

11.75 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

0  is  the  average  month -to -month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

"S'  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seascnal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  1  calendar  year.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

ZT  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

i7c  is  a  measure  of  the  relative  smoothness  (smell  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb. -Mar., 
etc.)  2-mcnth  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5  month-spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  t r  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  2  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  Is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  1  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95£  of  the  time.  Over  spans 
greater  than  1  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.86  for  household  appliances.  This  indicates 
that  1-manth  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  2  columns,  1.57  for  I  and 
10.21  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 

4.67  for  MCD  indicates  that  a  4-month  moving  average  of  the  seasonally  adjusted  series  (4-months  being  the  MCD  span)  reverses  directicn  on  the  average  about 
every  4  or  5  months.  The  Increase  in  the  average  duration  of  run  from  1.86  for  Cl  to  4.67  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 

These  averages  are  based  cn  a  seasonally  adjusted  series  which  is  adjusted  historically;  that  is,  the  months  used  to  compute  the  measures  were  the  same  months 
used  to  estimate  the  seasonal  factors.  Current  data,  however,  are  adjusted  by  use  of  factors  projected  one  year  ahead,  and  are  thus  subject  to  additional  error. 
Tests  to  date  indicate  that  MCD  are  probably  2  months  greater  than  those  shown  above  for  individual  kinds  of  business  and  approximately  1  month  for  total  retail 
sales;  Cl  and  I  are  approximately  1*  times  the  averages  shown  for  individual  kinds  of  business,  with  the  increase  in  irregularity  somewhat  smaller  for  total 
retail  sales. 
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Table  26.-- AVERAGE  MONTH- TO-HONTH  FERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  ACCOUNTS  RECEIVABLE: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

TT 

S 

Range 

of 

seasonal 

factor 

c r 

I 

c 

w 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total . 

2.47 

2.10 

11.8 

.83 

.58 

.57 

1.02 

2 

2.95 

1.67 

21.67 

7.11 

Durable-goods  stores,  total . 

2.02 

1.92 

8.6 

.61 

.50 

.35 

1.43 

2 

2.03 

1.71 

16.25 

3.05 

Nondurable-goods  stores,  total . 

3.47 

2.92 

14.2 

1.32 

.85 

.85 

1.00 

2 

3.10 

1.67 

16.25 

5.82 

Food  group . 

2.43 

1.53 

8.5 

1.68 

1.60 

.34 

4.71 

6 

1.63 

1.55 

9.29 

4.00 

General  merchandise  group . 

4.60 

3.53 

19.7 

2.13 

1.47 

1.37 

1.07 

2 

3.61 

1.55 

21.67 

7.11 

Department  stores . 

5.09 

4.20 

22.2 

2.15 

1.60 

1.42 

1.13 

2 

2.95 

1.63 

21.67 

4.92 

Mail  order  houses  (department  store  merchandise). 

3.73 

2.54 

13.4 

2.33 

1.41 

1.62 

.87 

1 

2.83 

1.51 

16.25 

2.83 

Apparel  group . 

5.63 

5.37 

32.0 

1.31 

1.22 

.44 

2.77 

4 

1.91 

1.76 

7.22 

3.65 

Women's  ready-to-wear  stores . 

6.26 

5.98 

32.7 

1.39 

1.19 

.57 

2.09 

3 

1.91 

1.71 

6.50 

3.50 

Furniture  and  appliance  group . 

2.07 

1.80 

9.4 

1.00 

.83 

.45 

1.84 

3 

1.97 

1.86 

9.29 

3.50 

Furniture,  home  furnishings  stores . 

2.26 

2.05 

9.9 

1.12 

.93 

.44 

2.11 

3 

1.97 

1.86 

7.22 

3.50 

Furniture  stores . 

2.28 

1.95 

9.4 

1.09 

.90 

.47 

1.91 

3 

1.81 

1.59 

6.50 

3.50 

Household  appliance,  TV,  radio  stores . 

2.34 

1.73 

9.7 

1.40 

1.21 

.60 

2.02 

3 

2.03 

1.59 

7.22 

3.32 

Household  appliance  dealers . 

2.40 

1.79 

9.0 

1.40 

1.15 

.75 

1.53 

2 

2.17 

1.76 

7.22 

3.76 

Lumber,  building,  hardware,  farm  equipment  group... 

4.22 

4.08 

24.2 

.96 

.91 

.40 

2.28 

3 

1.91 

1.59 

13.00 

3.15 

Lumber  yards,  building  materials  dealers . 

4.46 

3.76 

23.4 

1.57 

1.45 

.65 

2.23 

4 

2.17 

1.63 

7.22 

3.44 

Lumber  yards . 

4.47 

3.95 

24.4 

1.36 

1.20 

.60 

2.00 

3 

1.71 

1.91 

8.13 

3.50 

Automotive  group . 

3.28 

2.84 

11.7 

1.11 

1.03 

.43 

2.40 

3 

1.51 

1.48 

9.29 

3.50 

Passenger  car  dealers  ( franchised ) . 

3.25 

2.86 

10.4 

1.39 

1.16 

.66 

1.76 

3 

1.91 

1.63 

8.13 

5.25 

Tire,  battery,  accessory  dealers . 

2.91 

2.40 

14.7 

1.37 

1.21 

.67 

1.81 

2 

2.17 

1.86 

10.83 

2.91 

Gasoline  service  stations . 

2.36 

2.09 

9.4 

1.14 

1.02 

.43 

2.37 

4 

2.32 

1.67 

5.91 

4.77 

CHARGE  ACCOUNTS 

United  States,  total . 

2.47 

2.33 

11.2 

.63 

.52 

.31 

1.68 

2 

2.24 

1.97 

9.29 

3.76 

Durable-goods  stores,  total . 

3.11 

2.99 

17.2 

.75 

.62 

.36 

1.72 

2 

1.91 

1.44 

8.13 

3.05 

Nondurable-goods  stores,  total . 

3.61 

3.42 

16.1 

.86 

.71 

.39 

1.82 

3 

2.03 

1.81 

6.50 

5.25 

General  merchandise  group . 

6.97 

6.80 

37.0 

1.31 

1.20 

.47 

2.55 

3 

1.81 

1.30 

5.00 

3.71 

Department  stores . 

7.90 

7.68 

43.2 

1.43 

1.22 

.51 

2.39 

4 

1.91 

1.63 

4.64 

3.88 

Apparel  group . 

6.79 

6.33 

38.4 

1.79 

1.68 

.52 

3.23 

4 

1.91 

1.67 

10.83 

3.44 

Furniture  and  appliance  group . 

3.10 

2.63 

14 .9 

1.59 

1.51 

.48 

3.15 

4 

1.86 

1.71 

7.22 

4.77 

Furniture,  home  furnishings  stores . 

3.31 

3.00 

13.4 

2.08 

2.01 

.61 

3.30 

4 

2.17 

1.91 

7.22 

4.77 

Lumber,  building,  hardware,  farm  equipment  group... 

4.64 

4.49 

26.0 

.93 

.84 

.41 

2.05 

3 

1.91 

1.71 

9.29 

3.50 

Lumber  yards,  building  materials  dealers . 

4.66 

4.04 

25.1 

1.56 

1.38 

.64 

2.16 

4 

2.17 

1.81 

6.50 

3.10 

Lumber  yards . 

4.73 

4.24 

25.9 

1.49 

1.33 

.61 

2.18 

3 

1.71 

1.81 

8.13 

3.50 

Automotive  group . 

3.33 

2.59 

10.6 

1.84 

1.63 

.63 

2.59 

3 

1.81 

1.71 

6.50 

3.50 

Passenger  car  dealers  (franchised) . 

3.63 

2.74 

7.8 

1.93 

1.72 

.63 

2.73 

4 

1.81 

1.63 

8.13 

3.10 

Gasoline  service  stations . 

2.40 

2.14 

9.3 

1.07 

.96 

.47 

2.04 

3 

2.17 

1.67 

7.22 

3.71 

INSTALLMENT  ACCOUNTS 

United  States ,  total . 

2.70 

2.06 

12.4 

1.34 

.97 

.95 

1.02 

2 

4.06 

1.63 

16.25 

7.11 

Durable -goods  stores,  total . 

1.96 

1.67 

7.4 

.81 

.73 

.38 

1.92 

3 

1.63 

1.63 

13.00 

5.73 

Nondurable-goods  stores,  total . 

3.37 

2.59 

16.1 

1.66 

.81 

1.31 

.62 

1 

5.42 

1.63 

21.67 

5.42 

General  merchandise  group . 

3.65 

2.66 

17.1 

1.95 

.95 

1.54 

.62 

1 

6.50 

1.71 

21.67 

6.50 

Department  stores . 

4.08 

3.16 

18.5 

1.99 

1.12 

1.51 

.74 

1 

3.25 

1.63 

16.25 

3.25 

Apparel  group . 

3.98 

3.01 

16.2 

2.17 

1.78 

.96 

1.85 

3 

2.10 

1.71 

5.91 

5.73 

Furniture  and  appliance  group . 

2.19 

1.64 

7.2 

1.17 

1.00 

.54 

1.85 

3 

2.10 

1.86 

9.29 

3.71 

Furniture,  home  furnishings  stores . 

2.53 

1.91 

8.5 

1.34 

1.19 

.50 

2.38 

3 

1.67 

1.51 

9.29 

3.71 

Household  appliance,  TV,  radio  stores . 

2.42 

1.43 

6.0 

1.75 

1.52 

.76 

2.00 

3 

1.81 

1.71 

8.13 

3.00 

Automotive  group . 

3.28 

2.84 

13.8 

1.44 

1.32 

.45 

2.93 

3 

1.71 

1.63 

10.83 

3.71 

Tire,  battery,  accessory  dealers . 

3.45 

2.73 

11.5 

1.78 

1.64 

.63 

2.60 

4 

1.81 

1.63 

7.22 

3.65 

TOTAL  ACCOUNTS  RECEIVABLE 

Group  II  Stores 

United  States,  total . 

3.70 

2.81 

8.2 

1.97 

1.38 

1.52 

.91 

1 

5.82 

1.64 

16.00 

5.82 

Durable-goods  stores,  total . 

1.92 

1.58 

7.1 

1.18 

1.09 

.56 

1.95 

3 

1.63 

1.55 

16.25 

4.85 

Nondurable-goods  stores,  total . 

4.59 

3.41 

19.2 

2.59 

1.69 

1.93 

.88 

1 

5.42 

1.91 

16.25 

5.42 

General  merchandise  group . 

4.85 

3.46 

20.0 

2.99 

1.90 

2.24 

.85 

1 

6.50 

2.17 

21.67 

6.50 

Department  stores . 

5.76 

5.12 

21.6 

1.97 

1.12 

1.44 

.78 

1 

3.61 

1.81 

21.67 

3.61 

Apparel  group . 

6.59 

5.63 

31.8 

2.70 

2.48 

1.07 

2.32 

3 

2.03 

1.48 

8.13 

5.25 

Furniture  and  appliance  group . 

2.11 

1.34 

6.0 

1.51 

1.34 

.74 

1.81 

3 

2.24 

1.76 

10.83 

4.50 

Tire,  battery,  accessory  dealers . 

2.49 

2.07 

12.4 

1.24 

1.05 

.58 

1.81 

2 

2.50 

1.71 

9.29 

4.27 

CHARGE  ACCOUNTS 

United  States,  total . 

4.44 

4.07 

20.5 

1.53 

1.36 

.65 

2.09 

3 

2.10 

1.76 

9.29 

3.32 

Durable-goods  stores . 

4.46 

3.76 

22.1 

2.40 

2.23 

.76 

2.93 

3 

1.86 

1.51 

8.13 

2.82 

Nondurable -goods  stores . 

6.26 

5.89 

31.0 

1.67 

1.45 

.79 

1.84 

3 

2.10 

1.76 

9.29 

4.85 

General  merchandise  group . 

8.21 

7.96 

42.8 

2.11 

1.69 

.99 

1.71 

3 

2.50 

1.81 

5.91 

3.71 

Department  stores . 

8.68 

8.46 

47.9 

2.12 

1.72 

.89 

1.93 

3 

2.50 

2.03 

5.91 

4.20 

Apparel  group . 

8.96 

7.19 

38.1 

5.04 

4.86 

1.49 

3.26 

4 

1.55 

1.48 

6.50 

4.43 

Furniture  and  appliance  group . 

8.21 

6.56 

13.5 

5.29 

5.21 

1.85 

2.82 

3 

1.91 

1.55 

7.22 

5.25 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3.85 

2.53 

15.8 

2.43 

1.64 

1.89 

.87 

1 

7.22 

1.76 

16.25 

7.22 

Durable -goods  stores,  total . 

1.90 

1.61 

6.7 

1.24 

1.16 

.66 

1.76 

3 

1.76 

1.67 

10.83 

4.20 

Nondurable-goods  stores,  total . 

4.05 

3.04 

18.9 

2.11 

.99 

1.75 

.57 

1 

9.29 

2.10 

16.25 

9.29 

General  merchandise  group . 

3.99 

2.93 

18.9 

2.18 

.96 

1.77 

.54 

1 

7.22 

2. 1C 

16.25 

7.22 

Department  stores . 

4.42 

3.32 

20.2 

2.26 

1.20 

1.70 

.71 

1 

3.61 

1.81 

16.25 

3.61 

Apparel  group . 

6.02 

4.97 

30.6 

2.92 

2.84 

1.08 

2.63 

3 

2.10 

1.59 

10.83 

4.85 

Furniture  and  appliance  group . 

1.85 

1.15 

6.2 

1.32 

1.00 

.73 

1.37 

2 

1.97 

1.67 

13.00 

3.05 

Note:  See  explanatory  notes  at  the  end  of  table  25 
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GEOGRAPHIC  REGIONS  AND  DIVISIONS 


NORTHEASTERN  STATES 


NORTH  CENTRAL  STATES 


THE  SOUTH 


THE  VEST 


New  England  Division 

Maine 

New  Hampshire 
Vermont 
Massachusetts 
Rhode  Island 
Connecticut 

Middle  Atlantic  Division 

New  York 
New  Jersey 
Pennsylvania 


East  North  Central  Division 

South  Atlantic  Division 

Mountain  Division 

Ohio 

Delaware 

Montana 

Indiana 

Maryland 

Idaho 

Illinois 

District  of  Columbia 

Wyoming 

Michigan 

Virginia 

Colorado 

Wisconsin 

West  Virginia 

New  Mexico 

North  Carolina 

Arizona 

West  North  Central  Division 

South  Carolina 

Utah 

Minnesota 

Georgia 

Nevada 

Iowa 

Florida 

Missouri 

Pacific  Division 

North  Dakota 

East  South  Central  Division 

Washington 

South  Dakota 

Kentucky 

Oregon 

Nebraska 

Tennessee 

California 

Kansas 

Alabama 

Alaska 

Mississippi 

Hawaii 

West  South  Central  Division 

Arkansas 

Louisiana 

Oklahoma 

Texas 

DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


CHICAGO,  ILLINOIS— NORTHEASTERN  INDIANA: 

CHICAGO,  I11IN0IS  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

Cook,  DuPage,  Kane,  Lake,  McHenry,  and  Will  counties,  Illinois 

GAHY-HAMOND-EAST  CHICAGO,  INDIANA  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  lake,  Porter  counties,  Indiana 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.Y.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

New  York  City  and  Nassau,  Rockland,  Suffolk,  and 
Westchester  counties,  N.Y. 


Consolidated  Areas 

NEW  YORK-NORTHEASTERN  NEW  JERSEY— Continued 

JERSEY  CITY,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Hudson  County,  N.J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Essex,  Morris,  and  Union  counties,  N.J. 

PAT ERSON-CLIFT ON -PASSAIC,  N.J.  STANDARD  METROPOLITAN 
STATISTICAL  AREA.:  Bergen  and  Passaic  counties,  N.J. 

Middlesex  and  Somerset  counties,  N.J. 


Selected  Standard  Metropolitan  Statistical  Areas 

Baltimore,  Md.:  Baltimore  City,  Anne  Arundel,  Baltimore,  Carroll,  Paterson-Clifton-Passaic,  N.J.:  Bergen  and  Passaic  Counties,  N.J. 

and  Howard  counties,  Md . 

"Boston,  Mass . :  Suffolk  and  parts  of  Essex,  Middlesex,  Norfolk, 
and  Plymouth  counties.  Mass. 

Buffalo,  N.  Y.:  Eire  and  Niagra  Counties,  N.Y. 

Chicago,  Ill.:  Cook,  DuPage,  Kane,  Lake,  McHenry  and  Will 
Counties,  Ill . 

"Cleveland,  Ohio:  Cuyahoga  and  Lake  Counties,  Ohio 

Dallas,  Tex.!'  Collin,  Dallas,  Denton,  and  Ellis  Counties,  Tex. 

Detroit,  Mich.:  Macomb,  Oakland,  and  Wayne  Counties,  Mich. 

"Houston,  Tex . :  Harris  County,  Tex . 

"Kansas  City,  Mo.-Kans.:  Clay  and  Jackson  Counties,  Mo.; 

Johnson  and  Wyandotte  Counties,  Kans. 

*Ix>s  Angeles-Ix^ng  Beach,  Calif.:  Los  Angeles  and  Orange  Counties,  Calif.  Prince  Georges  Counties,  Mi.;  Alexandria  and  Falls  Church 

Mtaneapolis-St.  Paul,  Minn.:  Anoka,  Dakota,  Hennepin,  Ramsey,  and  Cities-  Arll!«ton  and  Fairfai[  Cowl,'ies'  Va‘ 

Washington  Counties,  Minn. 

Newark,  N.J.:  Essex,  Morris,  Union  Counties,  N.J. 

New  York,  N.Y.:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  Counties,  N.Y. 

NOTE:  The  7  standard  metropolitan  statistical  areas  designated  by  an  asterisk  (*)  do  not  conform  to  the  most  recent  Bureau  of  the  Budget  definition 
of  the  areas  but  correspond  instead  to  the  previous  definition. 


Philadelphia,  Pa.-N.J.:  Bucks,  Chester,  Delaware,  Montgomery,  and 
Philadelphia  Counties,  Pa.;  Burlington,  Camden,  and  Gloucester 
Counties,  N.J. 

Pittsburgh,  Pa.:  Alleghany,  Beaver,  Washington,  and  Westmoreland 
Counties,  Pa. 

"St.  Louis,  Mo. -Ill.:  St.  Louis  City,  Jefferson,  St.  Charles, 

St.  Louis  Counties,  Mo.;  Madison  and  St.  Clair  Counties,  Ill. 

"San  Franc i sc o-Oakland,  Calif.:  Alameda,  Contra  Costa,  Marin, 

San  Francisco,  San  Mateo,  and  Solano  Counties,  Calif. 

Seattle,  Wash.:  King  and  Snohomish  Counties,  Wash. 

Washington,  D.C .-Md .-Va . :  District  of  Columbia;  Montgomery  and 
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Sales  and  End-of-Month  Accounts  Receivable  of  Retail  Stores 
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Beginning  with  the  January  1965  report,  sales  data  for  geographic  regions,  divisions, 
and  selected  States  and  standard  metropolitan  statistical  areas  which  were  previously 
published  in  the  Monthly  Retail  Area  Sales  Supplement  are  included  in  this  report. 
In  addition,  a  table  has  been  introduced  showing  the  percent  change  in  sales  over  2 
consecutive  months,  for  all  retail  stores  and  for  general  merchandise,  apparel,  and 
furniture  (GAF)  stores  combined,  in  the  20  largest  standard  metropolitan  statistical 
areas.  National  estimates  of  end-of -month  accounts  receivable  balances  owed  to  retail 
stores,  adjusted  for  seasonal  variations  and  holiday  differences,  are  also  included 
for  the  first  time  in  the  January  1965  publication.  The  January  report  includes  ad¬ 
justed  end-of-month  accounts  receivable  data  for  January  1964  through  January  1965; 
data  for  January  1959  through  December  1963  are  available  upon  request. 
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SALES  OF  ALL  RETAIL  STORES- 
FIRST  THREE  MONTHS  1962  THROUGH  1965 

Not  ad|usted  for  seasonal  variations  or  trading  day  differences] 


Percentoge  figures  represent  percent  of  totol  soles.  BUREAU  OF  THE  CENSUS 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL 
STORES,  UNITED  STATES  FOR  SELECTED  KINDS  OF 
BUSINESS-MARCH  1965 

[Not  adjusted  for  seasonal  variations  and  holiday  differences] 
(Billions  of  dollars) 

1  2  3 


GENERAL 

MERCHANDISE 

GROUP 


FURNITURE  AND 
APPLIANCE 
GROUP 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


|  Charge  Account*. .. . 

^  Inetallmant  Account*. 
Total .............. 


TOTAL  ALL  STORES 

1905  ‘ 

1964 

Parcant 

7.5 

7.2 

+  4 

8.3 

7.3 

+  13 

15.8 

14.5 

+8 

4  5  6 
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SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  March  1965  were  estimated  at  $22.0 
billion,  12  percent  above  sales  estimated  for  Febru¬ 
ary  1965  and  7  percent  above  March  1964.  After 
adjustment  for  seasonal  variations  and  trading  day 
differences  but  not  for  price  changes,  March  1965 
sales  amounted  to  $22 . 9  billion,  a  decrease  of  2  per¬ 
cent  from  February  1965,  but  8  percent  higher  than 
March  1964.  March  1965  adjusted  sales  of  durable- 
goods  stores  decreased  3  percent  from  the  previous 
month  while  nondurable-goods  stores  decreased  1  per¬ 
cent  for  the  same  period.  On  a  year-to-year  basis, 
adjusted  sales  of  durable- goods  stores  showed  an  11 
percent  increase  over  March  1964  and  adjusted  sales 
of  nondurable-goods  stores  showed  a  6  percent  in¬ 
crease  for  the  corresponding  period. 

Based  on  adjusted  data  in  the  durable-goods  category, 
March  1965  sales  increased  2  percent  from  February 
1965  sales  for  the  furniture  and  appliance  group, 
while  the  automotive  group  and  the  lumber,  building, 
hardware,  and  farm  equipment  group  showed  decreases 
of  5  percent  and  2  percent  respectively.  In  the  non- 
durable-goods  category,  the  apparel  group  showed  a  6 
percent  month- to- month  decrease  while  eating  and 
drinking  places  and  the  general  merchandise  group 
each  showed  a  1  percent  decrease.  The  food  group 
remained  virtually  unchanged. 

Compared  with  March  1964,  adjusted  sales  of  all 
major  kind-of -business  groups  increased.  In  the 
durable-goods  category  the  automotive  group  showed 
the  largest  increase,  19  percent,  follcvred  by  -the  lumber, 


building,  hardware,  and  farm  equipment  group,  3  per¬ 
cent,  and  the  furniture  and  appliance  group,  1  per¬ 
cent.  In  the  nondurable-goods  category  the  year-to- 
year  increases  were:  general  merchandise  group,  14, 
percent;  eating  and  drinking  places,  7  percent;  foot 
group,  4  percent;  and  the  apparel  group,  3  percent. ! 

Based  on  unadjusted  data,  the  four  regions  of  th<' 
United  States  had  total  sales  of  all  retail  store: 
for  March  1965,  and  year-to-year  comparisons  as  fol¬ 
lows:  the  Northeastern  States — $5.5  billion,  up 
percent;  the  North  Central  States — $6.4  billion,  uj, 
9  percent;  the  South — $6.1  billion,  up  8  percent 
and  the  West — $3.9  billion,  up  8  percent. 

For  the  five  largest  Standard  Metropolitan  Statis-I 
tical  Areas,  the  total  unadjusted  retail  sales  fo 
all  stores  for  March  1965  and  year-to-year  comparifj 
sons  were:  New  York — $1.3  billion,  down  1  percent 
Los  Angeles-Long  Beach — $1.1  billion,  up  5  percent 
Chicago — $0.9  billion,  up  3  percent;  Detroit — $0. 
billion,  up  21  percent;  and  Philadelphia — $0.5  bil 
lion,  up  1  percent. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $15. 
billion  in  total  accounts  receivable  balances  owed  b 
customers  as  of  March  31,  1965.  After  adjustment  fc 
seasonal  variations  and  holiday  differences  but  nc 
for  price  changes,  March  1965  total  receivable  bal 
ances  were  1  percent  below  the  February  1965  leve 
but  were  8  percent  above  March  1964.  Compared  wit 
March  1964,  adjusted  installment  account  balance 
increased  13  percent  and  adjusted  charge  accour 
balances  increased  4  percent. 


30 

28 

26 

24 

22 

20 

18 

16 

14 

12 

10 

0 


3 


MONTHLY  SALES  AND  END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES 

FOR  THE  UNITED  STATES 


1956  1957  1958  1959  1960  1961  1962  1963  1964  1965 
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BILLIONS  OF  DOLLARS 
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Table  1. — ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


1965 

1964 

Total  3 

months 

Jan.  |  Feb. 

Mar.1 

Mar.  1  Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

20,581 

1 - 

19, 608 

22,007 

20, 502 

21,186 

22,508 

22,242 

22,145 

21,778 

21,313 

22,605 

21,720 

27,719 

62, 196 

58,414 

Durable-goods  stores,  total . 

6,665 

6,664 

7,769 

6,741 

7,360 

7,693 

7,719 

7,399 

7,011 

6,893 

7,133 

6,813 

8,201 

21, 09S 

18, 894 

Nondurable-goods  stores,  total . 

13,916 

12,944 

14,  238 

13,761 

13,826 

14,815 

14,523 

14,746 

14,767 

14,420 

15,472 

14,907 

19,518 

41, 098 

39, 520 

Food  group . 

5,242 

4,854 

5,170 

4,891 

4,898 

5,248 

5,114 

5,484 

5,283 

5,099 

5,528 

5,017 

5,762 

15,266 

14,758 

Grocery  stores  . 

4,786 

4,405 

4,692 

4,406 

4,414 

4,739 

4,613 

4,971 

4,780 

4,612 

5,031 

4,546 

5,208 

13, 883 

13,  359 

Meat  markets . 

121 

115 

119 

129 

123 

127 

127 

125 

123 

117 

128 

113 

130 

355 

387 

Bakery  products  stores . 

95 

90 

98 

95 

94 

96 

92 

88 

94 

92 

99 

96 

106 

283 

277 

Eating  and  drinking  places . 

1,559 

1,453 

1,592 

1,485 

1,547 

1,650 

1,711 

1,796 

1,805 

1,671 

1,688 

1,568 

1,658 

4,604 

4,307 

Eating  places . 

1,114 

1,036 

1,146 

1,045 

1,092 

1,179 

1,239 

1,293 

1,308 

1,204 

1,207 

1,118 

1,170 

3,  296 

2,999 

Restaurants,  cafeterias,  lunchrooms . 

937 

867 

951 

869 

895 

942 

983 

1,026 

1,047 

976 

989 

921 

975 

2,755 

2,511 

Drinking  places . 

445 

417 

446 

440 

455 

471 

472 

503 

497 

467 

481 

450 

488 

1, 308 

1,  308 

General  merchandise  group . 

2,094 

1,998 

2,412 

2,303 

2,310 

2,479 

2,491 

2,380 

2,591 

2,550 

2,801 

3,021 

5,048 

6,  504 

6,050 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

1,  549 

1,427 

1,744 

1,638 

1,677 

1,800 

1,816 

1,714 

1,865 

1,857 

2,056 

2,180 

3,673 

4,720 

4, 302 

Department  stores . 

1,254 

1,159 

1,426 

1,336 

1,366 

1,463 

1,481 

1,384 

1,513 

1,519 

1,668 

1,761 

2,977 

3,839 

3,499 

Variety  stores . 

311 

333 

375 

389 

361 

399 

395 

398 

421 

400 

430 

473 

901 

1,019 

991 

Mail  order  houses  (department  store 
merchandise) . 

135 

147 

192 

i  178 

179 

173 

170 

158 

195 

189 

209 

262 

341 

474 

464 

Apparel  group.. . . . . 

Men's,  boys '  wear  stores2 . 

1,100 

917 

1,073 

1,283 

1,140 

1,282 

1,238 

1,118 

1,209 

1,289 

1,376 

1,355 

2,324 

3,090 

3,  236 

231 

181 

191 

206 

204 

240 

254 

221 

220 

234 

269 

273 

523 

603 

590 

Men's,  boys '  clothing,  furnishings  stores. 

224 

176 

185 

200 

196 

231 

247 

214 

214 

229 

261 

265 

513 

585 

573 

Women's  apparel,  accessory  stores3 . 

439 

378 

456 

502 

463 

506 

465 

427 

463 

497 

547 

539 

924 

1,273 

1,284 

Women's  ready-to-wear  stores . 

382 

331 

404 

440 

406 

440 

401 

364 

402 

435 

480 

474 

806 

1, 117 

1, 114 

Family  clothing  stores . 

201 

168 

194 

247 

217 

252 

249 

217 

249 

250 

281 

270 

473 

563 

612 

Shoe  stores . 

183 

152 

185 

266 

211 

233 

217 

195 

212 

235 

215 

210 

306 

520 

599 

Furniture  and  appliance  group . 

953 

903 

1,008 

973 

1,004 

1,043 

1,112 

1,098 

1,111 

1,088 

1,182 

1,169 

1,488 

2,864 

2,798 

Furniture,  home  furnishings  stores . 

631 

598 

670 

638 

663 

685 

735 

708 

735 

696 

776 

752 

890 

1,899 

1,822 

Furniture  stores..... . 

464 

423 

479 

443 

478 

497 

543 

532 

552 

508 

569 

550 

680 

1,  366 

1,289 

Household  appliance,  TV,  radio  stores . 

322 

305 

338 

335 

341 

358 

377 

390 

376 

392 

406 

417 

598 

965 

976 

Household  appliance  dealers . 

228 

219 

248 

241 

244 

263 

282 

290 

274 

285 

287 

294 

417 

695 

698 

Lumber,  building,  hardware,  farm  equipment 
group . 

957 

955 

1,172 

1,134 

1,344 

1,484 

1,562 

1,500 

1,389 

1,397 

1,449 

1,241 

1,242 

3,084 

3,026 

Lumber  yards,  building  materials  dealers*’... 

553 

528 

637 

616 

721 

801 

879 

872 

823 

814 

871 

743 

643 

1,718 

1,694 

Lumber  yards . 

356 

335 

411 

403 

473 

525 

580 

564 

555 

544 

591 

489 

412 

1,102 

1,124 

Hardware  stores . 

190 

169 

195 

182 

217 

246 

250 

237 

229 

231 

247 

252 

349 

554 

525 

Automotive  group . 

4,219 

4,247 

4,997 

4,058 

4,453 

4,551 

4,387 

4,159 

3,853 

3,728 

3,858 

3,713 

4,370 

13,463 

11, 419 

Passenger  car,  other  automotive  dealers . 

4,032 

4,069 

4,785 

3,847 

4,215 

4,289 

4,110 

3,896 

3,611 

3,503 

3,614 

3,471 

4,057 

12, 886 

10,840 

Passenger  car  dealers5 . 

3,944 

3,973 

4,668 

3,734 

4,077 

4,141 

3,947 

3,723 

3,436 

3,385 

3,486 

3,357 

3,947 

12,585 

10,550 

Passenger  car  dealers  (franchised) . 

3,641 

3,657 

4,287 

3,429 

3,768 

3,809 

3,648 

3,437 

3,157 

3,124 

3,193 

3,069 

3,677 

11,585 

9,673 

Tire,  battery,  accessory  dealers... . . 

187 

178 

212 

211 

238 

262 

277 

263 

242 

225 

244 

242 

313 

577 

579 

Gasoline  service  stations . 

1,679 

1, 561 

1,683 

1,585 

1,617 

1,708 

1,754 

1,820 

1,801 

1,701 

1,761 

1,712 

1,790 

4,923 

4,631 

Drug  and  proprietary  stores . 

716 

692 

732 

680 

665 

713 

705 

707 

708 

701 

724 

689 

966 

2,140 

2, 007 

Drug  stores . 

691 

669 

708 

657 

643 

689 

681 

677 

679 

667 

691 

661 

930 

2,068 

1,  945 

Liouor  stores . 

455 

433 

456 

434 

446 

485 

472 

500 

489 

475 

510 

518 

770 

1,344 

1,  294 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

22,900 

— 

23, 317 

22, 898 

- 1 

21,223 

21,392 

21,777 

21,773 

21,935 

22,266 

22,254 

21,383 

21,661 

22,781 

69, 115 

63,756  | 

Durable-goods  stores,  total . 

7,855 

7,966 

7,727 

6,939 

7,010 

7,218 

7,002 

7,060 

7,324 

7,541 

6,496 

6,695 

7,645 

23,548 

21,056  ! 

Nondurable-goods  stores,  total... . 

15,045 

15,351 

15,171 

14,284 

14,382 

14,559 

14,771 

14, 875 

14,942 

14,713 

14,887 

14,966 

15,136 

45, 567 

42, 700  | 

Food  group . 

5,192 

5,338 

5,313 

5,112 

5,064 

5,034 

5,202 

5,261 

5,234 

5,250 

5,229 

5,258 

5,409 

15,843 

15,134 

Grocery  stores  . 

4,714 

4,841 

4,817 

4,605 

4,574 

4,540 

4,704 

4,769 

4,743 

4,755 

4,736 

4,774 

4,913 

14, 372 

13,666 

Eating  and  drinking  places . 

1,704 

1,720 

1,695 

1,584 

1,599 

1,589 

1,623 

1,642 

1,633 

1,600 

1,637 

1,609 

1,653 

5,119 

4,757  ' 

General  merchandise  group . 

2,832 

2,848 

2, 826 

2,489 

2, 514 

2,589 

2,620 

2,686 

2,734 

2,591 

2,664 

2,738 

2,762 

8,506 

7,562  1 

Department  stores . 

1,715 

1,712 

1,676 

1,467 

1,467 

1,543 

1,533 

1,580 

1,630 

1,516 

1,568 

1,580 

1,600 

5,103 

4,469 

Variety  stores . 

439 

456 

459 

404 

421 

420 

427 

443 

439 

427 

429 

466 

442 

1,354 

1, 222  1 

Mail  order  houses  (department  store  mdse.).. 

193 

1% 

208 

188 

192 

190 

200 

192 

205 

192 

198 

191 

196 

597 

566  1 

Apparel  group..... . 

1,  327 

1,335 

1,261 

1,228 

1,272 

1,295 

1,322 

1,316 

1,363 

1,285 

1,301 

1,310 

1,300 

3,923 

3,769 

Men '8,  boys '  wear  stores  . 

258 

265 

250 

233 

241 

250 

244 

257 

269 

261 

259 

261 

257 

773 

710  j 

Women's  apparel,  accessory  stores  i . 

531 

531 

522 

477 

504 

502 

522 

509 

519 

504 

512 

517 

518 

1,584 

1,479 

Shoe  stores . . 

223 

219 

204 

226 

219 

223 

218 

217 

224 

206 

210 

229 

226 

646 

660 

Furniture  and  appliance  group . 

1,103 

1,081 

1,102 

1,088 

1,095 

1,080 

1,108 

1,107 

1,094 

1,067 

1,088 

1,098 

1,113 

3,  286 

3, 180 

Furniture,  home  fumlahingB  stores . 

748 

715 

725 

711 

701 

699 

735 

709 

719 

679 

703 

701 

702 

2, 188 

2,089 

Household  appliance,  TV,  radio  stores . 

355 

366 

377 

377 

394 

381 

373 

398 

375 

388 

385 

397 

411 

1,098 

1,091 

Limber,  building,  hardware,  farm  equipment 
group . . 

1,377 

1, 352 

1,  319 

1,277 

1,257 

1,370 

1,339 

1,294 

1,273 

1,285 

1,273 

1,256 

1,310 

4,048 

3,894  j 

Lumber  yards,  building  materials  dealers'  ... 

805 

756 

748 

727 

707 

754 

765 

732 

711 

729 

741 

721 

742 

2,  309 

2,236 

Hardware  stores . 

245 

235 

227 

209 

205 

220 

227 

222 

227 

237 

242 

261 

262 

707 

656  1 

Automotive  group. . . . . . 

4,709 

4,855 

4,628 

3,894 

4,026 

4,126 

3,885 

3,989 

4,259 

4,531 

3,495 

3,685 

4,588 

14, 192 

12,007 

Passenger  car,  other  automotive  dealers . 

4,470 

4,608 

4,  390 

3,646 

3,788 

3,880 

3,645 

3,755 

4,025 

4,301 

3,265 

3,428 

4,344 

13,468 

11, 282 

Tire,  battery,  accessory  dealers . 

239 

247 

238 

248 

238 

246 

240 

234 

234 

230 

230 

257 

244 

724 

725  1 

Gasoline  service  stations . . . 

1,749 

1,798 

1, 759 

1,629 

1,674 

1,670 

1,683 

1,701 

1,690 

1,695 

1,722 

1,738 

1,755 

5,306 

4, 908 

Drug  and  proprietary  stores . . . 

734 

745 

749 

702 

689 

713 

721 

726 

722 

734 

739 

724 

731 

2,  228 

2,062  j 

Liquor  stores . . . . . 

499 

515 

513 

491 

486 

495 

503 

495 

494 

499 

503 

509 

508 

1,527 

1,444 

Note:  U.S.  totals  include  kinds  of  business  not  shewn  separately.  Sampling  variabilities  for  unadjusted  data  shown  in  table  13,  page  14. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  Includes  men’s,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

3  Includes  women’s  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

4  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

5  Includes  both  franchised  and  nonfranc hi sed  car  dealers. 
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Table  2. — PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


Percent  changes  in  sales — 
all  retail  stores 

Percent  changes  in  sales— 
all  retail  stores 

Kind  of  business 

March  1965 
from — 

3  months 
1965 

Kind  of  business 

March  1965 
from-- 

3  months 
1965 

March 

1964 

February 

1965 

from 

3  months 
1964 

March 

1964 

February 

1965 

from 

3  months 
1964 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

+7 

+12 

46 

Durable-goods  stores,  total . 

+15 

+17 

412 

Nondurable -goods  stores,  total . 

+3 

+10 

+4 

Food  group . 

+6 

+7 

43 

Grocery  stores . 

+6 

+7 

+4 

Meat  markets . 

-8 

+3 

-8 

Fruit  stores,  vegetable  markets* . 

-11 

+7 

-14 

Candy,  nut,  confectionery  stores* . 

+8 

+5 

+10 

Bakery  products  stores . 

+3 

+9 

+2 

Delicatessen  stores* . 

0 

0 

+3 

Eating  and  drinking  places . 

+7 

+10 

+7 

Eating  places . 

+10 

+11 

+10 

Restaurants,  cafeterias,  lunchrooms . 

+9 

+10 

+10 

Drinking  places . 

+1 

+7 

0 

General  merchandise  group . 

+5 

+21 

+8 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

+6 

+22 

+10 

Department  stores . 

+7 

+23 

+10 

Variety  stores . 

-4 

+13 

+3 

Mail  order  houses  (department  store 

merchandise) . 

+8 

+31 

+2 

Apparel  group . 

-16 

+17 

-5 

Men's,  boys'  clothing,  furnishings  stores . 

-7 

46 

+2 

Men's,  boys'  clothing  stores* . 

-7 

+6 

+2 

Men's,  boys'  furnishings  stores* . 

-11 

+3 

-6 

Women ' s  ready-to-wear  stores . 

-8 

+22 

0 

Family  clothing  stores . 

-21 

+15 

-8 

Women's  apparel,  accessory,  specialty  stores*.. 

-13 

+18 

-6 

Shoe  stores . 

-30 

+22 

-13 

Percent 

all 

changes  in 
retail  stoi 

sales — 

•es 

Kind  of  business 

March  1965 
from — 

3  months 
1965 
from 

3  months 
1964 

March 

1964 

February 

1965 

Furniture  and  appliance  group . 

+4 

412 

+2 

Furniture  stores . 

+8 

413 

46 

Floor  coverings  stores* . 

0 

+9 

42 

Household  appliance,  TV,  radio  stores . 

+1 

411 

-1 

Household  appliance  stores . 

+3 

413 

0 

TV,  radio  stores* . 

-4 

+5 

-3 

Lumber,  building,  hardware,  farm  equip,  group... 

+3 

423 

+2 

Lumber,  building  materials  dealers . 

+3 

+21 

+1 

Lumber  yards . 

+2 

+23 

-2 

Paint,  glass,  wallpaper  stores* . 

+3 

+17 

44 

Heating  and  plumbing  equipment  dealers* . 

-24 

+14 

-25 

Hardware  stores . 

+7 

+15 

46 

Farm  equipment  dealers* . 

+1 

+32 

41 

Automotive  group . 

+23 

+18 

+18 

Passenger  car  dealers . 

+24 

+18 

+19 

Passenger  car  dealers  (franchised) . 

+25 

+17 

+20 

Tire,  battery,  accessory  dealers . 

0 

+19 

0 

Gasoline  service  stations . 

+6 

+8 

+6 

Fuel,  fuel  oil  dealers* . 

+16 

-9 

+9 

Fuel  dealers,  except  fuel  oil* . 

+21 

-6 

+7 

Fuel  oil  dealers* . 

+13 

-11 

+11 

Drug  and  proprietary  stores . 

48 

+6 

+7 

Drug  stores . 

48 

46 

+6 

Liquor  stores . 

+5 

+5 

44 

Jewelry  stores* . 

+2 

43 

+14 

Florists* . 

-12 

+3 

+3 

Book  stores* . 

-4 

-12 

-7 

Stationery  stores* . 

-9 

+2 

-9 

Music  stores* . 

422 

410 

+18 

Camera,  photographic  supply  stores* . 

0 

44 

-12 

Optical  goods  stores* . 

418 

+11 

+10 

Typewriter  stores* . 

-13 

+8 

-24 

Kind  of  business 

Percent  changes  in  sales  — 
all  retail  stores 

March  1965 
from— 

3  months 
1965 
from 

3  months 
1964 

March 

1964 

February 

1965 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+8 

-2 

+8 

Durable-goods  stores,  total . 

+11 

-3 

+12 

Nondurable-goods  stores,  total . 

46 

-1 

+7 

Food  group . 

+4 

0 

+5 

Grocery  stores . 

+5 

0 

+5 

Eating  and  drinking  places . 

+7 

-1 

+8 

General  merchandise  group . 

+14 

-1 

+12 

Department  stores . 

+14 

-2 

+14 

Variety  stores . 

+14 

+1 

+11 

Mail  order  houses  (department  store 
merchandise) . 

+11 

+6 

+5 

Apparel  group . 

+3 

-6 

+4 

Men's,  boys'  wear  stores . 

+7 

-6 

+9 

Women's  apparel,  accessory  stores . 

+9 

-2 

+7 

Shoe  stores . 

-10 

-8 

-2 

Furniture  and  appliance  group . . . 

+1 

+2 

+3 

Furniture,  home  furnishings  stores . 

+2 

+1 

+5 

Household  appliance,  TV,  radio  stores . 

0 

+3 

+1 

Lumber,  building,  hardware,  farm  equip,  group... 

+3 

-2 

+3 

Lumber,  building  materials  dealers . 

+3 

-1 

+3 

Hardware  stores . 

49 

-3 

+8 

Automotive  group . 

+19 

-5 

+18 

Passenger  car  and  other  automotive  dealers.... 

+20 

-5 

+19 

Tire,  battery,  accessory  dealers . . 

-4 

-4 

0 

Gasoline  service  stations . 

+8 

-2 

+8 

Drug  and  proprietary  stores . 

+7 

+1 

+8 

Liquor  stores . 

+4 

0 

46 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  14,  page  14,  for  kind3  of  business  without  an  asterisk.  For  kinds  of  business  with 
an  asterisk,  see  table  15,  page  14. 

*  See  Explanatory  Materials,  page  22. 
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Table  3.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total  3  months 

Jan. 

|  Feb. 

Mar. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept . 

Oct. 

Nov. 

Dec  . 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,699 

1 

4, 368 

4,972 

1 

4, 859 

4,858 

5,233 

5,107 

5,169 

5,202 

5,133 

5,637 

5,451 

7,734 

14, 039 

13, 667 

Durable-goods  stores,  total . 

322 

311 

374 

359 

390 

421 

450 

457 

444 

438 

436 

452 

560 

1,007 

984 

Nondurable-goods  stores,  total . 

4,377 

4,057 

4,  598 

4,500 

4,468 

4,812 

4,657 

4,712 

4,758 

4,695 

5,201 

4,999 

7,174 

13,032 

12, 683 

Food  group . 

2, 184 

2,011 

2,140 

2, 026 

2,028 

2, 184 

2, 041 

2,  219 

2,082 

2,063 

2, 359 

2, 041 

2,417 

6,335 

6,200 

Grocery  stores* . 

2,125 

1,952 

2,081 

1,970 

1,975 

2, 125 

1,981 

2,158 

2,021 

1,999 

2,  293 

1,981 

2,332 

6,158 

6, 038 

Eating  and  drinking  places . 

115 

111 

126 

111 

111 

120 

131 

134 

138 

129 

127 

120 

123 

352 

313 

General  merchandise  group . 

1, 375 

1,286 

1,580 

1,564 

1,592 

1,696 

1,698 

1,605 

1,756 

1,717 

1,877 

2,004 

3,358 

4,241 

4, 072 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,016 

904 

1,134 

1,105 

1,148 

1,  232 

1, 232 

1,155 

1,261 

1,243 

1,  360 

1,426 

2, 377 

3,054 

2, 885 

Department  stores . 

887 

793 

994 

968 

1,002 

1,074 

1,075 

1,003 

1,089 

1,079 

1, 182 

1,  247 

2,089 

2, 674 

2,521 

Variety  stores . 

229 

246 

280 

304 

281 

306 

304 

299 

320 

305 

330 

350 

675 

755 

758 

Apparel  group . 

263 

225 

290 

365 

304 

350 

335 

292 

329 

341 

361 

367 

626 

778 

840 

Men's,  bpys'  wear  stores2 . 

28 

22 

25 

29 

26 

33 

32 

26 

25 

28 

36 

37 

67 

75 

77 

Women's  apparel,  accessory  stores3 . 

106 

93 

124 

147 

132 

148 

144 

125 

143 

140 

153 

161 

272 

323 

339 

Women's  ready-to-wear  stores . 

98 

86 

115 

135 

122 

136 

132 

114 

133 

130 

141 

150 

250 

299 

312 

Shoe  stores . 

74 

65 

81 

119 

86 

100 

94 

82 

91 

103 

90 

91 

147 

220 

258 

Furniture  and  appliance  group . 

86 

84 

102 

96 

92 

103 

105 

103 

104 

108 

111 

117 

146 

272 

257 

Tire,  battery,  accessory  dealers . . 

80 

74 

89 

82 

96 

106 

115 

108 

101 

93 

104 

102 

142 

243 

229 

Drug  and  proprietary  stores . 

149 

145 

162 

148 

141 

152 

152 

153 

151 

154 

160 

155 

252 

456 

426 

Liquor  stores . 

95 

93 

101 

98 

97 

102 

97 

100 

103 

100 

112 

n4 

184 

289 

28  2 

Data 

ADJUSTE 

for  set 

isonal  ve 

riation^ 

and  trs 

ding  da> 

differe 

nces 

United  States,  total . 

5,367 

■ 

5,439 

5,397 

1 

5,126 

5,105 

5,165 

5,240 

5,311 

5,366 

5,296 

5,309 

5,382 

5,440 

16,203 

15,326 

Grocery  stores . 

2,045 

2,133 

2,117 

2,055 

2,030 

1,999 

2,066 

2,084 

2,083 

2,105 

2, 113 

2,110 

2, 174 

6,295 

6, 114 

Eating  and  drinking  places . 

124 

127 

128 

112 

112 

115 

127 

126 

130 

125 

123 

122 

122 

379 

333 

General  merchandise  group . 

1,897 

1,870 

1,867 

1,721 

1,718 

1,768 

1,759 

1,791 

1,830 

1,755 

1,783 

1,830 

1,  819 

5,634 

5,162 

Department  stores . 

1,223 

1,180 

1,164 

1,075 

1,049 

1, 110 

1,087 

1,124 

1,154 

1,093 

1, 113 

1,147 

1,145 

3,567 

3,222 

Variety  stores . 

336 

344 

343 

319 

329 

320 

324 

329 

,  328 

327 

325 

344 

330 

1,023 

955 

Apparel  group . 

355 

347 

333 

326 

343 

348 

349 

351 

369 

337 

341 

349 

353 

1,035 

999 

Men's,  boys'  wear  stores 2 . 

33 

34 

30 

29 

31 

34 

32 

33 

33 

33 

33 

32 

32 

97 

93 

Women's  apparel,  accessory  stores3 . 

151 

145 

143 

136 

151 

146 

153 

149 

156 

142 

144 

149 

148 

439 

415 

Shoe  stores . 

94 

92 

89 

98 

91 

95 

91 

96 

103 

92 

90 

100 

100 

275 

282 

Tire,  battery,  accessory  dealers . 

105 

106 

102 

96 

96 

99 

100 

96 

100 

97 

100 

106 

103 

313 

293 

Drug  and  proprietary  stores . 

159 

163 

169 

157 

147 

157 

156 

161 

158 

165 

167 

160 

163 

491 

457 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  March  1965  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending  March  6  =  505; 
March  13  -  486;  March  20  .  492;  March  27  .  482;  April  3  =  509. 

2  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


1965 

1964 

Total  3 

months 

Jan.  |  Feb. 

Mar. 1 

Mar .  |  Apr . 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

5,735 

1 - 

5,391 

6, 110 

- ■ 

5,773 

5,819 

6,253 

6,109 

6,157 

6,230 

6,186 

6,766 

6,566 

9,280 

17, 236 

16, 244 

Food  group . 

2,515 

2,328 

2,477 

2,273 

2,272 

2,444 

2,  292 

2,503 

2,  384 

2,  358 

2,679 

2,359 

2,798 

7,320 

6,974 

Grocery  stores . 

2,428 

2,242 

2,387 

2, 190 

2, 192 

2,  359 

2,  206 

2,413 

2,  290 

2,262 

2,580 

2,  265 

2,672 

7,057 

6,735 

Eating  and  drinking  places . 

184 

172 

192 

156 

158 

171 

190 

196 

200 

187 

191 

185 

193 

548 

443 

General  merchandise  group . 

1,521 

1,441 

1,768 

1, 708 

1,734 

1,849 

1, 860 

1,731 

1, 896 

1,858 

2,035 

2, 196 

3, 718 

4,730 

4,448 

Department  stores  and  dry  goods,  general 
merchandise  stores . 

1, 142 

1,034 

1,294 

1,  232 

1,277 

1,  369 

1,  382 

1,267 

1,384 

1,  370 

1,503 

1,585 

2,687 

3,470 

3, 214 

Department  stores . 

981 

894 

1,122 

1,065 

1, 100 

1, 178 

1, 190 

1,085 

1, 182 

1, 130 

1,  296 

1,  367 

2, 299 

2,987 

2,769 

Drug  and  proprietary  stores . 

183 

178 

196 

172 

163 

180 

182 

185 

187 

188 

193 

187 

304 

557 

499 

Note:  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 
1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 
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Table  5.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  REGIONS  AND  KIND  OF  BUSINESS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percent  change 

1965 

1964 

Jan. -Mar. 

Mar. 

1965 

Region  and  kind  of  business 

from 

Jan. -Mar . 
1964 

Jan. 

Feb. 

Mar.1 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Mar. 

1964 

Feb. 

1965 

THE  NORTHEASTERN  STATES 

TOTAL . 

5,276 

4,955 

5,535 

5,283 

5,370 

5,734 

5,671 

5,508 

5,435 

5,362 

5,673 

5,581 

7,337 

4-5 

+  5 

♦  12 

Durable-goods  stores,  total . 

1,498 

1,457 

1,741 

1,553 

1,714 

1,817 

1,775 

1,605 

1,587 

1,498 

1,553 

1,578 

1,964 

+  10 

+  12 

+  19 

Nondurable-goods  stores,  total .... 

3,778 

3,498 

3,794 

3,730 

3,656 

3,917 

3,896 

3,903 

3,848 

3,864 

4,120 

4,003 

5,373 

+  3 

+  2 

+  8 

Food  group . 

1,483 

1,  358 

1,442 

1,385 

1,381 

1,484 

1,450 

1,564 

1,470 

1,438 

1,552 

1,406 

1,626 

+  2 

+4 

+6 

Grocery  stores . 

1,258 

1, 144 

1,  214 

1,152 

1,159 

1,249 

1,217 

1,324 

1,237 

1,204 

1,310 

1,178 

1,360 

+  3 

+5 

+6 

Eating  and  drinking  places . 

447 

432 

480 

447 

466 

508 

528 

542 

541 

500 

500 

464 

495 

+6 

+7 

+  11 

OAF2,  total . 

1,091 

1,004 

1, 174 

1,246 

1,181 

1,314 

1,338 

1,209 

1,261 

1,348 

1,464 

1,  542 

2,504 

0 

-6 

+  17 

General  merchandise  group . 

511 

487 

585 

537 

529 

585 

608 

567 

598 

635 

695 

764 

1,323 

+  12 

+9 

+  20 

Department  stores . 

327 

302 

375 

333 

330 

368 

383 

345 

364 

402 

440 

464 

806 

+  15 

+  13 

♦  24 

Apparel  group . 

351 

293 

338 

439 

376 

435 

430 

343 

367 

419 

443 

440 

741 

-9 

-23 

+  15 

Furniture  and  appliance  group . 

Lumber,  bldg ., hdwe ., farm  equip,  grp... 

229 

224 

251 

270 

276 

294 

300 

299 

296 

294 

326 

338 

440 

-9 

+8 

-7 

+  15 

+  12 

-»-27 

Gasoline  service  stations . 

304 

289 

306 

301 

307 

325 

327 

342 

338 

314 

317 

307 

312 

+4 

+  2 

+6 

Drug  and  proprietary  stores . 

164 

154 

164 

151 

146 

152 

160 

160 

157 

161 

166 

158 

211 

+7 

+  9 

+6 

THE  NORTH  CENTRAL  STATES 

TOTAL . 

5,881 

5,593 

6,  390 

5,872 

6,254 

6,674 

6,549 

6,558 

6,362 

6,341 

6,885 

6,514 

8,030 

+6 

+  9 

+  14 

Durable-goods  stores,  total . 

1,877 

1,879 

2, 274 

1,918 

2,198 

2,242 

2,284 

2,226 

2,036 

2,101 

2,254 

2,097 

2,406 

+  12 

+  19 

+  21 

Nondurable-goods  stores,  total .... 

4,004 

3,714 

4, 116 

3,954 

4,056 

4,432 

4,265 

4,332 

4,326 

4,240 

4,631 

4,417 

5,624 

+4 

+4 

+  11 

Food  group . 

1,433 

1, 320 

1,408 

1,356 

1,359 

1,472 

1,428 

1,509 

1,470 

1,406 

1,536 

1,384 

1,574 

+  1 

+4 

+7 

Grocery  stores . 

1,328 

1,220 

1,300 

1,246 

1,248 

1,349 

1,302 

1,386 

1,345 

1,288 

1,412 

1,268 

1,441 

+  2 

+4 

+7 

Sating  and  drinking  places . 

461 

425 

462 

440 

458 

493 

510 

538 

544 

505 

520 

474 

491 

+5 

+  5 

+  9 

OAF2,  total . 

1,195 

1,086 

1,  321 

1,300 

1,310 

1,386 

1,393 

1,343 

1,424 

1,438 

1,576 

1,646 

2,554 

+4 

+  2 

+  22 

General  merchandise  group . 

638 

613 

754 

724 

735 

785 

796 

749 

824 

817 

896 

966 

1,540 

+6 

+4 

+  23 

Department  stores . 

382 

353 

432 

419 

444 

468 

476 

434 

480 

487 

532 

555 

916 

+6 

+  3 

+  22 

Apparel  group . 

293 

231 

276 

307 

295 

327 

298 

286 

299 

325 

357 

358 

600 

+  1 

-10 

+  19 

Furniture  and  appliance  group . 

264 

242 

291 

269 

280 

274 

299 

308 

301 

296 

323 

322 

414 

+4 

+  8 

+20 

Lumber,  bldg ., hdwe ., farm  equip .  grp... 

330 

308 

409 

401 

489 

533 

571 

557 

514 

555 

580 

463 

473 

-5 

+2 

+  33 

Automotive  group . 

1,144 

1, 186 

1,427 

1,103 

1,291 

1,285 

1,250 

1,207 

1,059 

1,061 

1,176 

1,126 

1,256 

+  22 

+  29 

+  20 

Gasoline  service  stations . 

560 

512 

544 

502 

521 

551 

542 

576 

566 

546 

583 

562 

595 

+  9 

+8 

+6 

Drug  and  proprietary  stores . 

217 

207 

220 

198 

191 

214 

205 

213 

212 

214 

227 

213 

299 

+7 

+  11 

+6 

THE  SOUTH 

TOTAL . 

5,704 

5,511 

6,148 

5,702 

5,809 

6,198 

5,994 

6,013 

5,919 

5,687 

6,038 

5,748 

7,458 

+  8 

♦  8 

+  12 

Durable-goods  stores,  total . 

2,019 

2,074 

2, 350 

2,067 

2,163 

2,303 

2,228 

2,159 

2,021 

1,990 

2,028 

1,895 

2,371 

+  13 

+  14 

+  13 

Nondurable -goods  stores,  total .... 

3,685 

3,437 

3,798 

3,635 

3,646 

3,895 

3,766 

3,865 

3,898 

3,697 

4,010 

3,853 

5,087 

+  5 

+4 

+  11 

Food  group . 

1,399 

1,308 

1,  392 

1,266 

1,282 

1,373 

1,352 

1,456 

1,403 

1,341 

1,469 

1,343 

1,535 

+7 

+  10 

+6 

Grocery  stores . 

1,336 

1,  235 

1,  318 

1,201 

1,212 

1,304 

1,285 

1,381 

1,329 

1,275 

1,403 

1,278 

1,458 

+7 

+  10 

+7 

2ating  and  drinking  places . 

355 

323 

355 

323 

345 

357 

359 

381 

381 

353 

354 

336 

357 

+  11 

+  10 

+  10 

OAF2,  total . 

1,130 

1,050 

1,226 

1,232 

1,188 

1,286 

1,258 

1,220 

1,346 

1,280 

1,422 

1,422 

2,331 

+6 

0 

+  17 

General  merchandise  group . 

550 

528 

638 

626 

624 

673 

633 

613 

680 

631 

714 

748 

1,280 

+6 

+  2 

♦  21 

Department  stores . 

277 

256 

324 

311 

312 

337 

323 

311 

351 

328 

373 

385 

656 

♦  8 

+4 

+  27 

Apparel  group . 

303 

260 

307 

361 

304 

333 

312 

308 

349 

342 

380 

364 

652 

-2 

-15 

+  18 

Furniture  and  appliance  group . 

277 

262 

281 

245 

260 

280 

313 

299 

317 

307 

328 

310 

399 

+  18 

♦  15 

+7 

Cumber,  bldg ., hdwe ., farm  equip .  grp... 

293 

296 

330 

344 

396 

436 

418 

387 

338 

352 

370 

329 

329 

+7 

-4 

\utomotive  group . 

1,303 

1,  359 

1, 566 

1,314 

1,355 

1,412 

1,312 

1,290 

1,170 

1,146 

1,159 

1,073 

1,337 

+  15 

+  19 

♦  15 

Gasoline  service  stations . 

498 

460 

502 

477 

486 

512 

538 

543 

538 

496 

511 

501 

531 

+  5 

+  5 

♦  9 

Drug  and  proprietary  stores . 

197 

196 

203 

188 

186 

201 

196 

190 

193 

185 

191 

185 

257 

+  9 

+  8 

+4 

THE  WEST 

TOTAL . 

3,720 

3,549 

3, 934 

3,645 

3,753 

3,902 

4,028 

4,066 

4,062 

3,923 

4,009 

3,877 

4,894 

+6 

♦  8 

♦  11 

Durable-goods  stores,  total . 

1,271 

1,  254 

1,404 

1,203 

1,285 

1,331 

1,432 

1,409 

1,367 

1,304 

1,298 

1,243 

1,460 

+  10 

+  17 

♦  12 

Nondurable-goods  stores,  total .... 

2,449 

2,295 

2,530 

2,442 

2,468 

2,571 

2,596 

2,657 

2,695 

2,619 

2,711 

2,634 

3,434 

+4 

+4 

♦  10 

Food  group . 

927 

868 

928 

884 

876 

919 

884 

955 

940 

914 

971 

884 

1,027 

+4 

+  5 

♦7 

Grocery  stores . 

864 

806 

860 

807 

795 

837 

809 

880 

869 

845 

906 

822 

949 

+4 

♦7 

♦7 

Sating  and  drinking  places . 

296 

273 

295 

275 

278 

292 

314 

335 

339 

313 

314 

294 

315 

+6 

♦7 

+  8 

3AF2,  total . 

731 

678 

772 

781 

775 

818 

852 

824 

880 

861 

897 

935 

1,471 

+  1 

-1 

+  14 

General  merchandise  group . 

395 

370 

435 

416 

422 

436 

454 

451 

489 

467 

496 

543 

905 

+  8 

+5 

♦  18 

♦  19 

♦  14 

Apparel  group . 

153 

133 

152 

176 

165 

187 

198 

181 

194 

203 

196 

193 

» 

-7 

-14 

C 

* 

Gasoline  service  stations . 

317 

300 

331 

305 

303 

320 

347 

359 

359 

345 

350 

342 

352 

♦  5 

♦  9 

♦  10 

Drug  and  proprietary  stores . 

138 

135 

145 

143 

142 

146 

144 

144 

146 

14 1 

140 

133 

199 

♦  2 

+  1 

♦7 

,  Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  16.)  Totals  include  data  for  kinds  of  business  not  shown  sepatatcly. 

States  in  geographic  regions  are  shown  on  page  27. 

1  Preliminary  estimates. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department-store  types  of  merchandise. 
(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  free  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percent  change  and 
between  3.1  and  4.5  for  the  percent  change  over  two  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 
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Table  6.— ESTIMATED  MONTHLY-  SALES  OF  ALL  RETAIL  STORES  BY  GEOGRAPHIC  DIVISIONS  AND  KIND  OF  BUSINESS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Geographic  division  and 
kind  of  business 

1965 

1964 

Percent  change 

Jan. -Mar. 
1965 

Mar.  1965 
from — 

Jan. 

|  Feb. 

Mar.1 

Mar.  | 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

from 

Jan. -Mar. 
1964 

Mar. 

1964 

Feb. 

1965 

New  England  Division,  total . 

1, 373 

1,252 

1,409 

1,272 

1,313 

1,423 

1,439 

1,417 

1,422 

1,380 

1,427 

1,419 

1,936 

+10 

+11 

+13 

Durable-goods  stores . 

421 

395 

489 

417 

477 

513 

493 

430 

444 

415 

417 

432 

568 

+13 

+17 

+24 

Nondurable-goods  stores . 

952 

857 

920 

855 

836 

910 

946 

987 

978 

965 

1,010 

987 

1,368 

+8 

+8 

+7 

Food  group . 

368 

327 

345 

318 

318 

353 

362 

403 

382 

364 

386 

349 

405 

+7 

+8 

+6 

GAF2,  total . 

244 

222 

261 

263 

256 

289 

305 

277 

298 

306 

315 

338 

616 

+2 

-1 

+18 

General  merchandise  group . 

114 

110 

134 

107 

108 

128 

146 

137 

146 

142 

149 

165 

320 

+27 

+25 

+22 

Gasoline  service  stations . 

81 

75 

81 

78 

81 

87 

90 

95 

91 

88 

86 

80 

82 

+6 

+4 

+8 

Middle  Atlantic  Division,  total.... 

3,903 

3,703 

4,126 

4,011 

4,057 

4,311 

4,232 

4,091 

4,013 

3,982 

4,246 

4,162 

5,401 

+4 

+3 

+11 

Durable-goods  stores . 

1,077 

1,062 

1,252 

1,136 

1,237 

1,304 

1,282 

1,175 

1,143 

1,083 

1,136 

1,146 

1,396 

+9 

+10 

+18 

Nondurable-goods  stores . 

2,826 

2,641 

2,874 

2,875 

2,820 

3,007 

2,950 

2,916 

2,870 

2,899 

3,110 

3,016 

4,005 

+2 

0 

+9 

Eating  and  drinking  places . 

350 

342 

378 

363 

377 

406 

417 

424 

423 

387 

388 

357 

381 

+4 

+4 

+11 

GAF2,  total . 

847 

782 

913 

983 

925 

1,025 

1,033 

932 

963 

1,042 

1,149 

1,204 

1,888 

-1 

-7 

+17 

General  merchandise  group . 

397 

377 

451 

430 

421 

457 

462 

430 

452 

493 

546 

599 

1,003 

+8 

+5 

+20 

Apparel  group . 

269 

230 

265 

349 

300 

349 

348 

272 

284 

324 

351 

345 

565 

-11 

-24 

+15 

Gasoline  service  stations . 

223 

214 

225 

223 

226 

238 

237 

247 

247 

226 

231 

227 

230 

+4 

+1 

+5 

Drug  and  proprietary  stores . 

116 

111 

120 

112 

107 

111 

116 

114 

111 

118 

122 

114 

146 

+5 

+7 

+8 

East  North  Central  Division,  total. 

4,209 

4,011 

4,606 

4, 247 

4,497 

4,778 

4, 656 

4,581 

4,489 

4,464 

4,  882 

4,653 

5,738 

+6 

+8 

+15 

Durable-goods  stores . 

1,292 

1,295 

1,586 

1,357 

1,558 

1,574 

1,579 

1,479 

1,370 

1,424 

1,562 

1,455 

1,656 

+11 

+17 

+22 

Nondurable-goods  stores . 

2,917 

2,716 

3,020 

2,890 

2,939 

3,204 

3,077 

3,102 

3,119 

3,040 

3,320 

3,198 

4,082 

+4 

+4 

+11 

Food  group . 

1,090 

1,009 

1,078 

1,034 

1,033 

1,116 

1,074 

1,126 

1,101 

1,046 

1,142 

1,041 

1,187 

+2 

+4 

+7 

Eating  and  drinking  places . 

344 

313 

340 

326 

335 

359 

372 

390 

400 

369 

380 

348 

361 

+6 

+4 

+9 

GAF2,  total . 

876 

799 

986 

968 

970 

1,023 

1,019 

965 

1,031 

1,050 

1,148 

1,208 

1,880 

+4 

+2 

+23 

General  merchandise  group . 

463 

449 

560 

536 

541 

577 

581 

539 

594 

596 

644 

706 

1,115 

+5 

+4 

+25 

Apparel  group . 

219 

173 

207 

234 

223 

250 

227 

213 

230 

243 

269 

271 

459 

0 

-12 

+20 

Gasoline  service  stations . 

369 

346 

366 

340 

342 

355 

352 

379 

379 

364 

394 

375 

392 

+7 

+8 

+6 

Drug  and  proprietary  stores . 

159 

151 

161 

142 

139 

159 

152 

157 

154 

154 

165 

157 

220 

+9 

+13 

+7 

West  North  Central  Division,  total. 

1,672 

1,582 

1,784 

1,625 

1,757 

1,896 

1,893 

1,977 

1,873 

1,877 

2,003 

1,861 

2, 292 

+7 

+10 

+13 

Durable-goods  stores . 

585 

584 

638 

561 

640 

668 

705 

747 

666 

677 

692 

642 

750 

+14 

+23 

+18 

Nondurable-goods  stores . 

1,087 

998 

1,096 

1,064 

1,117 

1,228 

1,188 

1,230 

1,207 

1,200 

1,311 

1,219 

1,542 

+3 

+3 

+10 

Food  group . 

343 

311 

330 

322 

326 

356 

354 

383 

369 

360 

394 

343 

387 

-1 

+2 

+6 

GAF2,  total . 

319 

287 

335 

332 

340 

363 

374 

378 

393 

388 

428 

438 

674 

+4 

+1 

+17 

General  merchandise  group . 

175 

164 

194 

188 

194 

208 

215 

210 

230 

221 

252 

260 

425 

+6 

+3 

+18 

Gasoline  service  stations . 

191 

166 

178 

162 

179 

196 

190 

197 

187 

182 

189 

187 

203 

+15 

+10 

+7 

South  Atlantic  Division,  total . 

2,826 

2,700 

2,981 

2,789 

2,828 

3,035 

2,938 

2,919 

2,936 

2,786 

2,974 

2,871 

3,794 

+9 

+7 

+10 

Durable-goods  stores . 

949 

959 

1,060 

976 

1,028 

1,107 

1,066 

1,003 

977 

948 

973 

911 

1,143 

+12 

+9 

+11 

Nondurable-goods  stores . 

1,877 

1,741 

1,921 

1,813 

1,800 

1,928 

1,872 

1,916 

1,959 

1,838 

2,001 

1,960 

2,651 

+7 

+6 

+10 

Eating  and  drinking  places . 

193 

177 

193 

171 

181 

184 

189 

208 

213 

195 

193 

182 

199 

+15 

+13 

+9 

GAF2,  total . 

590 

559 

656 

637 

601 

651 

641 

607 

680 

660 

737 

754 

1,254 

+11 

+3 

+17 

General  merchandise  group . 

290 

284 

342 

328 

321 

345 

330 

311 

346 

323 

364 

397 

690 

+10 

+4 

+20 

Apparel  group . 

159 

138 

167 

186 

148 

162 

157 

150 

180 

177 

192 

191 

352 

+2 

-10 

+21 

Gasoline  service  stations . 

238 

216 

235 

221 

230 

241 

248 

256 

258 

236 

251 

242 

255 

+7 

+6 

49 

Drug  and  proprietary  stores . 

101 

98 

99 

92 

89 

97 

97 

94 

97 

91 

94 

93 

131 

+13 

+8 

+1 

East  South  Central  Division,  total. 

1,048 

1,010 

1,126 

1,092 

1,114 

1,195 

1,144 

1,129 

1,117 

1,103 

1,161 

1,093 

1,372 

+5 

+3 

+11 

Nondurable-goods  stores . 

671 

628 

688 

677 

689 

749 

703 

713 

724 

712 

772 

716 

921 

+4 

+2 

+10 

Food  group . 

274 

254 

272 

241 

251 

276 

264 

475 

274 

266 

298 

269 

300 

+10 

+13 

+7 

GAF2,  total . 

201 

190 

217 

236 

236 

251 

235 

225 

243 

231 

257 

245 

410 

0 

-8 

+14 

General  merchandise  group . 

106 

99 

119 

121 

124 

133 

123 

118 

126 

121 

139 

134 

232 

+3 

-2 

+20 

Gasoline  service  stations . 

94 

89 

95 

101 

100 

107 

109 

112 

116 

111 

109 

102 

105 

-3 

-6 

+7 

West  South  Central  Division,  total. 

1,830 

1,801 

2,041 

1,821 

1,867 

1,968 

1,912 

1,965 

1,866 

1,798 

1,903 

1,784 

2,292 

+9 

+12 

+13 

Nondurable-goods  stores . 

1,137 

1,068 

1,189 

1,145 

1,157 

1,218 

1,191 

1,225 

1, 215 

1,147 

1,237 

1,177 

1,515 

+3 

+4 

+11 

Food  group . 

433 

417 

447 

421 

426 

441 

439 

475 

453 

435 

460 

414 

469 

+3 

+6 

+7 

Eating  and  drinking  places . 

107 

97 

108 

100 

109 

115 

118 

121 

114 

108 

111 

106 

107 

+10 

+8 

+11 

GAF2,  total . 

339 

301 

353 

359 

351 

384 

382 

388 

423 

389 

428 

423 

667 

+3 

-2 

+17 

General  merchandise  group . 

154 

145 

177 

177 

179 

195 

180 

184 

208 

187 

211 

217 

358 

+2 

0 

+22 

Mountain  Division,  total . 

771 

717 

821 

762 

795 

837 

901 

907 

918 

848 

879 

827 

1,026 

+3 

+8 

+15 

Nondurable-goods  stores . . 

511 

473 

527 

529 

527 

544 

575 

603 

610 

570 

583 

562 

721 

-1 

0 

+11 

_  , 

+6 

GAF2,  total . 

134 

123 

142 

151 

150 

159 

164 

163 

177 

160 

169 

173 

276 

-3 

-6 

+15 

General  merchandise  group . 

70 

63 

75 

83 

84 

88 

89 

87 

98 

84 

90 

95 

167 

-3 

-10 

+19 

Pacific  Division,  total . 

2,949 

2,832 

3,113 

2,883 

2,958 

3,065 

3,127 

3,159 

3,144 

3,075 

3,130 

3,050 

3,868 

+7 

+8 

+10 

Durable-goods  stores . 

1,011 

1,010 

1,110 

970 

1,017 

1,038 

1,106 

1,105 

1,059 

1,026 

1,002 

978 

1,155 

+9 

+14 

+10 

Nondurable-goods  stores . 

1,938 

1,822 

2,003 

1,913 

1,941 

2,027 

2,021 

2,054 

2,085 

2,049 

2,128 

2,072 

2,713 

+5 

+5 

+10 

Food  group . 

727 

681 

729 

686 

689 

722 

694 

751 

741 

721 

756 

686 

799 

+5 

+6 

+7 

Eating  and  drinking  places . 

248 

229 

246 

226 

227 

237 

249 

263 

269 

248 

254 

243 

262 

+9 

+9 

+7 

GAF2,  total . 

597 

555 

630 

630 

625 

659 

688 

661 

703 

701 

728 

762 

1,195 

+3 

0 

+14 

General  merchandise  group . 

325 

307 

360 

333 

338 

348 

365 

364 

391 

383 

406 

448 

738 

+10 

+8 

+17 

Gasoline  service  stations . 

229 

219 

241 

219 

220 

233 

239 

242 

239 

234 

249 

246 

251 

+6 

+10 

+10 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  17.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  divisions  are  shown  on  page  27. 

1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department-store  types  of  merchandise. 
(C)  See  footnote  to  table  5. 
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Table  7.  — ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1965 

1964 

Percent 

change 

Jan. -Mar. 

Mar. 

State  and  kind  of  business 

1965 

1965 

Jan. 

Feb. 

Mar. 1 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

from 

from 

Jan. -Mar. 

Mar. 

1964 

1964 

California,  total . 

2,295 

2,202 

2,372 

2,195 

2, 260 

2,354 

2,389 

2,375 

2,336 

2,300 

2,355 

2, 344 

2,999 

+6 

48 

Nondurable-goods  stores . 

1,476 

1,380 

1,502 

1,442 

1,466 

1,540 

1,540 

1,537 

1,542 

1,514 

1,606 

1,569 

2,116 

44 

44 

GAF2 . 

471 

446 

499 

485 

486 

514 

562 

515 

544 

535 

558 

596 

979 

45 

43 

Florida,  total . 

703 

674 

722 

650 

616 

633 

609 

590 

577 

581 

646 

614 

855 

413 

4ll 

Nondurable-goods  stores . 

483 

447 

488 

440 

411 

417 

400 

404 

403 

380 

425 

430 

605 

413 

411 

Illinois,  total . 

1,222 

1,164 

1,336 

1,289 

1,349 

1,427 

1,394 

1,316 

1,295 

1,292 

1,391 

1,399 

1,713 

44 

44 

Nondurable-goods  stores . 

905 

845 

958 

943 

953 

1,057 

1,002 

949 

962 

947 

1,014 

1,017 

1,294 

43 

42 

GAF2 . 

284 

265 

334 

335 

335 

351 

360 

308 

341 

344 

381 

419 

623 

44 

0 

Indiana,  total . 

543 

540 

641 

564 

588 

648 

608 

590 

566 

575 

626 

572 

692 

47 

414 

Massachusetts,  total . 

666 

620 

707 

630 

665 

697 

675 

630 

623 

621 

643 

663 

888 

412 

412 

Nondurable-goods  stores . 

450 

415 

449 

413 

412 

441 

442 

431 

434 

436 

473 

467 

620 

49 

49 

Michigan,  total . 

950 

874 

1,007 

893 

961 

1,024 

991 

1,004 

974 

991 

1,091 

1,043 

1,292 

410 

413 

Nondurable-goods  stores . 

602 

539 

597 

541 

552 

618 

605 

619 

625 

624 

680 

653 

850 

48 

410 

Minnesota,  total . 

338 

338 

381 

338 

376 

429 

446 

437 

411 

387 

429 

396 

471 

43 

413 

Missouri,  total . 

502 

478 

539 

484 

507 

537 

546 

562 

555 

561 

591 

549 

682 

410 

+11 

New  Jersey,  total . 

775 

768 

846 

802 

808 

869 

851 

820 

789 

773 

814 

809 

1,037 

49 

+5 

Nondurable-goods  stores . 

511 

498 

545 

546 

533 

570 

566 

564 

545 

551 

572 

556 

715 

43 

0 

New  York,  total . 

1,930 

1,806 

2,002 

2,028 

2,036 

2,156 

2,114 

2,045 

2,033 

2,027 

2,132 

2,043 

2,631 

-1 

-1 

Nondurable-goods  stores . 

1,475 

1,364 

1,476 

1,494 

1,469 

1,569 

1,541 

1,522 

1,500 

1,512 

1,616 

1,545 

2,044 

0 

-1 

GAF2 . 

432 

401 

467 

523 

495 

548 

557 

496 

516 

547 

601 

605 

937 

-5 

-11 

North  Carolina,  total . 

407 

381 

427 

394 

436 

458 

400 

476 

474 

442 

447 

412 

540 

410 

43 

Ohio,  total . 

1,064 

1,026 

1,185 

1,074 

1,126 

1,184 

1,155 

1,153 

1,161 

1,145 

1,280 

1,172 

1,441 

47 

410 

Nondurable-goods  stores . 

712 

672 

746 

694 

695 

752 

735 

740 

765 

760 

832 

781 

993 

46 

+7 

Pennsylvania,  total . 

1,198 

1,129 

1,278 

1,181 

1,213 

1,286 

1,267 

1,226 

1,191 

1,182 

1,300 

1,310 

1,733 

48 

+8 

Nondurable- goods  stores . 

840 

779 

853 

835 

818 

868 

843 

830 

825 

836 

922 

915 

1,246 

44 

42 

GAF2 . 

266 

236 

282 

290 

272 

296 

290 

265 

279 

303 

349 

384 

622 

44 

-3 

Texas,  total . 

1,122 

1,114 

1,273 

1,113 

1,129 

1,192 

1,161 

1,200 

1,141 

1,101 

1,150 

1,055 

1,378 

412 

+14 

Nondurable-goods  stores . 

703 

658 

732 

695 

714 

761 

750 

773 

758 

721 

760 

717 

935 

44 

+5 

Wisconsin,  total . 

430 

407 

437 

427 

473 

495 

508 

518 

493 

461 

494 

467 

600 

42 

+2 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  18.)  1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  8. —PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 


(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


State 

Percent  change  -  March  1965 
from  February  1965 

State 

Percent  change  -  March  1965 
from  February  1965 

Percent  change  -  March  1965 
from  February  1965 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

State 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

8 tores 

+8 

+9 

+12 

+15 

+11 

+23 

+12 

+13 

+21 

+7 

+9 

+16 

+13 

+8 

+13 

+15 

+11 

+17 

+15 

+13 

+26 

+13 

+11 

+19 

+13 

+9 

+19 

+19 

+11 

+22 

+10 

+9 

+13 

+14 

+11 

+16 

Massachusetts . 

+14 

+8 

+21 

New  York . 

+11 

+8 

+16 

Wisconsin . 

+7 

+7 

+17 

Note:  Sampling  variabilities  are  shown  in  table  18. 

1  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  ihese  stores  specialize  in  department- store  types  of  merchandise. 


Table  9.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1965 

1964 

Percent  change 

Area 

Jan. 

Feb. 

Mar.1 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. -Mar. 
1965 
from 

Jan. -Mar. 
1964 

Mar. 

1965 

from 

Mar. 

1964 

Standard  Consolidated  Areas2 
Chicago, Ill. -Northwestern  Ind., 

total . 

887 

848 

969 

910 

942 

986 

958 

895 

888 

894 

962 

988 

1,253 

+7 

+6 

GAF1 . 

231 

221 

274 

277 

279 

294 

298 

252 

280 

286 

319 

346 

508 

+5 

-1 

New  York- Northeastern  N.J.,  total... 

1,806 

1,691 

1,864 

1,846 

1,829 

1,951 

1,905 

1,790 

1,751 

1,779 

1,884 

1,847 

2,384 

♦3 

+1 

GAF1 . 

419 

389 

447 

488 

456 

517 

527 

464 

462 

517 

562 

565 

852 

-3 

-8 

Standard  Metropolitan 
Statistical  Areas2 

Chicago.  Ill.,  total . 

GAF5 . 

815 

777 

882 

853 

877 

914 

889 

822 

816 

821 

873 

907 

1,155 

+5 

+3 

219 

209 

260 

265 

266 

280 

281 

237 

265 

268 

295 

328 

481 

♦3 

-2 

Detroit,  Mich.,  total . 

GAF5 . 

499 

452 

529 

437 

464 

497 

468 

457 

453 

498 

569 

541 

674 

+15 

+21 

100 

89 

111 

95 

98 

110 

105 

102 

109 

122 

128 

136 

221 

♦15 

♦17 

Los  Angeles-Long  Beach, Calif ., total. 

1,057 

976 

1,051 

1,004 

1,022 

1,061 

1,063 

1,070 

1,060 

1,058 

1,073 

1,092 

1,414 

♦3 

♦5 

GAF1 . 

233 

216 

237 

250 

248 

260 

276 

266 

282 

274 

286 

303 

473 

-2 

-5 

New  York,  N.Y.,  total . 

1,275 

1,173 

1,298 

1,308 

1,282 

1,356 

1,326 

1,262 

1,243 

1,274 

1,348 

1,306 

1,689 

0 

-1 

GAF1 . 

317 

290 

335 

369 

346 

390 

394 

346 

348 

388 

420 

419 

628 

-5 

-9 

Philadelphia,  Pa.,  total . 

488 

476 

535 

529 

527 

555 

524 

496 

481 

496 

538 

536 

722 

♦3 

♦1 

GAF1 . 

107 

99 

120 

125 

116 

131 

129 

113 

115 

134 

146 

161 

257 

♦1 

-4 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  19,  page  16.)  1  Preliminary  estimates. 

Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27.  Note  that  data  for  the  Los  Angeles-Long  Beach  SMSA  includes 
Orange  County,  California. 

3  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department- store  types  of  merchandise. 
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Table  10.— PERCENT  CHANCE  IN  SALES  OF  ALL  RETAIL  AND  GAF  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


(Based  on  data 

NOT  ADJUSTED 

for  seasonal  variations  or  trading  day  differences) 

Statistical  areas 

Percent  change, 
March  1965  from 
February  1965 

Statistical  areas 

Percent 

March  1 
Februa 

change, 

965  from 
ry  1965 

Total 

GAF1 

Total 

GAF1 

Standard  Consolidated  Areas2 

+17 

+25 

+17 

+16 

+24 

+17 

+17 

+14 

+8 

+10 

+10 

+15 

+14 

+10 

+12 

+15 

Standard  Metropolitan  Statistical  Areas 

+11 

+16 

+9 

+10 

+12 

+21 

+12 

+21 

+16 

+20 

+19 

+22 

+13 

+13 

+9 

+17 

+14 

+24 

San  Francisco-Oakland,  Calif . 

+8 

+13 

+16 

+15 

+16 

+21 

+16 

+18 

+10 

+12 

Note:  Sampling  variabilities  are  shown  in  table  20,  page  16.  ...  :  . 

1  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27. 


Table  11.— PERCENT  CHANCE  IN  SALES  OF  DEPARTMENT  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percent  change  in 

sales 

Percent  change  in 

sales 

March  1965  from — 

3  mos. 

Area 

March  196 

5  from — 

3  mos. 

March 

1964 

February 

1965 

1965 

from 

3  mos. 

1964 

March 

1964 

February 

1965 

from 

3  mos. 

1964 

— 

STANDARD  METROPOLITAN  STATISTICAL  AREA 

0 

+18 

+2 

-1 

+19 

+i 

+5 

+15 

-2 

-1 

+13 

+1 

Norf olk-Portsmouth,  Va . 

-10 

+21 

-5 

-9 

+33 

-1 

+1 

+20 

+2 

+33 

+3 

+19 

+1 

+36 

+2 

-7 

-3  ' 

-6 

+19 

-1 

-5 

(NA) 

-1 

-10 

+11 

0 

-1 

+27 

-1 

-3 

+26 

+3 

+3 

+19 

+5 

-7 

+21 

0 

-2 

+38 

-3 

11  T? 

-9 

+16 

+2 

-6 

+21 

-1 

-6 

+21 

-1 

+5 

+27 

+4 

0 

+21 

+2 

-5 

+19 

-4 

-4 

-12 

-3 

-4 

49 

0 

-1 

443 

+3 

0 

(NA) 

+1 

0 

+21 

+4 

-7 

+22 

-4 

-8 

+35 

-2 

-2 

+20 

-1 

+1 

+14 

+2 

-4 

+30 

+3.  j 

44 

+21 

+7 

+1 

+3? 

+2 

+6 

+31 

0 

T 

-10 

+28 

(NA) 

+1 

-3  j 

-1 

+26 

+1 

-4 

-7 

+18 

-5 

+6 

-12 

-4 

+6 

+3 

(NA) 

+1 

+29 

+18 

° 

+14 

(NA) 

+10 

+2 

+32 

+2 

-4 

+20 

-1 

-6 

+42 

+1 

+11 

+25 

+11 

+9 

(NA) 

(NA) 

+10 

Tampa-St.  Petersburg,  Fla . 

-3 

+22 

-1 

+6 

+3 

+4 

+34 

+1 

-5 

+8 

-i 

-5 

+22 

-7 

(NA) 

-5 

-8 

+26 

0 

+23 

+5 

-3 

(NA) 

+26 

-4 

-1 

+16 

+5 

-4 

-1 

+3 

+21 

+7 

-7 

+22 

-3 

-4 

+27 

-2 

-2 

+24 

+3 

0 

+14 

+4 

-6 

+26 

-1 

CITIES 

-10 

+12 

-1 

-5 

+29 

0 

-26 

+13 

-21 

+16 

-1 

+1 

+28 

+4 

-9 

+26 

-2 

-18 

+25 

-9 

Duluth,  Minn. -Superior,  Wis . 

-10 

+22 

-6 

-8 

0 

-4 

-5 

+10 

-1 

-13 

+20 

-8 

-11 

+19 

+3 

+21 

44 

-4 

(NA) 

+29 

-1 

-6 

+33 

0 

-8 

-4 

-3 

+7 

+3  I 

New  Orleans,  La . . 

-5 

+15 

+3 

San  Francisco,  Calif . 

-6 

+17 

0 

- , 

Note:  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 
(NA)  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 
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Table  12 . —ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARCE  AND  INSTALLMENT,  TOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 


Kind  of  business 


TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


>od  group . 

Grocery  stores . 

iting  and  drinking  places . 

^neral  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . ; . 

Mail  order  houses  (department  store  mdse.) 

jparel  group . 

Women's  ready-to-wear  stores . 

imiture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

anber,  building,  hardware,  farm  equip,  group 
Lumber  yards,  building  materials  dealers2.. 

Lumber  yards . 

i  ctamotive  group . 

Passenger  car  dealers3 . 

Passenger  car  dealers  (franchised) . 

Tire,  battery,  accessory  dealers . 

soline  service  stations . 

her  retail  stores . 


CHARGE  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


od  group. . 

neral  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

parel  group . 

rniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

mber,  building,  hardware,  farm  equip,  group 
Lumber  yards,  building  materials  dealers2.. 

lumber  yards . 

tomotive  group . 

Passenger  car  dealers  (franchised) . 

soline  service  stations . 


INSTALLMENT  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total. . . . 
Nondurable -goods  stores,  total. 


leral  merchandise  group . 

department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

parel  group . 

rniture  and  appliance  group . . 

furniture,  home  furnishings  stores . . 

louse ho Id  appliance,  TV,  radio  stores _ 

ober,  building,  hardware,  farm  equip,  group. 

pomotive  group . . 

.Eire,  battery,  accessory  dealers . 


1965 

1964 

Percent 

change, 

Mar.  1965 
from — 

Jan. 

|  Feb. 

Mar. 

Mar. 

1  Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Mar. 

1964 

Feb. 

1965 

Data 

NOT  ADJUSTED  for  seasonal  variations 

and  holiday  differences 

16,401 

15,848 

15,754 

14,557 

14,853 

15,384 

15,296 

15,463 

15,519 

15,689 

15,729 

15,813 

16,929 

+8 

-1 

6,627 

6,474 

6, 442 

6,131 

6,218 

6,491 

6,647 

6,691 

6,724 

6,833 

6,799 

6,646 

6,885 

+5 

0 

9,774 

9,374 

9,312 

8,426 

8,635 

8,893 

8,649 

8,772 

8,795 

8,856 

8,930 

9,167 

10,044 

+11 

-1 

352 

341 

352 

344 

336 

335 

338 

351 

365 

368 

355 

340 

361 

+2 

+3 

287 

281 

290 

290 

282 

286 

291 

297 

299 

308 

296 

284 

302 

0 

+3 

130 

125 

121 

86 

87 

89 

91 

78 

81 

79 

96 

104 

129 

+41 

-3 

6,294 

5,969 

5,862 

5,014 

5,127 

5,308 

5,239 

5,459 

5,521 

5,593 

5,640 

5,812 

6,478 

+17 

-2 

5,063 

4,760 

4, 660 

3,963 

4,080 

4,195 

4,190 

4,365 

4,414 

4,470 

4,506 

4,604 

5,216 

+18 

-2 

4,503 

4, 224 

4,135 

3,526 

3,633 

3,735 

3,728 

3,862 

3,908 

3,962 

4,002 

4,077 

4,638 

+17 

-2 

1,014 

997 

998 

884 

881 

928 

865 

890 

911 

910 

930 

967 

1,027 

0 

0 

1,206 

1,102 

1,086 

986 

986 

1,006 

994 

1,000 

1,007 

1,044 

1,083 

1,110 

1,325 

+10 

-1 

508 

481 

497 

459 

465 

457 

438 

419 

422 

442 

464 

470 

575 

+8 

+3 

2,520 

2,441 

2,399 

2,101 

2,055 

2,104 

2,111 

2,202 

2,251 

2,312 

2,323 

2,316 

2,523 

+14 

-2 

1,900 

1,828 

1,806 

1,577 

1,556 

1,587 

1,595 

1,696 

1,760 

1,781 

1,783 

1,778 

1,896 

+15 

-1 

1,705 

1,643 

1,621 

1,411 

1,405 

1,442 

1,434 

1,546 

1,606 

1,615 

1,601 

1,595 

1,708 

+15 

-1 

620 

613 

592 

524 

499 

517 

516 

506 

491 

531 

540 

538 

627 

+13 

-3 

538 

534 

515 

461 

437 

457 

452 

446 

431 

438 

452 

460 

539 

+12 

-4 

1,631 

1,621 

1,635 

1,682 

1,810 

1,960 

1,968 

1,965 

1,940 

1,948 

1,984 

1,824 

1,684 

-3 

+1 

1,155 

1,137 

1,130 

1,201 

1,309 

1,384 

1,356 

1,356 

1,355 

1,365 

1,392 

1,301 

1,180 

-6 

-1 

824 

825 

814 

857 

945 

1,003 

963 

965 

960 

965 

985 

910 

829 

-5 

-1 

1,493 

1,458 

1,473 

1,460 

1,488 

1,553 

1,610 

1,590 

1,614 

1,630 

1,539 

1,563 

1,602 

+1 

+1 

1,012 

966 

977 

954 

997 

1,002 

1,005 

985 

1,031 

1,052 

992 

1,015 

1,044 

+2 

+1 

939 

895 

918 

887 

909 

920 

930 

912 

956 

980 

919 

936 

972 

+3 

+3 

430 

445 

454 

472 

465 

521 

571 

552 

528 

517 

497 

503 

510 

-4 

+2 

441 

447 

458 

461 

457 

465 

470 

460 

461 

458 

460 

460 

443 

-1 

+2 

2,334 

2,344 

2,368 

2,423 

2,507 

2,564 

2,475 

2,358 

2,279 

2,257 

2,249 

2,284 

2,383 

-2 

+1 

7,703 

7, 466 

7,482 

7.221 

7,431 

7.718 

7,594 

7,535 

7,502 

7,555 

7,584 

7,611 

8,025 

+4 

0 

3,500 

3,453 

3,465 

3,268 

3,399 

3,582 

3,657 

3,670 

3,653 

3,720 

3,706 

3,617 

3,644 

+6 

0 

4,203 

4,013 

4,017 

3,953 

4,032 

4,136 

3,937 

3,865 

3,849 

3,835 

3,878 

3,994 

4,381 

+2 

0 

343 

331 

343 

333 

326 

322 

325 

337 

353 

356 

344 

331 

353 

+3 

+4 

1,130 

991 

945 

916 

905 

959 

928 

965 

956 

951 

972 

1,015 

1,240 

+3 

-5 

1,044 

907 

858 

835 

823 

868 

824 

848 

846 

838 

867 

909 

1,145 

+3 

-5 

896 

772 

726 

721 

705 

751 

708 

718 

717 

697 

732 

764 

983 

+1 

-6 

867 

787 

777 

689 

694 

708 

705 

702 

714 

748 

780 

810 

972 

+13 

-1 

828 

810 

794 

639 

634 

655 

669 

716 

729 

767 

784 

788 

854 

+24 

-2 

607 

591 

588 

461 

478 

496 

508 

556 

579 

615 

621 

617 

625 

+28 

-1 

1,465 

1, 466 

1,480 

1,490 

1,625 

1,760 

1,775 

1,770 

1,751 

1,741 

1,785 

1,652 

1,516 

-1 

+1 

1,106 

1,089 

1,082 

1, 146 

1,252 

1,328 

1,308 

1,297 

1,289 

1,290 

1,320 

1,250 

1, 130 

-6 

-1 

793 

794 

784 

822 

910 

970 

936 

932 

921 

919 

942 

884 

801 

-5 

-1 

915 

888 

912 

849 

855 

899 

915 

891 

893 

921 

864 

880 

928 

+7 

+3 

666 

633 

667 

607 

624 

632 

637 

613 

624 

652 

612 

642 

685 

+10 

+5 

429 

439 

450 

447 

444 

452 

457 

449 

451 

449 

450 

451 

433 

+1 

+3 

8,698 

8,382 

8,272 

7,336 

7,422 

7,666 

7,702 

7,928 

8,017 

8,134 

8,145 

8,202 

8,904 

+13 

-1 

3,127 

3,021 

2,977 

2,863 

2,819 

2,909 

2,990 

3,021 

3,071 

3,113 

3,093 

3,029 

3,241 

+4 

-1 

5,571 

5, 361 

5,295 

4,473 

4,603 

4,757 

4,712 

4,907 

4,946 

5,021 

5,052 

5,173 

5^663 

+18 

-1 

5,164 

4,978 

4,917 

4,098 

4,222 

4,349 

4,311 

4,494 

4,565 

4,642 

4,668 

4,797 

5,238 

+20 

-1 

4,019 

3,  853 

3,802 

3,128 

3,257 

3,327 

3,366 

3,517 

3,568 

3,632 

3,639 

3,695 

4,071 

♦22 

-1 

3,607 

3,452 

3,409 

2,805 

2,928 

2,984 

3,020 

3,144 

3,191 

3,265 

3,270 

3,31 3 

3,655 

♦22 

-1 

339 

315 

309 

297 

292 

298 

289 

298 

293 

296 

303 

300 

353 

+4 

-2 

1,692 

1, 631 

1,604 

1,462 

1,421 

1,449 

1,442 

1,486 

1,522 

1,545 

1,539 

1,528 

1,669 

♦10 

-2 

1,293 

1,237 

1,218 

1,116 

1,078 

1,091 

1,087 

1,140 

1,181 

1,166 

1,162 

1,161 

1,271 

♦9 

-2 

399 

394 

386 

346 

343 

358 

355 

345 

341 

379 

377 

367 

399 

♦12 

-3 

166 

155 

155 

192 

185 

200 

193 

195 

189 

207 

199 

172 

168 

-19 

0 

578 

570 

561 

611 

633 

654 

695 

699 

721 

709 

675 

683 

674 

-8 

-2 

243 

248 

255 

271 

278 

300 

344 

339 

325 

319 

303 

314 

322 

-6 

♦3 

!T'eL,Da^  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months 
uss  and  other  financial  Institutions  during  a  specific  month  are  not  Included  in  these  totals  but  do  contribute 
percer,^«e  changes.  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling 
,  Preliminary  estimates,  see  Explanatory  Mite  rial,  page  21. 

|  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  eleotrical  stores. 

Includes  both  franchised  and  nonfranchlsed  car  dealers. 


Indicated.  Amounts  transferred  to  camerclal 
to  the  variations  In  the  month-to-month  and 
variabilities  shown  In  table  22,  page  17. 
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Table  12 . —ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS— Continued 

(Millions  of  dollars) 


1965 

1964 

Perc 

char 

Mar. 

frcn 

ent 

ige, 

1965 

— 

Jan.  | 

Feb. 

Mar.1 

Mar.  I 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Mar. 

1964 

Feb. 

1965 

Data  ADJUSTED  for 

seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

- 1 

16,038 

16,  381 

16,259 

4,988 

15,088 

15,355 

15,270 

15, 596 

15,626 

15,854 

15,767 

15,732 

15,798 

+8 

-1 

6,823 

6,907 

6,799 

6,471 

6,412 

6,508 

6,542 

6,511 

6,501 

6,678 

6,607 

6,528 

6,696 

+5 

-2 

9,215 

9,474 

9 , 46C 

8,517 

8,676 

8,847 

8,728 

9,085 

9,125 

9,176 

9,160 

9,204 

9,102 

+11 

0 

357 

352 

3r,9 

351 

351 

341 

341 

349 

349 

355 

348 

342 

350 

+2 

+2 

5,797 

6,026 

6, 01C 

5,132 

5,252 

5,395 

5,384 

5,666 

5,743 

5,764 

5,772 

5,794 

5,727 

+17 

+18 

4,085 

4,272 

4, 254 

3,617 

3,730 

3,811 

3,800 

4,015 

4,074 

4,105 

4,099 

4,100 

4,088 

0 

Mail  order  houses  (department  store  mdse.). 

978 

1,102 

1,020 

1,110 

1,019 

1,084 

903 

974 

899 

993 

931 

1,043 

887 

1,040 

922 

1,118 

931 

1,112 

920 

1,086 

930 

1,086 

934 

1,099 

945 

1,090 

+13 

+11 

0 

-2 

477 

490 

47£ 

437 

448 

460 

461 

481 

476 

460 

466 

466 

479 

+9 

-2 

2,461 

1,841 

2,443 

2,449 

2,146 

2,101 

2,097 

2,117 

2,266 

2,281 

2,340 

2,321 

2,300 

2,365 

+14 

0 

1,829 

1,844 

1,610 

1,594 

1,585 

1,612 

1,754 

1,782 

1,787 

1,780 

1,769 

1,776 

+15 

+1 

1 , 630 

1,640 

1,642 

1,430 

]  ,441 

1,436 

1,440 

1,592 

1,611 

1,633 

1,620 

1,618 

1,602 

+15 

0 

620 

614 

60! 

536 

507 

512 

505 

512 

499 

553 

541 

531 

589 

+13 

541 

536 

51£ 

465 

450 

453 

441 

441 

438 

456 

457 

454 

509 

+11 

Lumber,  building,  hardware,  farm  equipment 

1,841 

1,870 

1,841 

1,892 

1,889 

1,952 

1,914 

1,806 

1,749 

1,789 

1,805 

1,757 

1,780 

-3 

-2 

Lumber  yards,  building  materials  dealers2.. 

1,283 

923 

1,301 

944 

1,297 

95C 

1,376 

997 

1,374 

991 

1,392 

1,004 

1,355 

937 

1,267 

886 

1,227 

863 

1,256 

886 

1,255 

900 

1,207 

859 

1,225 

865 

-6 

-5 

+1 

1,546 

1,568 

1,  54C 

1,524 

1,506 

1,535 

1,559 

1,521 

1,590 

1,641 

1,501 

1,538 

1,566 

+1 

965 

962 

95j 

919 

904 

908 

916 

881 

959 

1,002 

885 

919 

942 

+4 

453 

480 

482 

501 

494 

520 

536 

513 

504 

500 

498 

497 

504 

-4 

0 

455 

476 

465 

469 

457 

454 

452 

453 

450 

458 

448 

448 

467 

-1 

-2 

CHARGE  ACCOUNTS 

7,776 

7,874 

7,845 

7,521 

7,528 

7,588 

7,555 

7,576 

7,492 

7,593 

7,464 

7,462 

7,555 

+4 

3,739 

3,837 

3,783 

3,564 

3,515 

3,561 

3,582 

3,529 

3,466 

3,577 

3,454 

3,468 

3,615 

+6 

-1 

4,037 

A,  037 

4^062 

993 

3,957 

4,013 

4,027 

3,973 

4,047 

4,026 

4,016 

4,010 

3,994 

3,940 

+3 

+1 

1,007 

977 

946 

971 

971 

972 

1,052 

1,047 

1,003 

1,023 

997 

973 

+5 

+2 

779 

760 

772 

753 

774 

766 

754 

793 

792 

746 

773 

747 

739 

+3 

+2 

790 

802 

779 

681 

702 

744 

748 

799 

806 

778 

779 

783 

769 

+14 

+1  i 

814 

824 

831 

663 

646 

658 

670 

754 

748 

785 

766 

767 

772 

+25 

597 

609 

62C 

486 

480 

492 

512 

587 

590 

610 

603 

605 

577 

+28 

+2  1 

Lumber,  building,  hardware,  farm  equipment 

1,670 

1,717 

1, 69c 

1,709 

1,707 

1,743 

1,727 

1,625 

1,570 

1,590 

1,599 

1,578 

1,603 

-1 

i  I 

Lumber  yards,  building  materials  dealers  . . 

1,240 

898 

1,260 

919 

1,25! 

92* 

1,326 

966 

1,318 

962 

1,337 

972 

1,303 

906 

1,208 

853 

1,161 

823 

1,181 

839 

1,184 

854 

1,154 

830 

1,175 

839 

-5 

-4 

+8 

+i 

936 

948 

95^ 

886 

865 

875 

891 

865 

891 

938 

827 

864 

916 

670 

666 

69C 

626 

616 

618 

628 

605 

630 

676 

592 

630 

675 

+10 

+4 

444 

465 

45f 

456 

444 

441 

440 

443 

438 

449 

437 

440 

457 

0 

-2 

INSTALLMENT  ACCOUNTS 

8,262 

8,  507 

8,41 

7,467 

7,561 

7,767 

7,715 

8,020 

8,134 

8,261 

8,303 

8,269 

8,243 

+13 

-1  i 

3,084 

3,070 

3,01 

2,907 

2,897 

2,947 

2,960 

2,982 

3,035 

3,101 

3,153 

3,060 

3,081 

+4 

-2 

* 

5, 178 

5,437 

5,39 

4,560 

4,664 

4,820 

4,755 

5,038 

5,099 

5,160 

5,150 

5,209 

5,162 

4,790 

5,049 

5,01 

7  4,186 

4,282 

4,424 

4,412 

4,614 

4,696 

4,761 

4,749 

4,797 

4,753 

+20 

-1 

3,306 

3,512 

3,48 

2  2,865 

2,958 

3,045 

3,047 

3,221 

3,283 

3,359 

3,327 

3,353 

3,347 

+22 

-1 

312 

302 

30 

293 

291 

299 

292 

319 

306 

308 

307 

316 

321 

+4 

-1  , 

1,647 

1,619 

1,61 

8  1,478 

1,458 

1,439 

1,450 

1,512 

1,533 

1,559 

1,561 

1,535 

1,585 

+9 

0 

1^244 

1, 22C 

1,22 

4  1,124 

1,114 

1,093 

1,100 

1,167 

1,192 

1,177 

1,177 

1,164 

1,199 

+9 

0 

403 

399 

39 

4  354 

344 

346 

350 

345 

341 

382 

384 

371 

386 

+11 

-1 

610 

62C 

58 

6  638 

641 

660 

668 

656 

699 

703 

674 

674 

650 

-8 

-5  | 

Tire,  battery,  accessory  dealers . 

250 

259 

270 l  286 

293 

312 

325 

319 

306 

307 

316 

312 

314 

1  -6 

+4 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial! 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and 
year-to-year  percent  changes.  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  22,  page  if. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 


Table  13 .  — ESTIMATED  END -OF -MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALMENT,  FOR  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 
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Kind  of  business 


TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . . 

*  Apparel  group . 

)  Furniture  and  appliance  group . . 

'Tire,  battery,  accessory  dealers . . 

CHARGE  ACCOUNTS 

United  States,  total . 

Durable-goods  stores,  total . . 

Nondurable-goods  stores,  total . . 

i  General  merchandise  group . . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . . 

\pparel  group . . 

furniture  and  appliance  group..., . . 

INSTALMENT  ACCOUNTS 

United  States,  total . . 

Durable-goods  stores,  total . . 

Nondurable-goods  stores,  total . . 

Ieneral  merchandise  group . . 

Department  stores  and  dry  goods,  general 

merchandise  stores . . 

Department  stores . . 

apparel  group . . 

furniture  and  appliance  group . . 


TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

Durable-goods  stores,  total . 

Nondurable -goods  stores,  total . 

ieneral  merchandise  group . 

Department  stores . 

Ipparel  group . 

•"umiture  and  appliance  group . 

Tire,  battery,  accessory  dealers . 

CHARGE  ACCOUNTS 

United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

Ieneral  merchandise  group . 

Department  stores . . . 

ipparel  group . . . 

■’umiture  and  appliance  group . 

INSTALMENT  ACCOUNTS 

United  States,  total . 

Durable-goods  stores,  total . 

Nondurable-goods  stores,  total . 

Ieneral  merchandise  group . 

Department  stores . 

•pperel  group . 

*Urniture  and  appliance  group . 


1965 

1964 

Percent 

change, 

Mar.  1%5 
from-- 

Jan. 

|Feb. 

Mar.1 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec  . 

Mar . 
1%4 

Feb. 

1%5 

Data  NOT  ADJUSTED  for 

seasonal  variations 

and  holiday  differences 

1 

1 

6,362 

6,146 

6, 060 

5,300 

5,392 

5,564 

5,624 

5,624 

5,667 

5,782 

5,881 

6,021 

6,651 

+  14 

-1 

1, 197 

1,195 

1,184 

1,152 

1,159 

1,  200 

1,  262 

1,257 

1,  257 

1,286 

1,302 

1,278 

1, 290 

+3 

-1 

5,165 

4,951 

4, 876 

4,148 

4, 233 

4,  364 

4,362 

4,367 

4,410 

4,4% 

4,579 

4,743 

5,361 

+18 

-1 

4,649 

4,461 

4,  395 

3,717 

3,810 

3,936 

3, 925 

3, 930 

3, 982 

4,051 

4,114 

4,273 

4, 823 

+18 

-1 

3,845 

3,676 

3,622 

3,048 

3,146 

3,  208 

3,  229 

3,  240 

3,290 

3,  352 

3,402 

3,510 

3, 994 

+19 

-1 

3,451 

3,299 

3,250 

2,734 

2, 823 

2, 879 

2,899 

2,908 

2,948 

3, 007 

3,052 

3,142 

3,585 

+19 

-1 

315 

291 

232 

250 

253 

248 

257 

260 

247 

251 

272 

278 

337 

+13 

-3 

397 

395 

389 

374 

358 

361 

358 

364 

368 

377 

382 

381 

392 

+4 

-2 

274 

276 

282 

273 

283 

302 

338 

345 

336 

337 

335 

337 

341 

+3 

+2 

1,073 

998 

966 

956 

940 

995 

1,012 

991 

972 

981 

1,022 

1,021 

1,163 

+1 

-4 

298 

291 

277 

290 

305 

313 

336 

338 

335 

344 

346 

335 

313 

.4 

-5 

775 

707 

689 

666 

635 

682 

676 

653 

637 

637 

676 

686 

850 

+3 

-3 

432 

378 

362 

381 

360 

401 

391 

368 

350 

339 

365 

373 

497 

-5 

-5 

394 

343 

325 

342 

321 

355 

335 

314 

301 

292 

317 

328 

455 

-5 

-5 

367 

318 

300 

315 

293 

326 

306 

285 

271 

267 

293 

303 

424 

-5 

-6 

155 

142 

140 

118 

118 

119 

124 

125 

122 

120 

132 

134 

166 

+19 

-1 

47 

47 

41 

44 

42 

39 

41 

42 

40 

45 

47 

43 

44 

-7 

-13 

5,289 

5,148 

5,094 

4,344 

4,452 

4,569 

4,612 

4,633 

4,695 

4,801 

4,859 

5,000 

5,488 

+17 

-1 

899 

904 

907 

862 

854 

887 

926 

919 

922 

942 

956 

943 

977 

+5 

0 

4,390 

4,  244 

4,187 

3,482 

3,598 

3,682 

3,686 

3,714 

3,773 

3, 859 

3,903 

4,057 

4,511 

+20 

-1 

4,  217 

4,083 

4,033 

3,336 

3,450 

3,535 

3,534 

3,562 

3,632 

3,712 

3,749 

3,900 

4,326 

+21 

-1 

3,451 

3,333 

3,297 

2,706 

2,825 

2,853 

2,894 

2,926 

2, 989 

3,060 

3,085 

3, 182 

3,539 

+22 

-1 

3,084 

2,981 

2,950 

2,419 

2,530 

2,553 

2,593 

2,623 

2, 677 

2,740 

2, 759 

2,839 

3,161 

+22 

-1 

160 

149 

142 

132 

135 

129 

133 

135 

125 

131 

140 

144 

171 

+8 

-5 

350 

348 

348 

330 

316 

322 

317 

322 

328 

332 

335 

338 

348 

+5 

0 

Data  ADJUSTED  for  seasonal  variations  and  holiday  differences 

■ 

■ 

5,926 

6, 236 

6,212 

5,432 

5,530 

5,659 

5,714 

5,798 

5,797 

5,888 

5,971 

5,995 

6,027 

+14 

0 

1,  205 

1,242 

1,223 

1,194 

1, 194 

1, 220 

1,  260 

1,  238 

1,  219 

1, 254 

1, 290 

1,  257 

1,258 

+2 

-2 

4,721 

4,994 

4,989 

4,  238 

4,336 

4,439 

4,454 

4,560 

4,578 

4,634 

4,681 

4,738 

4,769 

+18 

0 

4,237 

4,499 

4,513 

3,814 

3,909 

4,016 

4,022 

4, 105 

4,126 

4,165 

4,199 

4,264 

4,295 

+18 

0 

3,  no 

3,332 

3,326 

2, 796 

2,884 

2,947 

2,972 

3,033 

3,054 

3,105 

3, 122 

3,167 

3, 198 

+19 

0 

286 

287 

280 

249 

252 

253 

261 

283 

273 

271 

282 

284 

274 

+12 

-2 

394 

362 

388 

375 

363 

365 

363 

365 

372 

382 

381 

378 

374 

+3 

+7 

285 

291 

302 

291 

297 

308 

322 

323 

318 

322 

343 

337 

333 

+4 

+4 

1,015 

1,027 

1,010 

991 

997 

1,008 

1,027 

1,036 

1,000 

994 

1,022 

997 

1,013 

+2 

-2 

325 

333 

302 

317 

317 

319 

331 

324 

311 

321 

316 

316 

316 

-5 

-9 

694 

708 

674 

680 

689 

696 

712 

689 

673 

706 

681 

697 

♦5 

+2 

368 

366 

385 

397 

404 

412 

412 

418 

386 

354 

382 

364 

382 

-3 

+5 

309 

306 

319 

328 

332 

335 

330 

327 

303 

284 

308 

295 

315 

-3 

+4 

140 

140 

140 

119 

118 

121 

125 

132 

139 

131 

136 

140 

132 

+18 

0 

51 

46 

42 

46 

41 

41 

41 

40 

41 

46 

45 

43 

41 

-9 

-9 

4,911 

5,209 

5,202 

4,441 

4,533 

4,650 

4,686 

4,763 

4,798 

4,895 

4,948 

4,998 

5,013 

+17 

0 

880 

909 

921 

877 

877 

901 

929 

914 

908 

933 

974 

941 

942 

♦5 

+1 

4,031 

4,300 

4,231 

3,564 

3,656 

3,749 

3,757 

3,849 

3,890 

3,962 

3,974 

4,057 

4,071 

+20 

0 

3,869 

4,133 

4,128 

3,418 

3,506 

3,603 

3,610 

3,687 

3,740 

3,811 

3,818 

3,900 

3,911 

+21 

0 

2,801 

3,026 

3,007 

2,468 

2,553 

2,613 

2,643 

2,707 

2,751 

2,822 

2,815 

2,871 

2, 881 

+22 

-1 

146 

147 

140 

130 

134 

132 

136 

151 

134 

140 

146 

144 

142 

♦8 

-5 

343 

316 

346 

329 

322 

324 

322 

325 

331 

336 

336 

335 

333 

♦5 

+9 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  coarrc-rcial 
tanks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to -month  and 
•ear-to-year  percentage  changes.  Sampling  variabilities  are  shown  in  table  21,  page  16. 

Preliminary  estimates,  see  Explanatory  Materials,  page  21. 
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Table  14.—  ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month-to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0 .3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1 .4 

1.3 

1.3-1 .4 

1.3 

0.2-0 .3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6. 5 

5.7 

5.3-6 .0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2.3-2 .4 

2.3 

2. 2-2 .4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0.5-1 .3 

0.8  ’ 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0.5-1. 2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0. 8-1.4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2.9-3 .2 

3.1 

0.6-1 .9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5.0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5.4-6 .3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0.8-1. 2 

1.1 

Women's  ready-to-wear  stores . 

3 .3-4.2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3.8-4 .0 

4.0 

0. 9-2.0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4 .0-4 .3 

4.2 

3 .7-4 .0 

3.9 

1.6-2 .3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3.1-3 .4 

3.3 

1.4-g.l 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9^  .3 

4.1 

3.8-4 .2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5.0-5 .3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2.3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  ( franchised ) . 

2.6-3 .0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2. 9 

2.9 

2.4-2 .9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Note:  The  ranges  of  sampling  error  shewn  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and 
trading  day  differences,  for  the  months  of  January  through  May  1960.  For  the  month-to-month  percent  change  in  sales,  the  ranges  of  sampling  error  are  based 
on  unadjusted  data  for  January  through  June  1960. 

(Z)  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the 
previous  month.  (See  Explanatory  Material,  page  21.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  2 
months. 


Table  15.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  THE  SALES  OF  RETAIL  STORES  FOR  2  CONSECUTIVE  MONTHS: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 


Fruit  stores,  vegetable  markets . 

Candy,  nut,  confectionery  stores . 

Delicatessen  stores . 

Men’s,  boys'  clothing  stores . 

Men's,  boys'  furnishings  stores . 

Women's  apparel,  accessory,  specialty  stores 


Floor  coverings  stores . 

TV,  radio  stores . 

Paint,  glass,  wallpaper  stores . 

Heating,  plumbing  equipment  dealers 
Farm  equipment  dealers . 


( Percent ) 


Range 

Median 

Kind  of  business 

Range 

1.4-6. 6 

3.7 

Fuel,  fuel  oil  dealers . 

1.2-3. 5 

1.7-3 .4 

2.7 

Fuel  dealers,  except  fuel  oil . 

1. 9-8.1 

2. 0-3.0 

2.6 

Fuel  oil  dealers . 

1.6-5. 9 

1. 8-3.1 

2.5 

Jewelry  stores . 

2. 6-3. 6 

3. 0-5. 9 

3.6 

Florists . 

3. 0-7. 8 

3. 1-5. 9 

4.1 

Book  stores . 

2.2-10.3 

Stationery  stores . 

2. 3-8. 5 

4. 4-7. 5 

6.1 

Music  stores . . . 

3. 7-7 .4 

2. 3-8 .6 

4.8 

Camera,  photographic  supply  stores . 

2. 2-4. 2 

2 .0-4  .8 

4.4 

5. 0-9. 5 

8.3 

Optical  goods  stores . 

1.4-6. 7 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

Note:  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for 
the  previous  month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  22.  The  ranges  of  sampling 
error  shewn  above  are  based  on  the  month-to-month  percent  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges  in  Tables  16-20 
Dollar  volume  sales  and  percent  change  from  the  same  month  a  year  ago1  Percent  change  over  2  consecutive  months* 

A  =  0  to  3. St,  B  -  3.6  to  7.0*,  C  -  7.1  to  10.5*.  a  .  0  to  1.5*,  b  1.6  to  3.0*,  =  -  3.1  to  4.5*. 


1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling  variability  of  the  year-to-year  oercent  chanve  for  c 
oonths  combined  have  not  been  computed  but,  in  general,  tend  to  be  somewhat  less  than  for  Single  month  7  percent  change  for  2  or  more 

"rTco^e^ut^^Ss^e^r^gheT  **  tQ  flml  eStl™te  f°r  **  P™1™  “  variability  based  on  final 


Table  16 . —ESTIMATED  RANCg  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  REGIONS  BY  SELECTED  KINDS  OF  BUSINESS 


Dollar 

olume  esl 

timates 

Percent  change  from  same 
month  a  year  ago 

Month- to-month  percent  change 

2  consecutive  months 

over 

Kind  of  business 

Total . 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

A 

B 

A 

A 

A 

B 

A 

B 

a 

a 

a 

b 

a 

a 

a 

a 

a 

b 

B 

B 

B 

B 

B 

A 

A 

A 

a 

a 

a 

a 

a 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

B 

B 

A 

A 

A 

A 

a 

a 

a 

a 

a 

A 

A 

A 

a 

a 

a 

a 

a 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

B 

A 

A 

B 

a 

a 

a 

a 

b 

B 

B 

B 

B 

B 

C 

A 

A 

A 

B 

a 

a 

a 

a' 

a 

Furniture  and  appliance  group.. 

A 

B 

B 

B 

A 

A 

A 

B 

A 

B 

A 

B 

A 

B 

a 

a 

b 

b 

a 

b 

b 

b 

b 

c 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

B 

B 

B 

B 

A 

c 

B 

B 

c 

a 

c 

b 

b 

c 

•rug  and  proprietary  stores . 

A 

B 

B 

A 

B 

B 

B 

A  | 

B 

A 

B 

— 5 

a 

a 

a 

b 

a 

a 

b 

a 

b 

b 

Table  17. — ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 


New 

Middle 

East  North 

West  North 

South 

England 

Atlantic 

Central 

Central 

J  Atlantic 

|  Central 

Total . 

Durable-goods  stores . . . . 
Nondurable-goods  stores. 

ood  group . 

■  ating  and  drinking  places . . 

A F,  total . 

General  merchandise  group. 

pparel  group . 

■asoline  service  stations... 
rug  and  proprietary  stores. 


Total . 

Durable-goods  stores 
Nondurable-goods  stores. 

ood  group . 

ating  and  drinking  places . . 

AF,  total . 

General  merchandise  group. 

pparel  group . 

asoline  service  stations . . . 
rug  and  proprietary  stores. 


Total . 

Durable-goods  stores.... 
Nondurable -goods  stores. 

yod  group . 

iting  and  drinking  places.. 

IF,  total . 

General  merchandise  group. 

aparel  group . 

isoline  service  stations... 
and  proprietary  stores. 


West  South 
Central 


Mountain  I  Pacific 


B 

A 

(l) 

B 

B 

A 

B 

B 


B 

B 

i1) 

B 

B 

A 

B 

B 

B 


B 

A 

C1) 

B 

A 

A 

B 

B 


Percent  change  from  same  month  a  year  ago 


B 

TT 


B 

A 

(M 

B 

A 

A 

B 

B 

B 


(M  Estimates  for  food  store  sales  emitted  because  food  firms 
mpany  totals  only.  (See  page  19,  "Group  II  Organizations.") 


(x> 


Percent  change  over  2  consecutive  months 


B 

T T 


C1) 

b 


PT 


(*)Xlnfh^riS?Tpet^n?0#Of  f00d  (3)r^«1tLin4^^rcenrPhie  dlVl6i0nS  ^  r,fort*4 


Table  18.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FQR^SPFYVTFTFTWjtnrc^gr^xv^ 


State 


Dollar  volume 

sales  estimates 


Total 


Non¬ 

durable 


GAF 


Percent  change  from 
same  month  a  year  ago 


Total 


Non¬ 

durable 


GAF 


Percent  change  over 
2  consecutive  months 


Total 


Non¬ 

durable 


GAF 


ilif  oraia . . . . 

-orida . 

-linois . 

idiana . 

ssachusetts. 

chigan . 

nnesota . 

ssouri . 

v  Jersey. . . . 

v  York ...... 

Tth  Carolina 

io . 

nnsylvania . . 

xas . 

scons  in . 


B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

J 

B 

B 


B 

I 

B 

B 

B 

B 

B 

B 

A 

B 

B 

A 


B 

B 

B 

B 

B 

C 

B 

B 

A 

C 

B 

A 
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Table  19  .—ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND 

STANDARD  CONSOLIDATED  AREAS 


Area 

Dollar  volume 
sales  estimates 

Percent  change  from  same 
month  a  year  ago 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

B 

B 

B 

B 

B 

B 

B 

B 

Standard  Metropolitan  Statistical  Areas 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

B 

Table  20.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  RETAIL  SALES  FOR  2  CONSECUTIVE  MONTHS, 
BY  SPECIFIED  STANDARD  METRO POLITSN  STATISTICAL  AREAS 


Area 

Percent  change  over  2 
consecutive  months 

Area 

Percent  chs 
consecuti 

ange  over  2 
i/e  months 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

b 

b 

_  „  . .  ^  , , 

b 

a 

a 

b 

Minneapolis-St.  Paul,  Minn . 

a 

a 

b 

b 

Standard  Metropolitan  Statistical  Areas 

New  York,  . . 

a 

a 

Paterson-Clifton-Passaic,  N.J . 

b 

a 

b 

b 

b 

b 

b 

a 

b 

b 

b 

b 

a 

a 

b 

a 

b 

Washington,  D.C.-Md.-Va . 

a 

a 

Table  21.— ESTIMATED  RANGE  OF  SAMPLINC  VARIABILITY  OF  ACCOUNTS 

UNITED  STATES 

RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  FIRMS  OPERATING  11  OR  MGR 
,  BY  SELECTED  KINDS  OF  BUSINESS 

E  RETAIL  STORES: 

Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 

percent 

change 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

0.2-0 .4 

0.3 

0. 2-0.4 

0.3 

(Z)-O.l 

°±-\ 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 
(Z)-0.2 

0.3 

0.1 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(X) 

0.4 

(X) 

0.4 

(X) 

(Z)-O.l 

(X) 

(Z) 

0. 3-0.4 

0.4 

0.3-0. 4 

0 .4 

(z) 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

1.8-2. 2 

2.0 

1.8-1. 9 

1.9 

1.0 

(Z)-O.l 

0.8-1. 3 

1.0 

0. 9-1.4 

1. 2-1.5 

1.3 

1.0-1. 3 

1.2 

0.5  | 

CHARGE  ACCOUNTS 

jj 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

' 

2. 7-2. 8 

2.7 

2.6-2. 7 

2.7 

0.5-0. 8 

0.6 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0.3-0. 9 

0.3 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1  . 

(Z) 

0.7-1. 1 

0.9 

(X) 

0.8 

(Z) -1.4 

0. 3-0.4 

0.4 

0. 3-0.5 

0.4 

(Z)-O.l 

(Z) 

3. 7-4.4 

4.0 

3. 7-3. 8 

3.8 

0.3-0. 7 

0.7 

3. 1-3.7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

0. 3-0.4 

0.3 

0.3-0. 4 

0.3 

(Z)-0.2 

0.1 

0. 9-1.4 

1.1 

0. 9-1.4 

1.1 

0.1-0. 2 

0.3-0 .4 

0.4 

0. 3-0.5 

0.4 

(Z)-0.2 

0.1 

0.3-0. 5 

0.4 

0. 3-0.5 

0.4 

(Z) -0.2 

(Z) 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z) -0.3 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(Z)-O.l 

(^) 

1. 3-2.1 

1.6 

1. 3-2.2 

1.8 

(Zj-0.5 

(X) 

0.2 

.  MJ 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 
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Table  22. —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . . . 

1. 9-2.1 

1.9 

1.9-2. 1 

1.9 

0. 5-0.6 

0.5 

Nondurable-goods  stores,  tbtal . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Food  group . 

4. 0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

Grocery  stores . 

3. 7-4. 6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2.2-6 .6 

4.7 

•General  merchandise  group . 

1. 8-2.5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1. 8-2.9 

2.2 

0. 2-1.0 

0.5 

Department  stores . 

1. 9-3.0 

2.1 

1.7-3. 0 

2.1 

0. 2-1.1 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1.2-5 .4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 3 

3.4 

3. 2-3.6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Furniture  stores . 

4. 2-4. 6 

4.4 

4. 1-4. 6 

4.3 

0.6-1. 4 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5.4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3.4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4 .4 

4.3 

4.0-4. 4 

4.1 

0.8-1. 5 

0.9 

Lumber  yards . 

5. 1-5.6 

5.3 

4.7-5. 3 

5.1 

0. 9-2.0 

1.1 

Automotive  group . 

3. 8-5.0 

4.3 

3. 7-5.0 

4.2 

1.1-1. 7 

1.3 

Passenger  car  dealers . 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1.5-2. 3 

1.7 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3. 7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4.4-5  .4 

4.7 

4. 1-5. 4 

4.3 

1.4-1. 9 

1.7 

Other  retail  stores . 

3.9-5 .6 

4.1 

3.7-5. 1 

4.0 

1. 1-5.0 

1.5 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2.6 

2.4 

2. 2-2.4 

2.4 

0.7-1. 1 

0.9 

2. 3-3-3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

Food  group . . 

4. 0-4.6 

4.5 

4.0-4 .4 

4.1 

1.0-2. 5 

1.6 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4. 4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3. 1-4.6 

4.3 

0.6-1. 2 

0.9 

Department  stores . 

3. 0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

Apparel  group . 

5. 3-6. 5 

6.0 

4.5-6. 1 

5.7 

1.1-5. 3 

2.2 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5.6-6. 3 

5.8 

2. 1-3.6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3.5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Lumber  yards . 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0.9-2. 1 

1.3 

Automotive  group . 

4.4-6. 1 

4.9 

3. 9-5. 4 

5.1 

1. 5-3.1 

2.2 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . . 

4. 7-5.4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALMENT  ACCOUNTS 

United  States,  total . . 

1.8-1. 9 

1.9 

1. 8-1.8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3.4 

2.7 

0.7-1. 7 

0.8 

Nondurable -goods  stores,  total . . 

1.6-2. 1 

1.6 

1.4-2. 1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

1.7-2. 8 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

0.5 

tpparel  group . . . 

6.4-7. 8 

7.2 

5.6-7. 3 

7.2 

1. 3-3.0 

2.0 

furniture  and  appliance  group . 

3. 9-4.4 

4.1 

3. 9-5. 4 

3.9 

0.7-3. 1 

1.1 

Furniture,  heme  furnishings  stores . 

4. 7-5. 4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

-Amber,  building,  hardware,  farm  equipment  group . 

7.6-9. 3 

8.9 

8.0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . 

5. 5-7.0 

6.1 

5.7-6. 5 

6.0 

1.0-2. 3 

1.6 

Tire,  battery,  accessory  dealers . 

3. 7-4.1 

3.9 

3.7-3. 9 

3.8 

0.9-1. 5 

1.1 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estirates:  June  1959  and 
January  through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Mon th-to- month  percent  changes:  fey,  June  and  December 
’.959  and  January  through  April  1960. 

(Z)  Sampling  variability  is  less  than  0.1  percent. 

Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  eat  irate  for  the  previous  month.  (See  Explanatory 
laterial,  page  21.)  This  manth-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estlrates  for  the  2  months. 
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EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of 
sales  of  retail  stores  in  the  United  States  by  kind 
of  business  and  geographic  area — regions,  divisions, 
selected  States,  and  standard  metropolitan  statis¬ 
tical  areas  (SMSA)— and  (2)  provide  national  esti¬ 
mates  of  accounts  receivable  balances  of  retail 
stores,  by  kind  of  business .  The  retail  sales  and 
accounts  receivable  estimates  in  this  report  are  de¬ 
veloped  as  a  direct  measure  from  a  sample  represent¬ 
ing  all  sizes  of  stores,  firms  or  organizations,  and 
kinds  of  retail  business  throughout  the  country. 
The  sample  has  been  designed  so  that  estimates  can 
be  evaluated  in  terms  of  their  sampling  errors. 

The  first  publication  in  this  series  was  the  Monthly 
Retail  Trade  Report  for  March  1952,  which  contained 
sales  estimates  of  retail  stores  for  15  months  be¬ 
ginning  with  January  1951,  the  initial  month  for 
which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage 
change  in  the  data  for  the  first  12  months  of  tran¬ 
sition  were  subject  to  a  considerably  higher  sampling 
error  than  would  usually  be  expected .  Other  changes 
have  been  made  since  May  1953  (the  most  recent  of 
which  was  January  1961,  which  incorporated  informa¬ 
tion  derived  from  the  1958  Census  of  Business),  but 
these  changes  have  had  a  much  smaller  effect  on  con¬ 
tinuity  of  the  data  (see  Monthly  Retail  Trade  Reports 
for  July  1953,  December  1958,  and  January  1961,  for 
descriptions  of  sample  changes) .  Monthly  sales  data 
for  geographic  areas  were  introduced  effective  with 
April  1962.  Beginning  with  June  1960,  statistics  on 
accounts  receivable  balances  of  retail  stores  were 
incorporated  into  the  report,  including  monthly  data 
from  January  1959.  Monthly  data  for  periods  prior 
to  January  1959  are  not  available. 

Sales 

Total  receipts  from  customers  after  deductions  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales 
data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in 
retail  trade.  They  do  not  include  sales  at  retail 
by  manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 


against  which  -the  firm  may  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
credit  cards  used  by  other  organizations,  such  as 
oil  companies,  Central  Charge  Service,  Diners'  Club, 
etc . 

Charge  account  receivables  are  receivables  out¬ 
standing  for  which  full  payment  was  scheduled  to  be 
made  at  the  end  of  the  customary  billing  period. 

Installment  account  receivables  are  receivables 
outstanding  for  which  payment  was  scheduled  to  be 
paid  in  two  or  more  parts. 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  from  which  the  dollar  volume  sales  esti¬ 
mates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which 
in  the  1958  Census  of  Business  were  reported  as 
operating  11  or  more  retail  stores  in  the  United 
States,  are  included  in  the  sample  regardless  of 
location  in  the  United  States . 

B.  Group  I  stores;  i.e.,  all  remaining  retail 
stores  in  the  sample,  are  included  on  the  following 
basis : 

1.  Retail  stores  with  1954  sales  volume,  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States.  (These 
stores  are  called  "National  List  Stores.") 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  243  Census  sam- ! 
pie  areas.  These  Census  sample  areas,  generally, 
consisting  of  combinations  of  2  or  3  counties 
were  chosen  at  random  (l  from  each  of  the  243 j 
primary  strata)  with  known  probability  of  se¬ 
lection.  The  sample  within  these  areas  consists 
of  (a)  "Large"  stores  (all  stores  located  any¬ 
where  in  the  Census  sample  areas  which  meet  cer¬ 
tain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments)  se¬ 
lected  at  random,  with  known  probability  of  se¬ 
lection,  within  Census  sample  areas.  Certain  of 
these  stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) I 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area  seg¬ 
ments  each  month  by  Bureau  of  the  Census  field 
interviewers  makes  it  possible  to  account  for 
new  stores,  regardless  of  size,  which  have  come 
into  existance  subsequent  to  the  establishment 
of  the  sample. 
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The  following  criteria  were  used  to  select  the 
various  components  of  this  sample. 

Group  II  Organizations 

As  indicated  above.  Group  II  organizations  (those 
which  operated  11  or  more  retail  stores  in  1958)  are 
taken  into  the  sample  with  certainty  and  report 
monthly  the  combined  sales  of  all  their  retail  stores 
in  the  United  States .  For  those  Group  II  firms  with 
retail  stores  in  more  than  1  kind  of  business,  the 
reported  figures  are  prorated  among  the  different 
kinds  of  business  on  the  basis  of  the  percentage  dis¬ 
tribution  of  the  firm's  total  sales  by  kind  of  busi¬ 
ness  as  reported  in  the  1958  Census  of  Business . 

For  purposes  of  developing  the  geographic  area 
estimates  published  in  this  report,  Group  II  organi¬ 
zations  are  also  requested  to  report  separately  for 
a  sample  of  their  establishments  or  by  county.  Those 
Group  II  firms  reporting  separate  establishment  fig¬ 
ures  are  included  on  the  following  basis:  1.  Firms 
with  September  1961  sales  of  approximately  $10  mil¬ 
lion  or  more  are  canvassed  each  month  for  sales  data 
for  1  or  more  of  their  establishments;  2.  Firms 
with  sales  below  this  amount  are  sampled,  with  se¬ 
lection  proportionate  to  their  sales  size,  and  can¬ 
vassed  for  selected  month(s)  of  the  year.  For  both 
types  of  firms,  the  specific  establishments  for  which 
sales  data  are  tabulated  are  selected  in  the  follow¬ 
ing  manner: 

A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month. 
For  general  merchandise,  apparel  and  furniture  and 
appliance  stores  located  in  the  20  largest  standard 
metropolitan  statistical  areas,  the  criterion  was 
lowered  to  $215,000  in  some  areas  and  to  $425,000 
in  others . 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled  with  selection  proportionate  to  rela¬ 
tive  sales  size, for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the 
year  report  newly  acquired  stores  each  month, 
whether  newly  constructed  or  purchased  from  others. 
Firms  canvassed  for  only  selected  month(s)  report 
newly  acquired  stores  once  each  year.  Data  for  all 
such  newly  acquired  stores  are  included  in  the 
statistics  forthe  month  in  which  they  are  initially 
reported.  For  subsequent  months,  they  are  sampled 
on  the  basis  of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
vhich  together  account  for  about  20  percent  of  total 
J.S.  food  store  sales,  have  been  distributed  by  ge¬ 
ographic  area  in  accordance  with  the  distribution  of 
their  sales  as  reported  in  the  most  recent  Annual 
tetail  Trade  Survey.  Data  for  a  few  firms  are  dis¬ 
tributed  geographically  based  on  their  sales  dis¬ 
tribution  in  the  1958  Census  of  Business.  The  few 
.irms  in  other  kinds  of  business  which  report  only 
lational  organizational  sales  totals  represent  less 
than  2  percent  of  total  U.S.  retail  sales,  exclusive 
of  food  store  sales  and  for  no  separate  kind-of- 
'  Justness  category  for  which  geographic  area  data  are 


shown  in  this  report  do  they  account  for  as  much  as 
5  percent  of  the  national  total.  Data  for  these 
firms,  as  in  the  case  of  food  firms  which  report  only 
national  totals,  are  distributed  by  geographic  area 
in  accordance  with  the  geographic  breakdown  reported 
in  the  most  recent  Annual  Retail  Trade  Survey. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  retail 
stores  at  the  time  of  the  1958  Census  of  Business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business).  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  National 
List  Stores  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas. 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known  de¬ 
partment  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from  ap¬ 
proximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas .  Large  Group  I  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

Special  Area  Segment  Stores  are  Group  I  establish¬ 
ments  (not  on  1  of  the  above  lists)  located  in  area 
segments  whose  dollar  volume  of  sales  in  1954  (or  a 
comparable  amount  at  a  later  date)  exceeded  a  certain 
amount  (either  $150,000,  $225,000  or  $300,000)  de¬ 
pending  on  kind  of  business.  Special  Area  Segment 
Stores  report  monthly  by  mail. 

Special  Rules  for  GAF  Group  I  Stores 

In  order  to  permit  publication  of  sales  data  for 
general  merchandise,  apparel,  furniture  and  appli¬ 
ance  stores  in  the  20  largest  SMSA's,  the  sales  cri¬ 
teria  for  these  kinds  of  business  were  reduced  and 
the  "large"  store  panel  was  supplemented  aithe  basis 
of  information  reported  for  the  1958  Census  of  Busi¬ 
ness  .  Large  new  GAF  establishments  in  these  areas 
are  identified  and  are  added  to  the  "large"  store 
panel  or  to  the  Special  Area  Segment  Stores  panel. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  2  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled 
on  the  basis  of  their  accounts  receivables  as  of 
December  31,  1957,  as  reported  in  the  1957  Annual 
Retail  Trade  Survey. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed" 
panel  which  is  canvassed  monthly  for  accounts 
receivable  data.  These  criteria  vary  by  Census 
Sample  Area  and  by  sample  component,  with  one 
set  of  criteria  established  for  the  Special  Area 
Segment  Stores  and  another  for  the  other  sample 
components . 

2.  Those  with  total  receivables  below  these 
criteria  were  divided  into  12  "rotating"  panels. 
Such  panels  report  for  only  2  sucessive  months 
each  year,  depending  upon  the  "rotating"  panel  to 
which  they  are  assigned.  For  example,  the  Janu¬ 
ary  panel  is  canvassed  for  end-of-month  January 
and  February  receivables,  the  February  panel  for 
February  and  March  receivables,  etc . 

B.  Group  II  firms  added  in  the  panel  revision  of 
January  1961  were  subsampled  on  the  basis  of  their 
accounts  receivable  as  of  November  30,  1960.  Group 
I  general  merchandise,  apparel,  furniture  and  ap¬ 
pliance  stores  added  to  the  panel  as  a  result  of 
the  supplementation  in  these  standard  metropolitan 
statistical  areas  are  assigned  to  the  "fixed"  panel 
if  they  sell  on  credit  and  to  the  "rotating"  panel 
if  they  do  not  sell  on  credit. 

C.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the 
month  that  they  are  enumerated  for  sales  figures. 
For  both  sales  and  receivables  data,  these  estab¬ 
lishments  are  also  canvassed  for  figures  for  the 
previous  month,  thus  providing  data  for  2  consecu¬ 
tive  months  each  year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin,  should 
take  into  account  the  following  differences. 

A.  The  Federal  Reserve  Board  series  is  limited  to 
amounts  owed  by  consumers  only.  The  Board  subtracts 
from  credit  held  by  retailers  amounts  estimated  to 
reflect  nonconsumer  credit,  e.g.,  credit  outstand¬ 
ing  on  sales  by  retail  stores  made  to  contractors 
or  other  businesses.  Conversely,  an  amount  is 
added  which  represents  an  estimate  of  credit  out¬ 
standing  on  sales  to  consumers  by  wholesale  estab¬ 
lishments  . 


B.  The  Federal  Reserve  Board  compiles  retail  cre¬ 
dit  statistics  independently  of  the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores, and  household  appliance 
dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 

partially  from  Bureau  c£  the  Census  survey  results . 

/ 

C.  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business  in 
which  the  organization  is  engaged.  The  Census 
Bureau  distributes  accounts  receivable  data  reported 
by  these  organizations  among  the  various  kinds  of 
business  in  which  they  were  engaged  as  reported  in 
the  1958  Census  of  Business.  (See  "Detailed  De¬ 
scription  of  Sources  and  Methods  Used  in  Revision 
of  Short-  and  Intermediate-Term  Consumer  Credit 
Statistics,  April  1953,  Board  of  Governors  of  the 
Federal  Reserve  System,"  and  the  Census  Bureau's 
"Description  of  the  Sample  for  the  Monthly  Retail 
Trade  Report,  Revised".) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather .than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale,  and  receipts  from  services),  and 
are  not  limited  to  sales  of  the  major  product  or 
products.  Similarly,  the  accounts  receivable  esti¬ 
mates  include  amounts  owed  to  the  retail  stores  on 
all  sales  made  on  credit  at  the  establishment  includ¬ 
ing  sales  at  wholesale  and  receipts  of  services. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group;  the 
lumber,  building  materials,  hardware,  farm  equipment 
group  and  the  automotive  group.  Also  included  in  the 
durable-goods  category  are  jewelry  stores;  book 
stores;  sporting  goods  stores;  bicycle  shops; second¬ 
hand  stores;  luggage  and  leather  goods  stores;  gift, 
novelty,  souvenir  shops;  typewriter  stores;  optioal 
goods  stores;  music  stores;  camera,  photographic 
supply  stores;  and  miscellaneous  retail  stores  not 
elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  sta¬ 
tions.  Also  included  in  the  nondurable-goods  cate¬ 
gory  are  liquor  stores;  drug  and  proprietary .stores; 
fuel,  fUel  oil  dealers;  florists;  hay,  grain,  feed 
stores;  farm  and  garden  supply  stores; .  stationery 
stores;  newsstands  and  news  dealers;  cigar  stores; 
and  ice  dealers . 
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Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  cn  a  probabil¬ 
ity  sample  and  therefore  the  sampling  variability  of 
these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  13  through 
21.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates,  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  1-sigma  level,  the  chances  are  that 
2  out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  expected  value  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu¬ 
meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  expected 
value  approximately  19  out  of  20  times. 

To  illustrate  the  computation  of  these  ranges  for 
nonthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  table  1  for 
the  food  group  is  $4,698  million.  The  median  sam- 
sling  variability  for  the  food  group  shown  in  table 
L3  is  1.3  percent  (or  .013).  Multiplying  $4,698  mil¬ 
lion  by  .013,  we  obtain  $61  million.  The  chances  are 
-  out  of  3  that  the  expected  value  is  between  $4,637 
ind  $4,759  million  (i.e.,  $4,698  million  plus  and 
ainus  $61  million)  and  the  chances  are  19  out  of  20 
'hat  the  expected  value  lies  between  $4,576  and 
>4,820  million  (i.e.,  $4,698  million  plus  and  minus 
5122  million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
lonth-to-month  percentage  change  in  sales  for  the 
.utomotive  group  is  -3  percent.  This  percentage 
change  is  equivalent  to  a  month-to-month  ratio  of  .97. 
he  median  sampling  variability  for  this  statistic, 
hown  in  table  13,  is  0.9  percent  (or  .009).  The 
•esult.  of  multiplying  .97  by  .009  is  .009.  The 
robability  is  2  out  of  3  that  the  expected  ratio  is 
ontained  in  the  range  .961  to  .979,  while  there  is 
probability  of  19  out  of  20  that  the  expected  ratio 
s  contained  in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  pos- 
ibly  high  sampling  variability.  This  is  especially 
rue  for  the  estimates  of  standard  metropolitan  sta- 
istical  areas  where  the  sample  is  relatively  small 
nd  a  few  new  large  establishments  coming  into  the 
ample  estimates  with  large  weights  nave  a  relatively 
arge  influence  on  the  estimate  of  sampling  error, 
n  order  to  provide  less  erratic  estimates  of  the 
ampling  errors  for  metropolitan  areas,  these  esti- 
ates  were  determined  from  a  regression  line  fitted 
y  hand  to  a  scatter  diagram  of  estimated  sampling 
rrors  plotted  against  a  rough  measure  of  sample  size . 

It  is  also  to  be  noted  that  measures  of  sampling 
iriability  shown  in  this  report  do  not  include  biases 
lich  might  arise  from  such  sources  as  nonreporting 
p  response  errors.  Nonresponse  for  the  national 
stimates  for  all  kinds  of  business  combined  amounts 
J  about  6  percent  for  sales  and  11  percent  for  ac- 
3unts  receivable. 


Preliminary  versus  Final  Volume  Estimates 
I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  2  consecutive 
months,  with  a  different  group  of  area  segments  enu¬ 
merated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  (current  month),  and  one 
for  January  (previous  month)  and  in  April,  a  differ¬ 
ent  group  of  retail  establishments  report  a  sales 
figure  for  March  (current  month),  and  one  for  Feb¬ 
ruary  (previous  month).  Hence,  1  month  later  ad¬ 
ditional  data  for  the  "small"  Group  I  stores  are 
available  for  the  previous  month;  e.g.,  in  the  fore¬ 
going  example,  sales  figures  for  February  are  avail¬ 
able  from  retail  establishments  located  within  2 
different  groups  of  land  segments  (once  as  the  current 
month,  and  once  as  the  previous  month) . 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  are  labelled 
preliminary,  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  final  estimates.  The 
new  month's  sales  data  for  Group  II  stores  shown  in 
table  3  are  always  final  since  the  same  firms  are 
requested  to  report  each  month.  As  the  preliminary 
figures  are  derived  from  reports  for  the  month  enu¬ 
merated  as  a  current  month,  they  in  fact  correspond 
to  the  dollar  volume  estimates  which  prior  to  Jan¬ 
uary  1960  regularly  have  been  carried  in  the  Monthly 
Retail  Trade  Report.  In  the  Monthly  Retail  Trade  Re¬ 
port  for  the  next  month  after  the  one  in  which  the 
preliminary  estimates  are  issued,  these  preliminary 
estimates  are  replaced  by  revised  or  final  estimates 
which  are  based  on  reports  for  the  month  enumerated 
both  as  a  current  and  as  a  previous  month.  The  use 
of  both  current  and  previous  month  samples  results 
in  a  generally  lower  sampling  variability  of  the 
estimates  than  would  be  expected  from  use  of  only  a 
current  month  sample. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  1.1  percent  for  eating  and  drinking  places. 

A  more  detailed  and  technical  description  of  the  de¬ 
velopment  of  these  estimates  may  be  obtained  upon 
request  to  the  Bureau  of  the  Census .  A  description 
of  the  sample  as  constituted  in  October  1955,  esti¬ 
mating  procedure  used  and  additional  information  on 
the  reliability  of  the  estimates  is  available  in  a 
pamphlet  entitled  "Description  of  the  Sample  for  the 
Monthly  Retail  Trade  Report." 

II.  Accounts  Receivable 

As  described  ior  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
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Group  II  firms  shown  in  table  12,  are  labelled  pre¬ 
liminary  to  be  replaced  in  the  next  issue  of  the  Mon¬ 
thly  Retail  Trade  Report  by  final  estimates.  Over 
the  last  full  calendar  year,  the  average  change. in 
total  accounts  receivable  balances  from  the  prelim¬ 
inary  to  the  final  estimates  was  .5  percent  for  all 
retail  stares  combined.  For  individual  kinds-of-busi- 
ness  groups,  revisions  have  been  greater,  ranging 
on  the  average  from  .9  percent  for  the  general  mer¬ 
chandise  group  to  2.2  percent  for  the  food  group  (the 
eating  and  drinking  group,  relatively  unimportant  in 
accounts  receivable  balances,  averaged  3.7  percent). 
Unlike  the  new  month's  sales  data  for  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  are  not  final  since  the  same  firms  are  not 
requested  to  report  each  month;  i.e.,  a  portion  of 
the  Group  II  accounts  receivable  estimates  is  derived 
from  rotating  panels  ( see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  (Table  2) 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  estimates 
in  table  1.  Because  the  sampling  variability  of  dol¬ 
lar  estimates  for  those  kinds  of  business  with  an 
asterisk  is  relatively  large,  such  estimates  are  not 
published;  however,  the  percentage  changes  which  are 
derived  from  such  estimates  have  a  smaller  sampling 
variability  than  the  estimates  themselves  and  are 
shown  in  table  2. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores  (Tables  3  and  12) 

Separate  data  are  presented  in  tables  3  and  12  for 
stores  of  organizations  which,  in  the  1958  Census  of 
Business,  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (table  12)  are  subject  to  sampling  variability 
(see  table  20 )  since  a  portion  of  such  estimates  are 
derived  from  a  sample;  i.e.,  rotating  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores  (Table  4~I 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample, 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by  sum¬ 
ming  the  sales  of  Group  II  stores  ( see  above )  and  the 
weighted  sales  of  Group  I  retail  stores  operated  by 
organizations  which  have  4  to  10  retail  stores. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  and  geographic 
areas  not  separately  shown  in  this  report,  are  pro¬ 
duced  as  a  byproduct  of  the  regularly  published  sta¬ 
tistics.  These  additional  data  have  not  been  in¬ 
cluded  in  this  publication  basically  because  their 
sampling  variability  is  so  high  relative  to  the 


changes  from  month  to  month,  or  between  other  periods, 
that  might  be  anticipated  actually  to  occur,  as  to 
make  them  potentially  misleading.  The  Bureau  of  the 
Census,  on  request,  will  release  such  figures  for 
individual  use,  though  not  for  publication.  For  ex¬ 
ample,  unpublished  geographic  area  data  identified 
in  this  report  as  subject  to  sampling  variability  of 
"C"  or  "e"  magnitude  are  available  on  request.  Se¬ 
lected  additional  data,  providing  greater  detail  by 
geographic  area  and  by  kind  of  business,  may  be  de¬ 
veloped  on  a  reimbursable  basis.  It  should  be  noted 
that  in  some  cases  unpublished  figures  can  be  derived 
directly  from  this  report  by  subtracting  published 
data  from  their  respective  totals.  However,  in  these 
cases,  the  figures  obtained  by  such  subtraction  would 
be  subject  to  the  high  sampling  variability  described 
above  for  unpublished  kinds  of  business  and  their  use 
would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties;  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind -of -business  categories  tabulated . 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  U.S.  population  and  such  tabulations 
should  be  limited  to  statistics  for  all  kinds  of 
business  combined  and  for  large  and  statistically 
reliable  combinations  of  kind -of -business  categories, 
such  as  the  GAF  combination. 

Data  Adjusted  for  Seasonal  Variations  and 

Trading  Day  Differences 

The  national  data  in  this  publication  have  been 
adjusted  on  the  basis  of  adjustment  factors  developed 
from  the  X-9  versionaf  the  Census  Method  II  seasonal 
adjustment  program.  The  new  trading  day  factors 
used  for  adjusting  the  national  sales  estimates  were 
developed  in  accordance  with  the  method  described  in 
Seasonal  Adjustment  on  Electronic  Computers,  the 

"Measurement  of  Calendar  Variation, "  pp.  343-360, 

Organization  for  Economic  Cooperation  and  Development, 
Paris,  1961.  Details  concerning  the  new  seasonal  and 
trading  day  factors  may  be  obtained  from  the  Chief, 
Economic  Research  and  Analysis  Division,  Bureau  of 
the  Census,  Washington,  D.C.,  20233. 

Tables  22-23,  pp.  23-24  present,  by  kind  of  busi¬ 
ness,  the  combined  seasonal  and  trading  day  adjust¬ 
ment  factors  for  the  sales  estimates  and  seasonal 
adjustment  factors  for  end-of -month  accounts  receiv¬ 
able  that  are  used  in  adjusting  data.  The  factors 
shown  for  data  at  the  kind -of -business  group  anc 
total  levels  are  approximations  and  may  show  small 
differences  from  the  published  data.  Summary  mea¬ 
sures  of  the  seasonal,  cyclical,  and  irregular  com¬ 
ponents  of  the  data  by  kind  of  business  groups  anc 
totals  are  presented  in  tables  24-25,  pp.  25-26. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjustec 
data . 


Table  23.— COMBINED  SEASONAL,  TRADING  DAY,  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  SALES  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  RETAIL  STORES— JANUARY  1964— DECEMBER  1965 
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Table  24. --COMBINED  SEASONAL  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  ACCOUNTS  RECEIVABLES  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  STORES, 

BY  CHARGE  AND  INSTALLMENT  ACCOUNTS:  JULY  1964-JUNE  1965 


1964 

196! 

Kind  of  business 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

a 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

99.4 

99.6 

99.1 

100.0 

100.7 

106.9 

101.9 

96.7 

96.8 

98.7 

100.3 

100.2 

102.8 

103.5 

102.4 

103.3 

101.9 

102.7 

97.1 

93.8 

94.8 

98.5 

96.8 

100.1 

99.3 

100.8 

101.6 

96.5 

96.3 

96.4 

97.4 

99.6 

110.4 

105.9 

99.0 

100.6 

104.5 

103.8 

102.1 

99.3 

103.0 

98.7 

97.0 

98.1 

95.8 

98.2 

99.1 

96.2 

96.0 

96.9 

97.7 

100.4 

113.8 

108.7 

99.2 

97 .4 

97.5 

95.9 

95.6 

96.3 

97.4 

99.6 

114.8 

110.5 

99.1 

97.0 

96.5 

97.9 

98.9 

100.0 

103.5 

108.7 

103.7 

97.7 

97.9 

97.7 

96.6 

95.9 

89.5 

90.6 

96.1 

99.8 

101.1 

121.8 

109.5 

99.2 

100.2 

103.9 

100.7 

104.8 
97.4 

87.2 

88.7 

96.0 

99.6 

100.8 

120.1 

106.6 

98.2 

100.2 

100.1 

100.5 

99.8 

97.2 

98.7 

98.7 

99.8 

100.5 

107.0 

102.6 

100.2 

98.3 

98.1 

98.7 

97.9 

96.8 

98.8 

99.7 

100.0 

100.4 

106.8 

103.2 

100.1 

97.5 

97.2 

97.1 

99.7 

98.9 

98.8 

98.6 

106.6 

104.6 

100.2 

98.8 

98.3 

96.0 

99.9 

101.4 

106.5 

100.0 

99.9 

96.9 

95.7 

100.8 

100.4 

99.5 

100.0 

101.2 

98.5 

96.0 

98.9 

101.4 

105.8 

99.4 

99.7 

99.4 

88.8 

102.6 

108.8 

110.9 

108.9 

109.9 

103.8 

94.6 

88.6 

86.7 

107.0 

110.4 

108.7 

110.9 

107.8 

96.3 

90.0 

87.4 

87.1 

85.7 

95.7 
96.3 

95.3 

95.4 

108.9 

111.3 

108.9 

109.4 

105.9 

95.8 

89.3 

87.4 

92.9 

104.6 

101.4 

99.4 

102.6 

101.7 

102.3 

96.5 

100.6 

103.5 

99.7 

97.8 

103.8 

101.9 

103.2 

97.3 

93.0 

100.2 

107.7 

104.7 

103.3 

99.7 

101.2 

101.2 

95.0 

92.8 

94.2 

94.0 

104.0 

101.6 

102.5 

99.9 

102.7 

102.6 

94.9 

96.9 

94.0 

98.4 

100.1 

102.6 

CHARGE  ACCOUNTS 

99.6 

100.3 

99.6 

101.8 

102.1 

106.2 

99.0 

94.9 

95.4 

99.2 

101.8 

100. 

104.0 

105.4 

104.0 

107.3 

104.3 

100.8 

93.6 

90.0 

91.6 

96.6 

100.7 

102.9 

102.0 

95.5 

95.6 

95.5 

96.7 

100.0 

111.2 

104 .1 

99.4 

98.9 

101 .6 

91.7 

91.3 

94.8 

95.0 

101.8 

127.5 

112.3 

101.4 

95.2 

94.9 

99.1 

98.3 

95.4 
93.7 

94.5 

90.5 

90.5 

93 .4 

94.7 

102.3 

133.1 

115.1 

101.6 

94.0 

93.0 

100.8 

97.8 

87.9 

88.6 

96.1 

100.1 

103.5 

126.4 

109.8 

98.1 

99.7 

95.3 

99.4 
100.8 

94.9 

97.5 

97.7 

102.3 

102.7 

110.6 

102.1 

98.8 

96 .6 
94.8 

99.2 

102.6 

94.7 

98.1 

100.9 

102.9 

101.9 

108.4 

101.7 

97.1 

99.7 

108.9 

111.5 

109.5 

111.6 

104.7 

94.6 

87.7 

85.4 

87.1 

95.1 

101.2 

107.4 

111.0 

109.2 

111.5 

108.3 

96.2 

89.2 

86 .4 

86.2 

94.9 

99 .4 

100  •  1 
103 .3  I 

109.2 

111.9 

109.5 

110.3 

106.5 

95.5 

88.3 

86.4 

84.8 

94 .6 
98.9 
101.5 

99.9 

102.7 

102.3 

103.0 

100.2 

98.2 

104.5 

101.9 

101.3 

97.8 

93.7 

95.6 

101.3 

99.1 

96.4 

103.4 

101.9 

101.5 

99 .4 

95.0 

96.7 

101 .4 

103.0 

99.9 

103.0 

102.6 

94.7 

96.7 

94.4 

98.2 

100.2 

102.5 

1U4.1 

INSTALLMENT  ACCOUNTS 

T* 

99.0 

98.8 

98.6 

98.1 

99.2 

107.8 

105.0 

98.5 

98.4 

98.0 

98.8 

100. ol 

101.3 

101.2 

100.4 

98.1 

99.0 

105.2 

101 .4 

98 .4 

98.7 

97.1 

98.6 

98.7 

98.8 

101. 

99. 

97.4 

97.0 

97.3 

98.1 

99.3 

109.7 

107.6 

98.6 

98.1 

97.4 

97.2 

97.5 

98.3 

100.0 

110.2 

107.8 

98.6 

98.0 

98.6 

98.4 

98.0 

99.9 

97.6; 

97.6 

97.2 

97.2 

98.3 

98.8 

109.2 

109.1 

98.3 

97.9 

99.0 

93.5 

95.7 

96.2 

98.8 

94.9 

109.8 

108.8 

102.2 

100.8 

101.4 

100.3 

97.2 

98.2 

99.3 

99.1 

98.7 

99.6 

105.4 

102.7 

99.1 

100 .6 
99.8 

99. 

97.7 

99.1 

99.1 

98.7 

99.7 

106.0 

103.9 

101.4 

99.5 

96.5 

J 

100.0 

99.9 

99.1 

98.7 

99.0 

103.3 

98.9 

98.7 

98.0 

99.7 

103.6 

106.6 

103.1 

100.9 

100.1 

101.3 

103.7 

94.7 

92.0 

95.8 

98.7 

99.3 

106.4 

106.2 

104.0 

95.8 

100.7 

102.7 

97.2 

95.7 

94.6 

95.0 

96.2 

Group  II  Stores 

TOTAL  ACCOUNTS  RECEIVABLE 

97.1 

97.9 

98.4 

98.7 

100.5 

110.3 

107.0 

98.5 

97.5 

97.7 

98.5 

98 .3f 

101.6 

103.2 

102.7 

101.3 

101.7 

102.5 

99 .4 

96.2 

96.6 

97.0 

98.4 

100. 

95.6 

96.2 

97.0 

97.7 

100.1 

112.8 

109.5 

99.2 

97.7 

97.9 

98.5 

9 7. a 

95.6 

96.3 

97.2 

97.9 

100.3 

112.9 

109.9 

99.3 

97.3 

97.5 

98.1 

97.8 

97  A 

95.6 

96.3 

96.7 

97.6 

99.4 

113.1 

111.3 

99.2 

97.6 

98.0 

97. 

92.0 

90.7 

92.7 

96.3 

97.9 

122.5 

110.0 

101.1 

100.7 

100.6 

98.0 

98.8 

9o 

99.8 

98.9 

98.6 

100.0 

100.7 

104.7 

100.9 

100.2 

100.3 

98.7 

104. 

106.9 

105.8 

104.6 

97.6 

100.1 

102.3 

96.1 

94.7 

93.5 

95.4 

98.3 

CHARGE  ACCOUNTS 

95.9 

97.6 

98.9 

100.3 

102.5 

114.3 

105.5 

97.0 

95.4 

95.3 

98.8 

_ 22. 

104.3 

107.8 

107.3 

109.6 

105.9 

99.1 

91.8 

87.5 

91.7 

96.1 

98.0 

101. 

91.7 

92.5 

94.7 

95.7 

100.8 

122.0 

112.3 

101.8 

97.3 

94.9 

99.3 

97. « 

88.0 

90.7 

95.7 

95.6 

102.5 

130.0 

117.5 

103.3 

94.0 

90.8 

97.6 

95. 

87.2 

89.4 

94.1 

95.2 

102.6 

134.8 

118.9 

103.9 

94.1 

90.1 

97.7 

92. 

99. 

100. 

94.9 

87.7 

91.4 

96.7 

95.7 

125.3 

110.6 

101.1 

99.7 

100.5 

98.2 

105.0 

98.1 

97.7 

103.8 

99.7 

107.2 

92.9 

101.4 

97.2 

102.1 

94.8 

INSTALLMENT  ACCOUNTS 

97.4 

98.0 

98.2 

98.2 

100.0 

109.2 

107.4 

98.9 

98.0 

98.? 

98.4 

98 

100.5 

101.5 

101.0 

98.2 

100.2 

103.7 

102.2 

99 .4 

98.5 

97.4 

98.5 

99. 

96.5 

97.0 

97.4 

98.2 

100.0 

110.8 

108.9 

98.7 

97.8 

98.5 

98.3 

96.6 

97.1 

97.4 

98.2 

100.0 

110.6 

109.0 

98.8 

97.7 

98.4 

98.2 

97. 

96.9 

97.3 

97.1 

98.0 

98.9 

109.7 

110.1 

98.5 

98.1 

99.2 

97.8 

97. 

97. 

89.4 

93.5 

93.8 

95.9 

99.8 

120.0 

109.4 

101.1 

101.6 

100.8 

97.8 

99.3 

99.1 

99.0 

98.8 

99.6 

100.8 

104.4 

101.9 

110.0 

100.7 

98.3 

A  description  of  this  technique  may  be  obtained  from  the  Chief,  Economic  Research  and 

Adjustment  factors  are  not  included  in  this 


Note:  The  adjustment  factors  shown  in  this  table  have  been  developed  from  unadjusted  data  compiled  in  this  survey  from  January  1959  through  June  1964  using 
the  X-9  version  of  the  Census  Method  II  seasonal  adjustment  program  ‘  '  '  "  '  "  ‘  '  "  11  “  '  ” 

Analysis  Division,  Bureau  of  the  Census. 

The  adjustment  factors  shown  above  for  accounts  receivables  are  a  combination  of  seasonal  and  holiday  factors 
table  for  those  kinds  of  business  for  which  adjusted  data  are  not  published  separately. 

Adjusted  accounts  receivable  data  shown  in  tables  12  and  13  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors 
shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the  summary  trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the 
individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data, 
r  Revised  data:  July  1964  through  June  1965. 


Table  ?5 AVERAffi  MONTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  TOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 
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Range 

7T 

s 

of 

seasonal 

factor 

CI 

I 

C 

17c 

MCD 

Kind  of  business 


United  States,  total . 


Durable-goods  stores,  total.... 
Nondurable -goods  stores,  total. 


x)d  group . 

Grocery  stores . 

iting  and  drinking  places . 

aneral  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store  merchandise) 

spare 1  group . 

Men's,  boys'  wear  stores . 

-Women's  apparel,  accessory  stores . 

Shoe  stores . 


irniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

i Household  appliance,  TV,  radio  stores . 

rnber,  building,  hardware,  farm  equipment  group.. 

Lumber  yards,  building  materials  dealers . 

Hardware  stores . 


rtomotive  group . 

Passenger  car,  other  automotive  dealers. 
Tire,  battery,  accessory  dealers . 

isoline  service  stations . 

■ug  and  proprietary  stores . 

.quor  stores . 


United  States,  total. 


■ocery  stores . 

ting  and  drinking  places. 

neral  merchandise  group . . 

Department  stores . 

(Variety  stores . 


parel  group . 

Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores. 
!  Shoe  stores . 


re,  battery,  accessory  dealers, 
ug  and  proprietary  stores . 


Average  duration  of  run 


Cl 


MCD 


ALL  STORES 


7.48 

7.41 

40.4 

.84 

.70 

.42 

1.67 

2 

2.23 

1.66 

14.30 

7.44 

7.37 

26.5 

1.87 

1.65 

.77 

2.14 

3 

2.10 

1.59 

11.92 

7.99 

7.90 

47.0 

.65 

.52 

.36 

1.44 

2 

2.20 

1.61 

47.67 

5.81 

5.86 

19.4 

.72 

.62 

.35 

1.77 

2 

1.86 

1.61 

47.67 

6.02 

6.09 

19.3 

.74 

.64 

.39 

1.64 

2 

1.86 

1.51 

39.00 

5.13 

3.60 

20.3 

.84 

.75 

.36 

2.08 

3 

1.99 

1.59 

10.21 

16.81 

16.71 

115.0 

1.36 

1.24 

.45 

2.76 

3 

1.81 

1.64 

17.88 

17.78 

16.04 

110.1 

1.58 

1.45 

.50 

2.90 

3 

1.79 

1.63 

13.00 

20.35 

18.87 

131.2 

1.65 

1.59 

.53 

3.00 

3 

1.88 

1.55 

17.88 

16.75 

14.80 

91.1 

2.26 

2.20 

.65 

3.38 

4 

1.86 

1.57 

13.00 

19.99 

19.73 

112.6 

1.75 

1.68 

.47 

3.57 

4 

1.57 

1.47 

22.40 

20.16 

125.1 

2.51 

2.28 

.80 

2.85 

4 

1.91 

1.61 

6.81 

19.47 

16.51 

96.1 

1.86 

1.72 

.55 

3.13 

4 

1.79 

1.63 

13.00 

20.50 

17.45 

63.2 

2.28 

2.17 

.55 

3.95 

4 

1.74 

1.70 

8.94 

8.64 

8.45 

49.7 

1.39 

1.27 

.54 

2.35 

3 

1.63 

1.38 

14.30 

8.59 

7.75 

38.9 

1.47 

1.33 

.63 

2.11 

3 

1.96 

1.39 

11.92 

9.94 

8.75 

54.9 

2.31 

2.13 

.72 

2.96 

4 

1.86 

1.57 

10.21 

8.84 

8.88 

45.3 

1.95 

1.77 

.57 

3.11 

4 

2.04 

1.55 

7.53 

9.50 

8.55 

46.5 

2.00 

1.84 

.67 

2.75 

3 

1.81 

1.57 

8.94 

12.12 

10.72 

61.1 

1.81 

1.70 

.54 

3.15 

4 

1.93 

1.79 

8.94 

7.60 

7.32 

27.0 

3.13 

2.80 

1.07 

2.62 

3 

1.93 

1.46 

8.94 

7.75 

7.31 

33.2 

2.96 

2.60 

1.15 

2.26 

3 

1.94 

1.49 

10.00 

12.35 

10.40 

52.6 

2.35 

2.15 

.88 

2.44 

3 

1.91 

1.57 

7.94 

4.25 

2.57 

11.5 

.79 

.58 

.50 

1.16 

2 

2.31 

1.70 

47.67 

6.95 

6.02 

34.6 

.93 

.73 

.47 

1.55 

2 

2.42 

1.77 

13.00 

11.57 

9.16 

62.9 

1.12 

.94 

.57 

1.65 

2 

2.13 

1.54 

20.43 

GROUP 

II  STORES 

11.81 

10.81 

65.0 

1.23 

1.12 

.73 

1.53 

2 

2.01 

1.63 

20.43 

7.85 

2.33 

10.5 

1.03 

.89 

.52 

1.71 

2 

1.81 

1.34 

71.50 

4.40 

2.84 

15.5 

1.55 

1.42 

.66 

2.15 

3 

2.34 

1.93 

17.88 

17.45 

17.45 

116.4 

2.29 

2.26 

1.00 

2.26 

3 

1.63 

1.68 

15.89 

16.85 

15.31 

105.0 

2.85 

2.78 

1.06 

2.62 

3 

1.64 

1.51 

13.00 

21.13 

19.68 

132.7 

1.59 

1.53 

.47 

3.26 

4 

1.81 

1.68 

14.30 

23.23 

22.18 

115.4 

2.98 

2.88 

.82 

3.51 

4 

1.72 

1.57 

11.92 

27.40 

23.64 

131.7 

5.27 

5.10 

1.04 

4.90 

5 

2.23 

2.17 

22.17 

18.92 

111.4 

3.32 

3.16 

.80 

3.95 

4 

1.81 

1.54 

24.22 

20.32 

72.7 

3.61 

3.65 

.56 

6.52 

6 

1.61 

1.47 

14.30 

14.11 

12.38 

63.4 

2.84 

2.73 

.76 

3.54 

4 

1.86 

1.72 

11.92 

10.54 

9.37 

59.7 

1.49 

1.44 

.62 

2.32 

3 

2.23 

1.66 

23.83 

3.92 

3.16 

4.06 

4.30 

4.70 

3.71 
3.53 
4.03 
5.19 

2.86 

3.26 

4.24 

4.52 

4.41 

4.86 

4.67 

3.68 
3.71 
4.83 

3.07 

3.14 

4.70 

3.64 

4.58 

4.06 


- 

- : - **6  ■'****  u'olil UI  tne  measures  snown  in  this  table.  More  complel 

is  ss  Indicators,  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

;0  is  the  average  month -to -month  percentage  change,  without  regard  to  sign,  in  the  original  series  before 

Sti!e  ^SS^sSST0"  percenta*e  ch^  ^out  regard  to  sign,  in  the  seasonal  component.  It  is 

r^uSdjSSTieSSiT  18  the  differenCe  betW6en  the  smallest  sea8onal  ““tor  for  1  calendar 


4.06 

6.41 

4.86 

4.27 

4.67 

3.68 
6.32 
4.52 
4.93 

5.00 

11.75 


at ions  appear  in  "Electronic  Computers  and 

seasonal  or  trading  day  adjustment. 

a  measure  of  the  average  monthly  seasonal  change 
year.  It  is  a  measure  of  the  maximum  seasonal  change 


CI  is  the  average  rranth-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

t  asonally  ^LIIdt^sT^  tD  8lgn’  f°8  ^  c°“t.  ™e  irregular  component  is  obtained  by  dividing  the 

C_is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

I/C  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series 

^hi™e^gr(wJfhoir«g“e^rSrren::ge^Lg°efsthtoe  CyClICal  ^  •  -thl,  aeries.  In  deriving 

C.)  2-month  spans  (Jan. -Mar.,  Feb. -Apr  etc  )  guD  t^5  Inonth^iLn* < conponent  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb. -Mar. 
clical  component  is  larger  than  the  average  chaise  ( with^reS^to  UfSJ  «« * \8paB  ^  whlch  the  average  chan8e  (without  regard  to  sign)  in  th. 
gin  to  be  more  attributable  to  cyclical  than  to  Irregular  movements  Since  rhnnve  rre£u]^r  component,  that  is,  it  Indicates  the  point  at  which  fluctuations 
eater  than  ■■5"  are  shown  as  "6..."  MCD  is  s^ll  f^s^h  seMee  a^  iLTe  for^t"  se^ee!”5’  th<m  5  m0nth8’  aU  8Crl88  Jlth  an  MCD 

her”  ll  b02ren0Trihri^is^,1u^tht^rreg*nn^s^l  LT*"  ^  in  any  series  of 

erage  duration  of  run  is  shown  for  the  seasonally  ad  lusted  series  n  i  ange  is  a  change  in  the  same  direction  as  the  preceding  change.  The 

erage  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  toe  ^^a^^is^d'seKes!  C°"P°nent  the  MCE  TOvln«  avera«e-  n'e  HCD 

adoir^eries.  (Over  1  montiTSte^airthe^lpecterialle  indI^^°n  °f  k*fU''er  the  changes  approximate  those  of  a 

sater  than  1  month  (MCD  spans)  the  expected  value  is  2  0  l  For  Ayamni»  tv^  I  *  it  falls  between  1.36  and  1.75  about  95*  of  the  time.  Over  spans 

Jt  l-month  changes  in  the  seasonally  adjusted  series  on  the  averap^  reverse°si^gei r*  rUn  °f  C1  '8  1-86  f°r  houaehold  appliances.  This  indicates 
.21  for  C  indicate  the  separation  of  the  aelao^llvad  hLte^  sl^(a?T3t  aa  often  as  •  '•“doe.  series.  In  the  next  2  columns,  1.57  for  1  and 

57  for  MCD  indicates  that  a  4-month  moving  Svmse  of  ^  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 

”y  4  or  5  months.  The  increase  £  1  86  ^r  Sf* th6,M=D  8Pan>  T'?*  dlreCtlal  00  th*  aVCTa*e 

MCD  spans  substantially  reduces  the  effect  of  the  irregular  eom^Lt  ^(he  seL^Uy  ad5^t^  s“le^  “VeraB6  868188  ,he 

at  SSS  S  seasonal  l8,'  th6  “tta  —  *  «"**•  the  mcsure.  were  the  munths 

i«te  to  date  Indicate  that  MCD  are  probably  2  mcmths  greater’ than  t-ie^M  zblvT “d  «re  thus  subject  to  addition.1  error. 

Si  ,s,r 1  -  — «*  «t  Jfe&sriussrsra  ssss  r„;z:;:rssr::r.;s  s-ur 
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Table  26  — AVERA®  MONTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  ACCOUNTS  RECEIVABLE: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 


TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total. 


Durable-goods  stores,  total 
Nondurable -goods  stores,  total. 


Food  group . 

General  merchandise  group. 


Department  stores . .  •  •  * 

hfail  order  houses  (department  store  merchandise) 


Apparel  group . 

Women's  ready-to-wear  stores . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equipment  group.. 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Automotive  group . • . . . 

Passenger  car  dealers  ( franchised ) . 

Tire,  battery,  accessory -dealers . 

Gasoline  service  stations . 


CHARGE  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total . . . . 
Nondurable -goods  stores,  total. 


General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Lumber,  building,  hardware,  farm  equipment  group. 

Lumber  yards,  building  materials  dealers . 

Lumber  yards . 

Automotive  group . . . 

Passenger  car  dealers  (franchised) . 

Gasoline  service  stations . 


Range 

of 

seasonal 

factor 


C T 


INSTALLMENT  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total . . . • 
Nondurable -goods  stores,  total. 


General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores.... 
Household  appliance,  TV,  radio  stores. 

Automotive  group . 

Tire,  battery,  accessory  dealers . 

TOTAL  ACCOUNTS  RECEIVABLE 


United  States,  total . 


Durable-goods  stores,  total . . . . 
Nondurable -goods  stores,  total. 


General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group.... 
Tire,  battery,  accessory  dealers. 


CHAR®  ACCOUNTS 


United  States,  total . . 

Durable-goods  stores. . . . 
Nondurable-goods  stores. 


General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group . 


INSTALLMENT  ACCOUNTS 


United  States,  total. 


Durable-goods  stores,  total . . . . 
Nondurable -goods  stores,  total. 


General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group. 


2.47 


2.02 

3.47 

2.43 

4.60 

5.09 

3.73 

5.63 

6.26 

2.07 

2.26 

2.28 

2.34 

2.40 

4.22 

4.46 

4.47 
3.28 
3.25 
2.91 
2.36 


2.47 


2.10 


1.92 

2.92 

1.53 

3.53 
4.20 

2.54 
5.37 
5.98 
1.80 
2.05 

1.95 
1.73 
1.79 
4.08 
3.76 

3.95 
2.84 
2.86 
2.40 
2.09 


2.33 


3.11 

3.61 

6.97 

7.90 

6.79 

3.10 

3.31 

4.64 

4.66 

4.73 

3.33 

3.63 

2.40 


2.70 


1.96 

3.37 

3.65 

4.08 

3.98 

2.19 

2.53 

2.42 

3.28 

3.45 


2.99 

3.42 

6.80 

7.68 

6.33 

2.63 

3.00 

4.49 

4.04 

4.24 

2.59 

2.74 

2.14 


2.06 


11.8 


8.6 

14.2 
8.5 

19.7 

22.2 

13.4 
32.0 

32.7 
9.4 
9.9 
9.4 
9.7 
9.0 

24.2 

23 .4 

24.4 

11.7 

10.4 

14.7 
9.4 


11.2 


.83 


1.67 

2.59 

2.66 

3.16 

3.01 

1.64 

1.91 

1.43 

2.84 

2.73 


17.2 
16.1 

37.0 

43.2 

38.4 

14.9 

13.4 
26.0 
25.1 

25.9 

10.6 

7.8 

9.3 


12.4 


.61 

1.32 

1.68 

2.13 
2.15 

2.33 
1.31 

1.39 
1.00 
1.12 
1.09 

1.40 
1.40 

.96 

1.57 

1.36 
1.11 
1.39 

1.37 

1.14 


7.4 
16.1 

17.1 

18.5 

16.2 
7.2 

8.5 

6.0 

13.8 

11.5 


.75 

.86 

1.31 

1.43 

1.79 

1.59 

2.08 

.93 

1.56 

1.49 

1.84 

1.93 

1.07 


.58 


.50 

.85 

1.60 

1.47 

1.60 

1.41 

1.22 

1.19 
.83 
.93 
.90 

1.21 

1.15 
.91 

1.45 

1.20 

1.03 

1.16 
1.21 
1.02 


.81 

1.66 

1.95 

1.99 

2.17 

1.17 
1.34 
1.75 
1.44 
1.78 


.62 

.71 

1.20 

1.22 

1.68 

1.51 

2.01 

.84 

1.38 

1.33 

1.63 

1.72 

.96 


.97 


.73 

.81 

.95 

1.12 

1.78 

1.00 

1.19 

1.52 

1.32 

1.64 


Group  II  Stores 


c 

w 

Average  duration  of  run 

MCD 

Cl 

I 

C 

MCD 

All  Sto 

res 

.57 

1.02 

2 

2.95 

1.67 

21.67 

7.11 

.35 

1.43 

2 

2.03 

1.71 

16.25 

3.05 

.85 

1.00 

2 

3.10 

1.67 

16.25 

5.82 

.34 

4.71 

6 

1.63 

1.55 

9.29 

4.00 

1.37 

1.07 

2 

3.61 

1.55 

21.67 

7.11 

1.42 

1.13 

2 

2.95 

1.63 

21.67 

4.92 

1.62 

.87 

1 

2.83 

1.51 

16.25 

2.83 

.44 

2.77 

4 

1.91 

1.76 

7.22 

3.65 

.57 

2.09 

3 

1.91 

1.71 

6.50 

3.50 

.45 

1.84 

3 

1.97 

1.86 

9.29 

3.50 

.44 

2.11 

3 

1.97 

1.86 

7.22 

3.50 

.47 

1.91 

3 

1.81 

1.59 

6.50 

3.50 

.60 

2.02 

3 

2.03 

1.59 

7.22 

3.32 

.75 

1.53 

2 

2.17 

1.76 

7.22 

3.76 

.40 

2.28 

3 

1.91 

1.59 

13.00 

3.15 

.65 

2.23 

4 

2.17 

1.63 

7.22 

3.44 

.60 

2.00 

3 

1.71 

1.91 

8.13 

3.50 

.43 

2.40 

3 

1.51 

1.48 

9.29 

3.50 

.66 

1.76 

3 

1.91 

1.63 

8.13 

5.25 

.67 

1.81 

2 

2.17 

1.86 

10.83 

2.91 

.43 

2.37 

4 

2.32 

1.67 

5.91 

4.77 

.31 

1.68 

2 

2.24 

1.97 

9.29 

3.76 

.36 

1.72 

2 

1.91 

1.44 

8.13 

3.05 

.39 

1.82 

3 

2.03 

1.81 

6.50 

5.25 

.47 

2.55 

3 

1.81 

1.30 

5.00 

3.71 

.51 

2.39 

4 

1.91 

1.63 

4.64 

3.88 

.52 

3.23 

4 

1.91 

1.67 

10.83 

3.44 

.48 

3.15 

4 

1.86 

1.71 

7.22 

4.77 

.61 

3.30 

4 

2.17 

1.91 

7.22 

4.77 

.41 

2.05 

3 

1.91 

1.71 

9.29 

3.50 

.64 

2.16 

4 

2.17 

1.81 

6.50 

3.10 

.61 

2.18 

3 

1.71 

1.81 

8.13 

3.50 

.63 

2.59 

3 

1.81 

1.71 

6.50 

3.50 

.63 

2.73 

4 

1.81 

1.63 

8.13 

3.10 

.47 

2.04 

3 

2.17 

1.67 

7.22 

3.71 

.95 

1.02 

2 

4.06 

1.63 

16.25 

7.11 

.38 

1.92 

3 

1.63 

1.63 

13.00 

5.73 

1.31 

.62 

1 

5.42 

1.63 

21.67 

5,42 

1.54 

.62 

1 

6.50 

1.71 

21.67 

6.50 

1.51 

.74 

1 

3.25 

1.63 

16.25 

3.25 

.96 

1.85 

3 

2.10 

1.71 

5.91 

5.73 

.54 

1.85 

3 

2.10 

1.86 

9.29 

3.71 

.50 

2.38 

3 

1.67 

1.51 

9.29 

3.71 

.76 

2.00 

3 

1.81 

1.71 

8.13 

3.0C 

.45 

2.93 

3 

1.71 

1.63 

10.83 

3.71 

.63 

2.60 

4 

1.81 

1.63 

7.22 

3.6! 

3.70 

2.81 

8.2 

1.97 

1.38 

1.52 

.91 

1 

5.82 

1.64 

16.00 

5.8. 

1.92 

1.58 

7.1 

1.18 

1.09 

.56 

1.95 

3 

1.63 

1.55 

16.25 

4.8! 

4.59 

3.41 

19.2 

2.59 

1.69 

1.93 

.88 

1 

5.42 

1.91 

16.25 

5.4J 

4.85 

3.46 

20.0 

2.99 

1.90 

2.24 

.85 

1 

6.50 

2.17 

21.67 

6.5C 

5.76 

5.12 

21.6 

1.97 

1.12 

1.44 

.78 

1 

3.61 

1.81 

21.67 

3 .6: 

6.59 

5.63 

31.8 

2.70 

2.48 

1.07 

2.32 

3 

2.03 

1.48 

8.13 

2.11 

1.34 

6.0 

1.51 

1.34 

.74 

1.81 

3 

2.24 

1.76 

10.83 

4.5( 

2.49 

2.07 

12.4 

1.24 

1.05 

.58 

1.81 

2 

2.50 

1.71 

9.29 

4.44 

4.07 

20.5 

1.53 

1.36 

.65 

2.09 

3 

2.10 

1.76 

9.29 

hi 

4.46 

3.76 

22.1 

2.40 

2.23 

.76 

2.93 

3 

1.86 

1.51 

8.13 

2.8 

6.26 

5.89 

31.0 

1.67 

1.45 

.79 

1.84 

3 

2.10 

1.76 

9.29 

4 .8 

7.96 

42.8 

2.11 

1.69 

.99 

1.71 

3 

2.50 

1.81 

5.91 

3.7 

8.68 

8.46 

47.9 

2.12 

1.72 

.89 

1.93 

3 

2.50 

2.03 

5.91 

8.96 

7.19 

38.1 

5.04 

4.86 

1.49 

3.26 

4 

1.55 

1.48 

6.50 

8.21 

6.56 

13.5 

5.29 

5.21 

1.85 

2.82 

3 

1.91 

1.55 

7.22 

3.85 

2.53 

15.8 

2.43 

1.64 

1.89 

.87 

1 

7.22 

1.76 

16.25 

7.2 

1.90 

1.61 

6.7 

1.24 

1.16 

.66 

1.76 

3 

1.76 

1.67 

10.83 

4.2 

4.05 

3.04 

18.9 

2.11 

.99 

1.75 

.57 

1 

9.29 

2.10 

16.25 

3.99 

2.93 

18.9 

2.18 

.96 

1.77 

.54 

1 

7.22 

2.10 

16.25 

4.42 

3.32 

20.2 

2.26 

1.20 

1.70 

.71 

1 

3.61 

1.81 

16.25 

rt 

6.02 

4.97 

30.6 

2.92 

2.84 

1.08 

2.63 

3 

2.10 

1.59 

10.83 

3C 

1.85 

1.15 

6.2 

1.32 

1.00 

.73 

1.37 

2 

1.97 

1.67 

— 

Note:  See  explanatory  notes  at  the  end  of  table  25. 
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GEOGRAPHIC  REGIONS  AND  DIVISIONS 


NORTHEASTERN  STATES 


NORTH  CENTRAL  STATES 


THE  SOUTH 


THE  VEST 


New  England  Division 

Maine 

New  Hampshire 
Vermont 
Massachusetts 
Rhode  Island 
Connecticut 

Middle  Atlantic  Division 
New  York 
New  Jersey 
Pennsylvania 


East  North  Central  Division 

South  Atlantic  Division 

Mountain  Division 

Ohio 

Delaware 

Montana 

Indiana 

Maryland 

Idaho 

Illinois 

District  of  Columbia 

Wyoming 

Michigan 

Virginia 

Colorado 

Wisconsin 

West  Virginia 

New  Mexico 

North  Carolina 

Arizona 

West  North  Central  Division 

South  Carolina 

Utah 

Minnesota 

Georgia 

Nevada 

Iowa 

Florida 

Missouri 

Pacific  Division 

North  Dakota 

East  South  Central  Division 

Washington 

South  Dakota 

Kentucky 

Oregon 

Nebraska 

Tennessee 

California 

Kansas 

Alabama 

Alaska 

Mississippi 

Hawaii 

West  South  Central  Division 

Arkansas 

Louisiana 

Oklahoma 

Texas 

DEFINITIONS  OP  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


CHICAGO,  ILLINOIS— NORTHEASTERN  INDIANA: 

CHICAGO,  Ill I NO IS  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

Cook,  DuPage,  Kane,  Lake,  McHenry,  and  Will  counties,  Illinois 

GAHY-HAMMOND-EAST  CHICAGO,  INDIANA  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  lake,  Porter  counties,  Indiana 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.Y.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

New  York  City  and  Nassau,  Rockland,  Suffolk,  and 
Westchester  counties,  N.Y. 


Consolidated  Areas 

NEW  YORK -NORTHEASTERN  NEW  JERSEY— Continued 

JERSEY  CITY,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Hudson  County,  N.J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Essex,  Morris,  and  Union  counties,  N.J. 

PAT ERSON-CLIFT ON -PASSAIC,  N.J.  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Bergen  and  Passaic  counties,  N.J. 

Middlesex  and  Somerset  counties,  N.J. 


Selected  Standard  Metropolitan  Statistical  Areas 


Baltimore,  Md . :  Baltimore  City,  Anne  Arundel,  Baltimore,  Carroll, 
and  Howard  counties,  Md . 

♦Boston,  Mass.:  Suffolk  and  parts  of  Essex,  Middlesex,  Norfolk, 
and  Plymouth  counties,  l*fess. 

Buffalo,  N.  Y.:  Eire  and  Niagra  Counties,  N.Y. 

Chicago,  HI.:  Cook,  DuPage,  Kane,  Lake,  McHenry  and  Will 
Counties,  Ill. 

♦Cleveland,  Ohio:  Cuyahoga  and  Lake  Counties,  Ohio 

Dallas,  Tex.!'  Collin,  Dallas,  Denton,  and  Ellis  Counties,  Tex. 

Detroit,  Mich.:  Macomb,  Oakland,  and  Wayne  Counties,  Mich. 

♦Houston,  Tex . :  Harris  County,  Tex . 

♦Kansas  City,  Mo.-Kans.:  Clay  and  Jackson  Counties,  Mo.; 

Johnson  and  Wyandotte  Counties,  Kans. 

♦Los  Angeles-long  Beach,  Calif.:  Los  Angeles  and  Orange  Counties,  Calif 

Minneapolis-St .  Paul,  Minn.:  Anoka,  Dakota,  Hennepin,  Ramsey,  and 
Washington  Counties,  Minn. 

Newark,  N.J.:  Essex,  Morris,  Union  Counties,  N.J. 

New  York,  N.Y.:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  Counties,  N.Y. 

JOTE:  The 
of 


Paterson-Clifton-Passaic,  N.J.:  Bergen  and  Passaic  Counties,  N.J. 

Philadelphia,  Pa.-N.J.:  Bucks,  Chester,  Delaware,  Montgomery,  and 
Philadelphia  Counties,  Pa.;  Burlington,  Camden,  and  Gloucester 
Counties,  N.J. 

Pittsburgh,  Pa.:  Alleghany,  Beaver,  Washington,  and  Westmoreland 
Counties,  Pa. 

♦St.  Louis,  Mo. -Ill.:  St.  Louis  City,  Jefferson,  St.  Charles, 

St.  Louis  Counties,  Mo.;  Madison  and  St.  Clair  Counties,  Ill. 

♦San  Franc i sco- Oakland,  Calif.:  Alameda,  Contra  Costa,  Marin, 

San  Francisco,  San  Mateo,  and  Solano  Counties,  Calif. 

Seattle,  Wash.:  King  and  Snohomish  Counties,  Wash. 


Washington,  D.C .-Md .-Va . :  District  of  Columbia;  Montgomery  and 
Prince  Georges  Counties,  Md.;  Alexandria  and  Falls  Church 
Cities,  Arlington  and  Fairfax  Counties,  Va. 


7  standard  metropolitan  statistical  areas  designated  by  an  asterisk  (*)  do  not  conform  to  the  most  recent  Bureau  of  the  Bixiget  definition 
the  areas  but  correspond  instead  to  the  previous  definition. 
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SALES  OF  ALL  RETAIL  STORES- 
FIRST  4  MONTHS  1962  THROUGH  1965 

[Not  adjusted  For  seasonal  variations  or  trading  day  difFerences] 


1962  1963  1964  1965 


(!!::::!!|  nondurable  goods-stores  durable  goods-stores 


Percentage  figures  represent  percent  of  total  sales.  BUREAU  OF  THE  CENSUS 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL 
STORES,  UNITED  STATES  FOR  SELECTED  KINDS  OF 
BUSINESS  APRIL  1965 

[Not  adjusted  for  seasonal  variations  and  holiday  differences] 

(Billions  of  do  liars) 


GENERAL 

MERCHANDISE 

GROUP 


FURNITURE  AND 
APPLIANCE 
GROUP 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


BUREAU  OF  THE  CENSUS 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  April  1965  were  estimated  at  $23 .6  bil¬ 
lion,  7  percent  above  sales  estimated  for  March  1965 
and  11  percent  above  April  1964.  After  adjustment 
for  seasonal  variations  and  trading  day  differences 
but  not  for  price  changes,  April  1965  sales  amounted 
to  $22.9  billion,  little  changed  from  March  1965  but 
7  percent  higher  than  April  1964.  April  1965  ad¬ 
justed  sales  of  durable-goods  stores  decreased  1  per¬ 
cent  from  the  previous  month  while  nondurable -goods 
stores  increased  1  percent  for  the  same  period .  On 
a  year-to-year  basis,  adjusted  sales  of  durable-goods 
stores  showed  an  8  percent  increase  over  April  1964 
and  adjusted  sales  of  nondurable -goods  stores  showed 
a  7  percent  increase  for  the  corresponding  period. 

Based  on  adjusted  data  in  the  durable-goods  cate¬ 
gory,  April  1965  sales  increased  2  percent  from  March 
1965  sales  for  the  lumber,  building,  hardware,  and 
farm  equipment  group,  while  the  furniture  and  appli¬ 
ance  group  showed  little  change  and  the  automotive 
group  decreased  3  percent.  In  the  nondurable-goods 
category,  the  food  group  and  the  eating  and  drinking 
places  each  increased  2  percent  and  the  general  mer¬ 
chandise  group  increased  1  percent  from  the  previous 
month.  The  apparel  group  showed  virtually  no  change 
from  March  1965. 

Adjusted  sales  for  April  1965  for  the  automotive 
group  and  the  lumber,  building,  hardware,  and  farm 
equipment  group  increased  11  percent  and  6  percent 
respectively  from  April  1964.  The  furniture  and  ap¬ 
pliance  group  showed  no  change  for  the  same  period . 
In  the  nondurable -goods  category  the  year-to-year 
comparisons  were:  general  merchandise  group,  up  12 


percent;  eating  and  drinking  places,  up  9  percent; 
food  group,  up  7  percent;  and  the  apparel  group, 
down  1  percent. 

Based  on  unadjusted  data,  the  4  regions  of  the 
United  States  had  total  sales  of  all  retail  stores 
for  April  1965,  and  year-to-year  comparisons  as 
follows:  the  Northeastern  States — $6.0  billion,  up 
11  percent;  the  North  Central  States — $7.1  billion, 
up  13  percent;  the  South — $6.5  billion,  up  12  per¬ 
cent;  and  the  West — $4.0  billion,  up  8  percent. 

For  the  5  largest  Standard  Metropolitan  Statis¬ 
tical  Areas,  the  total  unadjusted  retail  sales  for 
all  stores  for  April  1965,  and  year-to-year  compar¬ 
isons  were:  New  York — $1.4  billion,  up  6  percent; 
Los  Angeles-Long  Beach,  Calif. — $1.1  billion,  up  3 
percent;  Chicago,  Ill. — $1.0  billion,  up  12  percent; 
Detroit,  Mich. — $0.5  billion,  up  18  percent;  Phila¬ 
delphia,  Pa. — $0.6  billion,  up  7  percent. 


ACCOUNTS  RECEIVABLE 


Retail  stores  in  the  United  States  reported  $16.1 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  April  30,  1965.  After  adjustment 
for  seasonal  variations  and  holiday  differences  but 
not  for  price  changes,  April  total  receivable  bal¬ 
ances  were  1  percent  above  the  March  1965  level  and 
8  percent  above  April  1964.  Compared  with  April 
1964,  adjusted  installment  account  balances  increased 
13  percent  and  adjusted  charge  account  balances  in¬ 
creased  3  percent. 
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MONTHLY  SALES  AND  END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES 

FOR  THE  UNITED  STATES 


1956  1957  1958  1959  1960  1961  1962  1963  1964  1965 
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Table  1. -ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 


Kind  of  business 


1965 


United  States,  total. 


Durable-goods  stores,  total.... 
Nondurable- goods  stores,  total. 


Food  group . 

Grocery  stores  . - . 

Meat  markets . 

Bakery  products  stores . 

Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms. 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 
merchandise  stores.. •••••••••••• •••••••• 

Department  stores . 

Variety  stores . 

Mail  order  touses  (department  store 
merchandise)  . . . . . 


Apparel  group . • . 

Men's,  boys'  wear  stores2 . 

Men's,  boys’  clothing,  furnishings  stores. 

Women's  apparel,  accessory  stores3 . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Shoe  stores . 


Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Furniture  stores. . .  . . 

Household  appliance,  TV,  radio  stores . 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equipment 

group . .  • 

Lvanber  yards,  building  materials  dealers4.. 

Lumber  yards . . . . 

Hardware  stores . . . . 


Automotive  group . 

Passenger  car,  other  automotive  dealers. 
Passenger  car  dealers  5. ••••••••••••••• 

Passenger  car  dealers  (franchised).. 
Tire,  battery,  accessory  dealers . 


Gasoline  service  stations. 


Drug  and  proprietary  stores . 

Drug  stores . 

Liquor  stores . 


Jan.  I 

Feb.  I 

Mar. 

Apr.1 

Apr.  | 

Data  N< 

71  ADJUST 

20, 581 

19,608 

21,915 

23,558 

21,186  2 

6,665 

6,664 

7,709 

8,076 

7,360 

13,916 

12,944 

14,206 

15,482 

13,826  1 

5,242 

4,854 

5,158 

5,403 

4,898 

4,786 

4,405 

4,684 

4,905 

4,414 

121 

115 

121 

125 

123 

95 

90 

97 

96 

94 

1,559 

1,453 

1,595 

1,696 

1,547 

1,114 

1,036 

1,152 

1,234 

1,092 

937 

867 

954 

1,005 

895 

445 

417 

443 

462 

455 

2,094 

1,998 

2,391 

2,820 

2,310 

1,549 

1,427 

1,731 

2,058 

1,677 

1,254 

1,159 

1,418 

1,673 

1,366 

311 

333 

371 

462 

361 

135 

147 

192 

194 

179 

1,100 

917 

1,072 

1,413 

1,140 

231 

181 

193 

254 

204 

224 

176 

187 

246 

196 

439 

378 

448 

560 

463 

382 

331 

395 

491 

406 

201 

168 

194 

262 

217 

183 

152 

190 

273 

211 

953 

903 

1,0C0 

1,009 

1,004 

631 

598 

665 

678 

663 

464 

423 

477 

486 

478 

322 

305 

335 

331 

341 

228 

219 

243 

246 

244 

957 

955 

1,158 

1,423 

1,344 

553 

528 

636 

755 

721 

356 

335 

413 

495 

473 

190 

169 

193 

242 

217 

4,219 

4,247 

4,958 

5,053 

4,453 

4,032 

4,069 

4,744 

4,798 

4,215 

3,944 

3,973 

4,614 

4,625 

4,077 

3,641 

3,657 

4,240 

4,246 

3,768 

187 

178 

214 

255 

238 

1,679 

1,561 

1,698 

1,783 

1,617 

716 

692 

731 

730 

665 

691 

669 

705 

700 

643 

455 

433 

448 

469 

446 

May 


July 


7,693 


5,248 

4,739 

127 

96 

1,650 

1,179 

942 

471 

2,479 

1,800 

1,463 

399 

173 

1,282 

240 

231 

506 

440 

252 

233 

1,043 

685 

497 

358 

263 

1,484 

801 

525 

246 

4,551 
4,289 
4, 141 
3,809 
262 

1,708 

713 

689 

485 


7,719 
14, 523 

5,114 
613 
127 
92 

1,711 
1,239 
983 
472 

2,491 

1,816 

1,481 

395 

170 

1,238 

254 

247 

465 

401 

249 

217 

1,112 

735 

543 

377 

282 


1,562 

879 

580 

250 

4,387 

4,110 

3,947 

3,648 

277 

1,754 

705 

681 

472 


7,399 

14,746 

5,484 
4,971 
125 
88 

1,796 
1,293 
1,026 
503 

2,380 

1,714 

1,384 

398 

158 

1,118 

221 

214 

427 

364 

217 

195 

1,098 

708 

532 


1,820 


1964 

Total  4  n 

onths 

Aug. 

Sept. 

Oct. 

Nov.  j 

Dec. 

1965 

1964 

iona  or  t 

rading  d 

ay  differences 

21,778 

1,313 

>2,605 

>1,720 

>7,719 

85,662 

79,600 

7,011 

6,893 

7,133 

6,813 

8,201 

29,114 

26,254 

14 ',767 

L4,420 

1.5,472 

14,907 

L9, 518 

56,548 

53,346 

5,283 

5,099 

5,528 

5,017 

5,762 

20,657 

19,656 

4,780 

4,612 

5,031 

4,546 

5,208 

18,780 

17,773 

123 

117 

128 

113 

130 

482 

510 

94 

92 

99 

96 

106 

378 

371 

1,805 

1,671 

1,688 

1,568 

1,658 

6,303 

5,854 

1,308 

1,204 

1,207 

1,118 

1,170 

4,536 

4,091 

1,047 

976 

989 

921 

975 

3,763 

3,406 

497 

467 

481 

450 

488 

1,767 

1,763 

2,591 

2,550 

2,801 

3,021 

5,048 

9,303 

8,360 

1,865 

1,857 

2,056 

2,180 

3,673 

6,765 

5,979 

1,513 

1,519 

1,668 

1,761 

2,977 

5,504 

4,865 

'421 

400 

430 

473 

901 

1,477 

1,352 

195 

189 

209 

262 

341 

668 

643 

1,209 

1,28s 

1,376 

1,355 

2,324 

4,502 

4,376 

220 

234 

269 

273 

523 

859 

794 

214 

229 

261 

265 

513 

833 

769 

463 

497 

547 

539 

924 

1,825 

1,747 

402 

435 

480 

474 

806 

1,599 

1,520 

249 

250 

281 

270 

473 

825 

829 

212 

235 

215 

210 

306 

798 

810 

1,111 

1,088 

1,182 

1,169 

1,488 

3,865 

3,802 

735 

696 

776 

752 

890 

2,572 

2,485 

552 

508 

569 

550 

680 

1,850 

1,767 

376 

392 

406 

417 

598 

1,293 

1,317 

274 

285 

287 

294 

417 

936 

942 

1,389 

1,397 

1,449 

1,241 

1,242 

4,493 

1  4,370 

823 

814 

871 

743 

643 

2,472 

2,415 

555 

544 

591 

489 

412 

1,599 

1,597 

229 

231 

247 

252 

349 

794 

742 

3,853 

3,728 

3,858 

3,713 

4,370 

18,477 

15,872 

3#,  611 

3,503 

3,614 

3,471 

4,057 

17,643 

15,055 

3,436 

3,385 

3,486 

3,357 

3,947 

17,156 

14,627 

3,157 

3,124 

3,193 

3,069 

3,677 

15,784 

13,441 

242 

225 

244 

242 

313 

834 

817 

1,801 

1,701 

1,761 

1,712 

1,790 

6,721 

6,248 

708 

701 

724 

689 

966 

2,869 

2,672 

679 

667 

691 

661 

930 

2,765 

2,588 

D  489 

475 

510 

518 

770 

1,805 

1,740 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total. 


22,900 


Durable-goods  stores,  total.... 
Nondurable-goods  stores,  total. 


Food  group.. . 

Grocery  stores  . 

Eating  and  drinking  places. 

General  merchandise  group.. 
Department  stores . 


Variety  stores . 

Mail  order  bouses  (department  store  mdse.). 


Apparel  group . • . 

Men's,  boys'  wear  stores^ . y . 

Women's  apparel,  accessory  stores  . 

Shoe  stores..... . . 

Furniture  and  appliance  group . . 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores.... 

Li^>er,  building,  hardware,  farm  equipment 


group . . 

Lumber  yards,  bulldli*  materials  dealers  . 

Hardware  stores . . . 

Automotive  group 


Passenger  car. 
Tire,  battery, 


other  automotive  dealers, 
accessory  dealers . 


service  stations... 
Drug  and  proprietary  stores. 
Liquor  stares . 


23,317 


7,855 

15,045 

5,192 

4.714 

1,704 

2,832 

1.715 
439 
193 

1,327 

258 

531 

223 

1,103 

748 

355 


1,377 

805 

245 

4,709 

4,470 

239 

1,749 

734 

499 


7,966 

15,351 

5,338 

4,841 

1,720 

2,848 

1,712 

456 

196 

1,335 

265 

531 

219 

1,081 

715 

366 

1,352 

756 

235 

4,855 

4,608 

247 

1,798 

745 

515 


22,805 


22,901 


7,669 

15,136 

5,301 

4,809 

1,699 

2,801 

1,666 

454 

208 

1,261 

253 

513 

210 

1,094 

720 

374 

1,303 

746 

224 

4,592 

4,352 

240 

1,774 

748 

504 


7, 564 
15,337 

5,423 

4,930 

1,738 

2,822 

1,700 

438 

197 

1,255 

251 

503 

203 

1,096 

714 

382 

1,334 

734 

232 

4,470 

4,220 

250 

1,812 

754 

498 


21,392 


21,777 


7,010 

14,382 

5,064 

4,574 

1,599 

2,514 

1,467 

421 

192 

1,272 

241 

504 

219 

1,095 

701 

394 

1,257 

707 

205 

4,026 

3,788 

238 

1,674 

689 

486 


21,773 


7,218 
14, 559 

5,034 

4,540 

1.589 

2.589 
1,543 

420 

190 

1,295 

250 

502 

223 

1,080 

699 

381 

1,370 

754 

220 

4,126 

3,580 

246 

1,670 
71 3 
495 


21,935 


7,002 

14,771 

5,202 

4,704 

1,623 

2,620 

1,533 

427 

200 

1,322 

244 

522 

218 

1,108 

735 

373 

1,339 

765 

227 

3,885 

3,645 

240 

1,683 

721 

503 


22,266 


7,060 
14, 875 

5,261 

4,769 

1,642 

2,686 

1,580 

443 

192 

1,316 

257 

509 

217 

1,107 

709 

398 

1,294 

732 

222 

3,989 

3,755 

234 

1,701 

726 

495 


22,254 


7,324 

14,942 

5,234 

4,743 

1,633 

2,734 

1,630 

439 

205 

1,363 

269 

519 

224 

1,094 

719 

375 

1,273 

711 

227 

4,259 

4,025 

234 

1,690 

722 

494 


21,383 


7,541 

14,713 

5,250 

4,755 

1,600 

2,591 

1,516 

427 

192 

1,285 

261 

504 

206 

1,067 

679 

388 


1,285 

729 

237 

4,531 

4,301 

230 

1,695 

734 

499 


21,661 


6,496 
14, 887 

5,229 

4,736 

1,637 

2,664 

1,568 

429 

198 

1,301 

259 

512 

210 

1,088 

703 

385 

1,273 

741 

242 

3,495 

3,265 

230 

1,722 

739 

503 


22,781 


6,695 

14,966 

5,258 

4,774 

1,609 

2,738 

1,580 

466 

191 

1,310 

261 

517 

229 

1,098 

701 

397 

1,256 

721 

261 

3,685 

3,428 

257 

1,738 

724 

509 


7,645 

15,136 

5,409 

4,913 

1,653 

2,762 

1,600 

442 

196 

1,300 

257 

518 

226 

1,113 

702 

411 

1,310 

742 

262 

4,588 

4,344 

244 

1,755 

731 

508 


91,923 


31,054 

60,869 

21,254 

19,294 

6,861 

11,303 

6,793 

1,787 

794 

5,178 

1,027 

2,078 

855 

4,374 

2,897 

1,477 


5,366 

3,041 

936 

18,626 

17,650 

976 

7,133 

2,981 

2,016 


Note:  D.S.  totals  Include  kinds  of  business  not  shown  separately.  Sampling  variabilities 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  Includes  men's,  boys’  clothing,  furnishings  stores  and  custom  tailors.  . 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  ^ J^-f^tores 

4  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  sto 

5  Includes  both  franchised  and  nonf ranchised  car  dealers. 


for  unadjusted  data  shown  in  table  13,  page  14. 


85, 148 


28,066 

57,082 

20, 198 
18,240 

6,356 

10,076 

5,936 

1,643 

758 

5,041 

951 

1,983 

879 

4,275 

2,790 

1,485 

5,151 

2,943 

861 

16,033 

15,070 

963 

6,582 

2,751 

1,930 
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Table  2.— PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


Percent  changes  in  sales — 
all  retail  stores 

Percent  changes  in  sales — 
all  retail  stores 

Kind  of  business 

April  1965 
from — 

4  months 
1965 

Kind  of  business 

April  1965 
from — 

4  months 
1965 

April 

1964 

March 

1965 

from 

4  months 
1964 

April 

1965 

March 

1965 

from 

4  months 
1964 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total 


Durable-goods  stores,  total... 
Nondurable -goods  stores,  total 


Food  group . 

Grocery  stores . 

Meat  markets . 

Fruit  stores,  vegetable  markets* *. 
Candy,  nut,  confectionery  stores* 

Bakery  products  stores . 

Delicatessen  stores* . 


Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
merchandise) . 


Apparel  group . 

Men's,  boys'  clothing,  furnishings  stores . 

Men's,  boys'  clothing  stores* . 

Men's,  boys'  furnishings  stores* . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Women's  apparel,  accessory,  specialty  stores*.. 
Shoe  stores . 


Kind  of  business 


+11 

+7 

+8 

0 

+  1 

+2 

Furniture  stores . 

+2 

+  2 

+5 

Floor  coverings  stores* . 

+6 

+  1 

+  2 

+  10 

+5 

+  11 

Household  appliance,  TV,  radio  stores . 

-3 

-1 

-2 

+  12 

+  9 

+6 

Household  appliance  stores . 

+  1 

+  1 

-1 

TV,  radio  stores* . 

-12 

-7 

-5 

+  10 

+5 

+  5 

Lumber,  building,  hardware,  farm  equip,  group... 

+6 

+  23 

+  3 

+  11 

+5 

+6 

Lumber,  building  materials  dealers . 

+  5 

+  19 

+  2 

+  2 

+3 

-5 

Lumber  yards .  . 

+5 

+  20 

0 

0 

+  23 

-11 

Paint,  glass,  wallpaper  stores* . 

+  2 

♦  8 

+  3 

+  34 

+8 

+  15 

Heating  and  plumbing  equipment  dealers* . 

-11 

+  15 

-20 

+  2 

-1 

+  2 

Hardware  stores . 

+  12 

+  25 

+7 

-4 

-4 

0 

Farm  equipment  dealers* . 

+5 

+  29 

+  1 

+  13 

♦  2 

+16 

+  10 

+6 

+8 

Passenger  car  dealers . 

+  14 

0 

+17 

+13 

+7 

+  11 

Passenger  car  dealers  (franchised) . 

+  13 

0 

+  17 

+  12 

+5 

+  10 

Tire,  battery,  accessory  dealers . 

+7 

+  19 

+2 

+2 

+4 

0 

Gasoline  service  stations . 

+  10 

+5 

+  8 

+  22 

+18 

+11 

Fuel,  fuel  oil  dealers* . 

+  10 

-25 

+9 

+  23 

+  19 

+13 

Fuel  dealers,  except  fuel  oil* . 

+  9 

-31 

+7 

+  22 

+  18 

+  13 

Fuel  oil  dealers* . 

+  11 

-21 

+  10 

+  28 

+  25 

+9 

Ding  and  proprietary  stores . 

+10 

0 

+7 

+8 

+1 

+4 

Drug  stores . 

+9 

-1 

+7 

Liquor  stores . 

+  5 

+5 

+4 

+  24 

+32 

+3 

Jewelry  stores* . 

+6 

-12 

+  12 

+  26 

+32 

+  8 

Florists* . 

+41 

+46 

+  13 

+  28 

+32 

+  9 

Book  stores* . 

(ha) 

-17 

(ha) 

+16 

+30 

0 

Stationery  stores* . 

-5 

0 

-8 

+  21 

+  54 

+  5 

Music  stores* . 

+  30 

0 

+  19 

+  21 

+35 

0 

Camera,  photographic  supply  stores* . 

-8 

0 

-12 

+7 

+33 

-2 

+  31 

+  5 

+  15 

+29 

+44 

-1 

Typewriter  stores* . 

-64 

-8 

-41 

Percent  changes  in 

sales — 

Percent  changes  in 

sales — 

all  retail  stores 

all  retail  stores 

April  1965 
from — 

4  months 
1965 

Kind  of  business 

April  1965 
frem — 

4  months 
1965 

from 

from 

April 

March 

4  months 

April 

March 

4  months 

1964 

1965 

1964 

1964 

1965 

1964 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


+7 

0 

+  8 

Durable-goods  stores,  total . 

+8 

-1 

+  11 

Nondurable-goods  stores,  total . 

+7 

+1 

+7 

Food  group . 

+7 

+2 

+5 

Grocery  stores . 

+8 

+3 

+6 

Eating  and  drinking  places . 

♦9 

+2 

+8 

General  merchandise  group . 

+12 

+  1 

+  12 

Department  stores . 

+16 

+2 

+  14 

Variety  stores . 

+4 

-4 

+  9 

Mail  order  houses  (department  store 
merchandise) . 

♦3 

-5 

+5 

Apparel  group . 

-1 

0 

+  3 

Men's,  boys'  wear  stores . 

+4 

-1 

+  8 

Women's  apparel,  accessory  stores . 

0 

-2 

+5 

Shoe  stores . 

-7 

-3 

-3 

Furniture  and  appliance  group . 

Furniture,  heme  furnishings  stores . 

Household  appliance,  TV,  radio  stores . 

Lumber,  building,  hardware,  farm  equip,  group. 

Lumber,  building  materials  dealers . 

Hardware  stores . 

Automotive  group . 

Passenger  car  and  other  automotive  dealers.. 
Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

Liquor  stores . 


0 

0 

+  2 

+  2 

-1 

+4 

-3 

+  2 

-1 

+6 

+  2 

+4 

+4 

♦  2 

♦  3 

+  13 

+4 

+9 

+  11 

-3 

+  16 

♦  11 

-3 

+  17 

+5 

+4 

♦  1 

.8 

+  2 

+  8 

+9 

+  1 

♦  8 

+  2 

-1 

+4 

Note:  Sampling  variabilities,  based  an  unadjusted  data,  shown  in  table  14,  page  14,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with 
an  asterisk,  see  table  15,  page  14. 

*  See  Explanatory  Materials,  page  22. 

(NA)  Not  available. 
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Table  3.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total  4 

months 

Jan. 

Feb. 

|  Mar. 

Apr. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,699 

4,368 

f 

4,972 

5,611 

1 

4,858 

5,233 

5,107 

5,169 

5,202 

5,133 

5,637 

5,451 

7,734 

19, 650 

18,525 

Durable-goods  stores,  total . 

322 

311 

374 

419 

390 

421 

450 

457 

444 

438 

436 

452 

560 

1,426 

1,374 

Nondurable-goods  stores,  total . 

4,377 

4,057 

4, 598 

5,192 

4,468 

4,812 

4,657 

4,712 

4,758 

4,695 

5,201 

4,999 

7,174 

18, 224 

17, 151 

Food  group . . . . 

2,184 

2,011 

2,140 

2,  290 

2,028 

2,184 

2, (XI 

2,219 

2,082 

2,063 

2,359 

2,041 

2,417 

8, 625 

8,  228 

Grocery  stores1 . 

2,125 

1,952 

2,081 

2,222 

1,975 

2,125 

1,981 

2,158 

2,021 

1,999 

2,293 

1,981 

»  2,332 

8,380 

8,013 

Eating  and  drinking  places . 

115 

111 

126 

132 

111 

120 

131 

134 

138 

129 

127 

120 

123 

484 

424 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,375 

1,286 

1,580 

1,885 

1,592 

1,696 

1,698 

1,605 

1,756 

1,717 

1,877 

2, (XX 

3,358 

6,126 

5,664 

merchandise  stores . 

1.016 

904 

1,134 

1,370 

1,148 

1,232 

1,232 

1,155 

1,261 

1,243 

1,360 

1,426 

2,377 

4,424 

4,033 

Department  stores . 

887 

793 

994 

1,192 

1,002 

1,074 

1,075 

1,003 

1,089 

1,079 

1,182 

1,247 

2,089 

3,  866 

3,  523 

Variety  stores . 

229 

246 

280 

345 

281 

306 

304 

299 

320 

305 

330 

350 

675 

1,100 

1,039 

Apparel  group . 

263 

225 

290 

406 

304 

350 

335 

292 

329 

341 

361 

367 

626 

1,184 

1,144 

Men's,  boys'  wear  stores2 . 

28 

22 

25 

36 

26 

33 

32 

26 

25 

28 

36 

37 

67 

in 

103 

Women's  apparel,  accessory  stores3 . 

106 

93 

124 

162 

132 

148 

144 

125 

143 

140 

153 

161 

272 

485 

471 

Women's  ready-to-wear  stores . 

98 

86 

115 

149 

122 

136 

132 

114 

133 

130 

141 

150 

250 

448 

434 

Shoe  stores . 

74 

65 

81 

124 

86 

100 

94 

82 

91 

103 

90 

91 

147 

344 

344 

Furniture  and  appliance  group . 

86 

84 

102 

104 

92 

103 

105 

103 

104 

103 

111 

117 

146 

376 

349 

Tire,  battery,  accessory  dealers . • 

80 

74 

89 

108 

96 

106 

115 

108 

101 

93 

104 

102 

142 

351 

325 

Drug  and  proprietary  stores . 

149 

145 

162 

167 

141 

152 

152 

153 

151 

154 

160 

155 

252 

623 

567 

Liquor  stores . 

95 

93 

101 

104 

97 

102 

97 

100 

103 

100 

112 

114 

184 

393 

379 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

5,367 

5,439 

5,397 

5,467 

l 

5,105 

5,165 

5,240 

5,311 

5,366 

5,296 

5,309 

5,382 

5,440 

21,690 

20,431 

Grocery  stores . 

2,045 

2,133 

2,117 

2,164 

2,030 

1,999 

2,066 

2,084 

2,083 

2,105 

2,113 

2,110 

2,174 

8,459 

8, 144 

Eating  and  drinking  places . 

124 

127 

128 

134 

112 

115 

127 

126 

130 

125 

123 

122 

122 

513 

445 

General  merchandise  group . 

1,897 

1,870 

1,867 

1,859 

1,718 

1,768 

1,759 

1,791 

1,830 

1,755 

1,783 

1,830 

1,819 

7,493 

6, 880 

Department  stores . 

1,223 

1,180 

1,164 

1,180 

1,049 

1,110 

1,087 

1,124 

1,154 

1,093 

1,113 

1,147 

1, 145 

4,747 

4,271 

Variety  stores . 

336 

344 

343 

325 

329 

320 

324 

329 

328 

327 

325 

344 

330 

1,348 

1,284 

Apparel  group . 

355 

347 

333 

346 

343 

348 

349 

351 

369 

337 

341 

349 

353 

1,381 

1,342 

Men's,  boys'  wear  stores2 . 

33 

34 

30 

36 

31 

34 

32 

33 

33 

33 

33 

32 

32 

133 

124 

Women's  apparel,  accessory  stores3 . 

151 

145 

143 

144 

151 

146 

153 

149 

156 

142 

144 

149 

148 

583 

566 

Shoe  stores . 

94 

92 

89 

93 

91 

95 

91 

96 

103 

92 

90 

100 

100 

368 

373 

Tire,  battery,  accessory  dealers . 

105 

106 

102 

107 

96 

99 

100 

96 

100 

97 

100 

106 

103 

420 

389 

Drug  and  proprietary  stores . 

159 

163 

169 

177 

147 

157 

156 

161 

158 

165 

167 

160 

163 

668 

604 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  April  1965  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending  April  10  =  488; 
April  17  =  526;  April  24  =  465;  May  1  =  494. 

2  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4. — ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


Kind  of  business 


(Millions  of  dollars) 


1965 

1964 

Total  4  months 

Jan. 

Feb. 

[  Mar. 

Apr.1 

Apr.  | 

|  May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

5,735 

5,391 

1 - 

6,099 

6, 825 

- 1 

5,819 

6,253 

6,109 

6,157 

6,230 

6,186 

6,766 

6,566 

9,280 

24,050 

22,063 

Food  group . . . 

Grocery  stores . 

2,515 

2,428 

2,328 

2,242 

2,476 

2,385 

2,634 

2,533 

2,272 

2,192 

2,444 

2,359 

2,292 

2,206 

2,503 

2,413 

2,384 

2,290 

2,358 

2,262 

2,679 

2,580 

2,359 

2,265 

2,798 

2,672 

9,953 

9,588 

9,246 

8,927 

Eating  and  drinking  places . 

184 

172 

191 

200 

158 

171 

190 

196 

200 

187 

191 

185 

193 

747 

601 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,521 

1,441 

1,760 

2,094 

1,734 

1,849 

1,860 

1,731 

1,896 

1,858 

2,035 

2,196 

3,718 

6,816 

6,182 

merchandise  stores . 

Department  stores . 

1,142 

981 

1,034 

894 

1,287 

1,115 

1,542 

1,326 

1,277 

1,100 

1,369 

1,178 

1,382 

1,190 

1,267 

1,085 

1,385 

1,182 

1,370 

1,180 

1,503 

1,296 

1,585 

1,367 

2,687 

2,299 

5,005 

4,316 

4, 491 
3,869 

Drug  and  proprietary  stores . 

183 

178 

195 

199 

163 

180 

182 

185 

187 

188 

193 

187 

304 

755 

662 

Note:  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 
1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 
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Table  5.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  REGIONS  AND  KIND  OF  BUSINESS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Region  and  kind  of  business 

1965 

1964 

Percent  change 

Jan. -Apr. 
1965 
from 

Jan. -Apr. 
1964 

Apr.  1965 
from — 

Jan. 

Feb. 

|  Mar. 

Apr.1 

Apr.  | 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Apr. 

1964 

Mar. 

1965 

THE  NORTHEASTERN  STATES 

TOTAL . 

5,276 

4,955 

5,  513 

5,952 

5,370 

5,734 

5,671 

5,508 

5,435 

5,362 

5,673 

5,581 

7,337 

+7 

+11 

+8 

Durable-goods  stores,  total . 

1,498 

1,457 

1,722 

1,833 

1,714 

1,817 

1,775 

1,605 

1,587 

1,498 

1,553 

1,578 

1,964 

+9 

+7 

+6 

Nondurable-goods  stores,  total... 

3,778 

3,498 

3,791 

4, 119 

3,656 

3,917 

3,896 

3,903 

3,848 

3,864 

4,120 

4,003 

5,373 

+6 

+13 

49 

Food  group . 

1,483 

1,358 

1,445 

1,522 

1,381 

1,484 

1,450 

1,564 

1,470 

1,438 

1,552 

1,406 

1,626 

+4 

+10 

+5 

Grocery  stores . 

1, 258 

1,144 

1, 223 

1,292 

1,159 

1,249 

1,217 

1,324 

1,237 

1,204 

1,310 

1,178 

1,360 

+5 

+11 

+6 

Eating  and  drinking  places . 

447 

432 

482 

514 

466 

508 

528 

542 

541 

500 

500 

464 

495 

+7 

+10 

+7 

GAF2,  total . 

1,091 

1,004 

1,172 

1,388 

1,181 

1,314 

1,338 

1,209 

1,261 

1,348 

1,464 

1,542 

2,504 

+4 

+18 

+18 

General  merchandise  group . 

511 

487 

576 

674 

529 

585 

608 

567 

598 

635 

695 

764 

1,323 

+15 

+27 

+17 

Department  stores . 

327 

302 

367 

431 

330 

368 

383 

345 

364 

402 

440 

464 

806 

+18 

+31 

+17 

Apparel  group . 

351 

293 

344 

455 

376 

435 

430 

343 

367 

419 

443 

440 

741 

-1 

+21 

+32 

Furniture  and  appliance  group . 

229 

224 

252 

259 

276 

294 

300 

299 

296 

294 

326 

338 

440 

-8 

-6 

+3 

+10 

+14 

+20 

Gasoline  service  stations . 

304 

289 

312 

329 

307 

325 

327 

342 

338 

314 

317 

307 

312 

+6 

+7 

+5 

Drug  and  proprietary  stores . 

164 

154 

162 

164 

146 

152 

160 

160 

157 

161 

166 

158 

211 

+8 

+12 

+1 

THE  NORTH  CENTRAL  STATES 

TOTAL . 

5,881 

5,593 

6,387 

7,063 

6,  254 

6,674 

6,  549 

6,558 

6,362 

6, 341 

6, 885 

6,  514 

8,030 

+8 

+13 

+11 

Durable-goods  stores,  total . 

1,877 

1,879 

2, 272 

2,524 

2,198 

2,242 

2,284 

2, 226 

2,036 

2,101 

2,254 

2,097 

2,406 

+13 

+15 

+11 

Nondurable-goods  stores,  total... 

4,004 

3,714 

4,115 

4,  539 

4,056 

4,432 

4, 265 

4, 332 

4,326 

4, 240 

4,631 

4,417 

5,624 

+6 

+12 

+10 

Food  group . 

1,433 

1,320 

1,401 

1,471 

1, 359 

1,472 

1,428 

1,509 

1,470 

1,406 

1,536 

1,384 

1,574 

+3 

+8 

+5 

Grocery  stores . 

1,328 

1,220 

1,296 

1,355 

1,248 

1,349 

1,302 

1,386 

1,345 

1,288 

1,412 

1,268 

1,441 

+4 

+9 

+5 

Eating  and  drinking  places . 

461 

425 

466 

504 

458 

493 

510 

538 

544 

505 

520 

474 

491 

+6 

+10 

48 

GAF2,  total . 

1,195 

1,086 

1,321 

1,559 

1,310 

1,386 

1,393 

1,343 

1,424 

1,438 

1,576 

1,646 

2,554 

+8 

+19 

+18 

General  merchandise  group . 

638 

613 

747 

890 

735 

785 

796 

749 

824 

817 

896 

966 

1,540 

+10 

+21 

+19 

Department  stores . 

382 

353 

436 

527 

444 

468 

476 

434 

480 

487 

532 

555 

916 

+10 

+19 

+21 

Apparel  group . 

293 

231 

282 

379 

295 

327 

298 

286 

299 

325 

357 

358 

600 

+9 

+28 

+34 

Furniture  and  appliance  group . 

264 

242 

292 

290 

280 

274 

299 

308 

301 

296 

323 

322 

414 

+4 

44 

-1 

Lumber,  bldg.,  hdwe.,farm  equip,  grp. 

330 

308 

401 

525 

489 

533 

571 

557 

514 

555 

580 

463 

473 

-2 

+7 

+31 

Automotive  group . 

1,144 

1,186 

1,430 

1,554 

1,291 

1,285 

1, 250 

1,207 

1,059 

1,061 

1,176 

1,126 

1,256 

+22 

+20 

+9 

Gasoline  service  stations . 

560 

512 

548 

584 

521 

551 

5*2 

576 

566 

546 

583 

562 

595 

+10 

+12 

+7 

Drug  and  proprietary  stores . 

217 

207 

215 

216 

191 

214 

205 

213 

212 

214 

227 

213 

299 

+8 

+13 

0 

THE  SOUTH 

TOTAL . 

5,704 

5,511 

6,098 

6,  507 

5,809 

6, 198 

5,994 

6,013 

5,919 

5,687 

6,038 

5,748 

7,458 

+9 

+12 

+7 

Durable-goods  stores,  total . 

2,019 

2,074 

2,311 

2,346 

2,163 

2,303 

2,228 

2,159 

2,021 

1,990 

2,028 

1,895 

2, 371 

+11 

+8 

+2 

Nondurable-goods  stores,  total... 

3,685 

3,437 

3,787 

4,161 

3,646 

3,895 

3,766 

3,865 

3,898 

3,697 

4,010 

3,853 

5,087 

+8 

+14 

+10 

Food  group . 

1, 399 

1,308 

1,386 

1,450 

1,282 

1,373 

1,352 

1,456 

1,403 

1,341 

1,469 

1,343 

1,535 

+8 

+13 

+5 

Grocery  stores . 

1,336 

1,235 

1,309 

1,369 

1,212 

1,304 

1,285 

1,381 

1,329 

1,275 

1,403 

1,278 

1,458 

+8 

+13 

♦5 

Eating  and  drinking  places . 

355 

323 

354 

375 

345 

357 

359 

381 

381 

353 

354 

336 

357 

+10 

+9 

+6 

GAF2,  total . 

1, 130 

1,050 

1,206 

1,456 

1,188 

1,286 

1,258 

1,220 

1, 346 

1,280 

1,422 

1,422 

2,331 

+10 

+23 

+21 

General  merchandise  group . 

550 

528 

634 

769 

624 

673 

633 

613 

680 

631 

714 

748 

1,280 

+11 

+23 

+21 

Department  stores . 

277 

256 

323 

382 

312 

337 

323 

311 

351 

328 

373 

385 

656 

+12 

+22 

+18 

Apparel  group . 

303 

260 

297 

402 

304 

333 

312 

308 

349 

342 

380 

364 

652 

+6 

+32 

+35 

Furniture  and  appliance  group . 

277 

262 

275 

285 

260 

280 

31 3 

299 

317 

307 

328 

310 

399 

+15 

+10 

+4 

Lumber,  bldg.,  hdwe.,farm  equip,  grp. 

293 

296 

323 

399 

396 

436 

418 

387 

338 

352 

370 

329 

329 

+4 

+1 

Automotive  group . 

1, 303 

1,359 

1, 541 

1,502 

1,355 

1,412 

1,312 

1,  290 

1,170 

1,146 

1,159 

1,073 

1,337 

+13 

+11 

-3 

Gasoline  service  stations . 

498 

460 

508 

531 

486 

512 

538 

543 

538 

496 

511 

501 

531 

46 

+9 

+5 

Drug  and  proprietary  stores . 

197 

196 

207 

200 

186 

201 

196 

190 

193 

185 

191 

185 

257 

49 

+8 

-3 

THE  WEST 

TOTAL . 

3,720 

3,549 

3,917 

4,036 

3,753 

3,902 

4, 028 

4,066 

4,062 

3,923 

4,009 

3,877 

4,894 

46 

+8 

+3 

Durable-goods  stores,  total . 

1,271 

1,254 

1,404 

1,373 

1,285 

1,331 

1,432 

1,409 

1,367 

1,304 

1,298 

1,243 

1,460 

+9 

+7 

-2 

Nondurable-goods  stores,  total... 

2,449 

2,295 

2,  513 

2,663 

2,468 

2,571 

2,  596 

2,657 

2,695 

2,619 

2,711 

2,634 

3,434 

+5 

48 

46 

Food  group . . . 

927 

868 

926 

960 

876 

919 

884 

955 

940 

914 

971 

884 

1,027 

+5 

+10 

44 

Grocery  stores . 

864 

806 

856 

889 

795 

837 

809 

880 

869 

845 

906 

822 

949 

+6 

+12 

44 

Eating  and  drinking  places . 

296 

273 

293 

303 

278 

292 

314 

335 

339 

313 

314 

294 

315 

+7 

49 

♦3 

GAF2,  total . 

731 

678 

764 

839 

775 

818 

852 

824 

880 

861 

897 

935 

1,471 

+3 

48 

+10 

General  merchandise  group . 

395 

370 

434 

487 

422 

436 

454 

451 

489 

467 

496 

543 

905 

+10 

+15 

♦12 

Apparel  group . 

153 

|  133 

149 

177 

1  165 

1  187 

0 

198 

1  181 

194 

203 

196 

1  193 

331 

-4 

+7 

♦19 

r 

Gasoline  service  stations . . 

317 

300 

330 

339 

303 

320 

347 

359 

359 

345 

350 

342 

352 

+7 

+12 

+3 

Drug  and  proprietary  stores . 

138 

135 

147 

150 

142 

146 

144 

144 

146 

141 

140 

133 

199 

44 

46 

♦2 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  16.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  regions  are  shown  on  page  27. 

1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department- store  types  of  merchandise. 
(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  from  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percent  change  and 

between  3.1  and  4.5  for  the  percent  change  over  2  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 
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Table  6.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  GEOGRAPHIC  DIVISIONS  AND  KIND  OF  BUSINESS 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percent  change 


Geographic  division  and 
kind  of  business 

J  an . -Apr . 
1965 
from 

Jan. -Apr. 
1964 

Apr.  1965 
from — 

Jan. 

Feb. 

Mar . 

Apr.1 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

Apr. 

1964 

Mar. 

1965 

New  England  Division,  total . 

1,373 

1,252 

1,377 

1,495 

1,313 

1,423 

1,439 

1,417 

1,422 

1,380 

1,427 

1,419 

1,936 

+10 

+14 

+9 

Durable-goods  stores . 

421 

395 

474 

520 

477 

513 

493 

430 

444 

415 

417 

432 

568 

+11 

+9 

+10 

Nondurable -goods  stores . 

952 

857 

903 

975 

836 

910 

946 

987 

978 

965 

1,010 

987 

1,368 

+10 

+17 

+8 

Food  group . 

368 

327 

343 

355 

318 

353 

362 

403 

382 

364 

386 

349 

405 

+15 

+12 

+3 

OAF2,  total . 

244 

222 

255 

310 

256 

289 

305 

277 

298 

306 

315 

338 

616 

+7 

+21 

+22 

General  merchandise  group . 

114 

110 

131 

155 

108 

128 

146 

137 

146 

142 

149 

165 

320 

+31 

+44 

+18 

Gasoline  service  stations . 

'  81 

75 

84 

90 

81 

87 

90 

95 

91 

88 

86 

80 

82 

+9 

+11 

+7 

Middle  Atlantic  Division,  total . 

3,903 

3,703 

4,136 

4,457 

4,057 

4,311 

4,232 

4,091 

4,013 

3,982 

4,246 

4,162 

5,401 

+5 

+10 

+8 

Durable -goods  stores . 

1,077 

1,062 

1,248 

1,313 

1,237 

1,304 

1,282 

1,175 

1,143 

1,083 

1,136 

1, 146 

1,396 

+8 

+6 

+5 

2,641 

Eating  and  drinking  places . 

350 

342 

388 

409 

377 

406 

417 

424 

423 

387 

388 

357 

381 

+6 

+8 

+5 

GAF2,  total . 

847 

782 

917 

1,078 

925 

1,025 

1,033 

932 

963 

1,042 

1,149 

1,204 

1,888 

+4 

+17 

+18 

General  merchandise  group . 

397 

377 

445 

519 

421 

457 

462 

430 

452 

493 

546 

599 

1,003 

+11 

+23  j 

+17 

Apparel  group . 

269 

230 

274 

360 

300 

349 

348 

272 

284 

324 

351 

345 

565 

-2 

+20 

+31 

Gasoline  service  stations . 

223 

214 

228 

239 

226 

238 

237 

247 

247 

226 

231 

227 

230 

+5 

+6 

+5 

Drug  and  proprietary  stores . 

116 

111 

119 

121 

107 

111 

116 

114 

111 

118 

122 

114 

146 

+6 

+13 

+2 

East  North  Central  Division,  total.. 

4,209 

4,011 

4,592 

5,031 

4,497 

4,778 

4,656 

4,581 

4,489 

4,464 

4,882 

4.653 

5,738 

+8 

+12 

+10 

Durable-goods  stores . 

1,292 

1,295 

1,586 

1,721 

1,558 

1,574 

1,579 

1,479 

1,370 

1,424 

1,562 

1,455 

1,656 

+11 

+10 

+9 

Nondurable-goods  stores . 

2,917 

2,716 

3,006 

3,310 

2,939 

3,204 

3,077 

3,102 

3,119 

3,040 

3,320 

3,198 

4,082 

+6 

+13 

+10 

Food  group . 

1,090 

1,009 

1,073 

1,124 

1,033 

1,116 

1,074 

1,126 

1,101 

1,046 

1, 142 

1,041 

1,187 

+4 

+9 

+5 

Eating  and  drinking  places . 

344 

313 

345 

381 

335 

359 

372 

390 

400 

369 

380 

348 

361 

+8 

+14 

+10 

GAF2,  total . 

876 

799 

985 

1,145 

970 

1,023 

1,019 

965 

1,031 

1,050 

1,148 

1,208 

1,880 

+8 

+18 

+16 

General  merchandise  group . 

463 

449 

551 

648 

541 

577 

581 

539 

594 

596 

644 

706 

1,115 

+9 

+20 

+18 

Apparel  group . 

219 

173 

214 

285 

223 

250 

227 

213 

230 

243 

269 

271 

459 

+8 

+28 

+33 

Gasoline  service  stations . 

369 

346 

363 

381 

342 

355 

352 

379 

379 

364 

394 

375 

392 

+8 

+11 

+5 

Drug  and  proprietary  stores . 

159 

151 

157 

156 

139 

159 

152 

157 

154 

154 

165 

157 

220 

+9 

+12 

-1 

West  North  Central  Division,  total.. 

1,672 

1,582 

1,795 

2,032 

1,757 

1,896 

1,893 

1,977 

1,873 

1,877 

2,003 

1,861 

2,292 

+9 

+16 

+13 

Durable-goods  stores . 

585 

584 

686 

803 

640 

668 

705 

747 

666 

677 

692 

642 

750 

+18 

+25 

+17 

Nondurable-goods  stores . 

1,087 

998 

1,109 

1,229 

1,117 

1,228 

1,188 

1,230 

1,207 

1,200 

1,311 

1,219 

1,542 

+5 

+10 

+11 

Food  group . 

343 

311 

328 

347 

326 

356 

354 

383 

369 

360 

394 

343 

387 

+1 

+6 

+6 

GAF2,  total . 

319 

287 

336 

414 

340 

363 

374 

378 

393 

388 

428 

438 

674 

+9 

+22 

+23 

General  merchandise  group . 

175 

164 

196 

242 

194 

208 

215 

210 

230 

221 

252 

260 

425 

+11 

+25 

+23 

Gasoline  service  stations . 

191 

166 

185 

203 

179 

196 

190 

197 

187 

182 

189 

187 

203 

+15 

+13 

+10 

South  Atlantic  Division,  total . 

2,826 

2,700 

2,968 

3,148 

2,828 

3,035 

2,938 

2,919 

2,936 

2,786 

2,974 

2,871 

3,794 

+9 

+11 

Durable-goods  stores . 

949 

959 

1,056 

1,059 

1,028 

1,107 

1,066 

1,003 

977 

948 

973 

911 

1, 143 

+9 

+3 

0 

Nondurable -goods  stores . 

1,877 

1,741 

1,912 

2,039 

1,800 

1,928 

1,872 

1,916 

1,959 

1,838 

2,001 

1,960 

2,651 

+9 

+16 

+9 

Eating  and  drinking  places . 

193 

177 

192 

201 

181 

184 

189 

208 

213 

195 

193 

182 

199 

+14 

+11 

+5 

GAF2,  total . 

590 

559 

642 

763 

601 

651 

641 

607 

680 

660 

737 

754 

1,254 

+15 

+27 

+19 

General  merchandise  group . 

290 

284 

341 

408 

321 

345 

330 

311 

346 

323 

364 

397 

690 

+14 

+27 

+20 

Apparel  group . 

159 

138 

157 

207 

148 

162 

157 

150 

180 

177 

192 

191 

352 

+9 

+40 

+32 

Gasoline  service  stations . 

238 

216 

238 

248 

230 

241 

248 

256 

258 

236 

251 

242 

255 

+7 

+8 

44 

Drug  and  proprietary  stores . 

101 

98 

103 

101 

89 

97 

97 

94 

97 

91 

94 

93 

131 

+14 

+13 

-2 

East  South  Central  Division,  total.. 

1,048 

1,010 

1,120 

1,257 

1,114 

1,195 

1,144 

1,129 

1,117 

1,103 

1,161 

1,093 

1,372 

+7 

+13 

+12 

Nondurable-goods  stores . 

671 

628 

690 

781 

689 

749 

703 

713 

724 

712 

772 

716 

921 

+6 

+13 

+13 

Food  group . 

274 

254 

272 

286 

251 

276 

264 

475 

274 

266 

298 

269 

300 

+11 

+14 

+5 

GAF2,  total . 

201 

190 

217 

272 

236 

251 

235 

225 

243 

231 

257 

245 

410 

+5 

+15 

+25 

General  merchandise  group . 

106 

99 

119 

148 

124 

133 

123 

118 

126 

121 

139 

134 

232 

+8 

+19 

+24 

Gasoline  service  stations . 

94 

89 

97 

103 

100 

107 

109 

112 

116 

111 

109 

102 

105 

-1 

+3 

+6 

West  South  Central  Division,  total.. 

1,830 

1,801 

2,010 

2,102 

1,867 

1,968 

1,912 

1,965 

1,866 

1,798 

1,903 

1,784 

2,292 

+9 

+13 

+5 

Nondurable-goods  stores . 

1,137 

1,068 

1,185 

1,291 

1,157 

1,218 

1,191 

1,225 

1,215 

1, 147 

1,237 

1,177 

1,515 

+5 

+12 

+9 

Food  group . 

433 

417 

449 

460 

426 

441 

439 

475 

453 

435 

460 

414 

469 

+4 

+8 

+2 

Eating  and  drinking  places . 

107 

97 

108 

117 

109 

115 

118 

121 

114 

108 

111 

106 

107 

+9 

+7 

+8 

GAF2,  total . 

339 

301 

347 

421 

351 

384 

382 

388 

423 

389 

428 

423 

667 

+7 

+20 

+21 

General  merchandise  group . 

154 

145 

174 

213 

179 

195 

180 

184 

208 

187 

211 

217 

358 

+6 

+19 

+22 

Mountain  Division,  total . 

771 

717 

853 

882 

795 

837 

901 

907 

918 

848 

879 

827 

1,026 

+6 

+11 

+3 

Nondurable-goods  stores . 

511 

473 

542 

584 

527 

544 

575 

603 

610 

570 

583 

562 

721 

+3 

+11 

+8 

+3 

+13 

GAF2,  total . 

134 

123 

141 

167 

150 

159 

164 

163 

177 

160 

169 

173 

276 

0 

+11 

+18 

General  merchandise  group . 

70 

63 

76 

90 

84 

88 

89 

87 

98 

84 

90 

95 

167 

0 

+7 

+18 

Pacific  Division,  total . 

2,949 

2,832 

3,064 

3,154 

2,958 

3,065 

3,127 

3,159 

3,144 

3,075 

3,130 

3,050 

3,868 

+6 

+7 

+3 

Durable-goods  stores . 

1,011 

1,010 

1,093 

1,075 

1,017 

1,038 

1,106 

1,105 

1,059 

1,026 

1,002 

978 

1,155 

+8 

+6 

-2 

Nondurable-goods  stores . 

1,938 

1,822 

1,971 

2,079 

1,941 

2,027 

2,021 

2,054 

2,085 

2,049 

2,128 

2,072 

2,713 

+5 

+7 

+5 

Food  group . 

727 

681 

723 

749 

689 

722 

694 

751 

741 

721 

756 

686 

799 

+6 

+9 

44 

Eating  and  drinking  places . 

248 

229 

240 

247 

227 

237 

249 

263 

269 

248 

254 

243 

262 

+8 

+9 

+3 

GAF2,  total . 

597 

555 

623 

672 

625 

659 

688 

661 

703 

701 

728 

762 

1,195 

+4 

+8 

+8 

General  merchandise  group . 

325 

307 

358 

397 

338 

348 

365 

364 

391 

383 

406 

448 

738 

+12 

+17 

+11 

Gasoline  service  stations . 

229 

219 

232 

234 

220 

233 

239 

242 

239 

234 

249 

246 

251 

±5 

±6 

ti 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  17.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  divisions  are  shown  on  page  27. 

1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department-store  types  of  merchandise. 
(C)  See  footnote  to  table  5. 


Table  7.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 
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State  and  kind  of  business 

1965 

1964 

Percent  change 

Jan. 

Feb. 

Mar. 

Apr.1 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan. -Apr. 
1965 
from 

Jan. -Apr . 
1964 

Apr. 

1965 

from 

Apr. 

1964 

California,  total . 

2,295 

2,202 

2,328 

2,386 

2,260 

2,354 

2,389 

2,375 

2,336 

2,300 

2,355 

2,344 

2,999 

+6 

+6 

Nondurable-goods  stores . 

1,476 

1,380 

1,477 

1,555 

1,466 

1,540 

1,540 

1,537 

1,542 

1,514 

1,606 

1,569 

2,116 

+4 

+6 

GAF2 . 

471 

446 

490 

529 

486 

514 

562 

515 

544 

535 

558 

596 

979 

+6 

+9 

Florida,  total . 

703 

674 

720 

710 

616 

633 

609 

590 

577 

581 

646 

614 

855 

+  14 

+  15 

Nondurable -goods  stores . 

483 

447 

484 

496 

411 

417 

400 

404 

403 

380 

425 

430 

605 

+  14 

+  21 

Illinois,  total . 

1,222 

1,164 

1, 373 

1,510 

1,349 

1,427 

1,394 

1,316 

1,295 

1,292 

1,391 

1,399 

1,713 

+7 

+  12 

Nondurable -goods  stores . 

905 

845 

972 

1,070 

953 

1,057 

1,002 

949 

962 

947 

1,014 

1,017 

1,294 

+6 

+12 

GAF2 . 

284 

265 

341 

388 

335 

351 

360 

308 

341 

344 

381 

419 

623 

+8 

+  16 

Indiana,  total . 

543 

540 

623 

682 

588 

648 

608 

590 

566 

575 

626 

572 

692 

+  9 

+  16 

Massachusetts,  total . 

666 

620 

690 

749 

665 

697 

675 

630 

623 

621 

643 

663 

888 

+  12 

+  13 

Nondurable-goods  stores . 

450 

415 

442 

478 

412 

441 

442 

431 

434 

436 

473 

467 

620 

+  10 

+  16 

Michigan,  total . 

950 

874 

998 

1,069 

961 

1,024 

991 

1,004 

974 

991 

1,091 

1,043 

1,292 

+  10 

+  11 

Nondurable -goods  stores . 

602 

539 

591 

646 

552 

618 

605 

619 

625 

624 

680 

653 

850 

+  10 

+  17 

Minne  so ta ,  total . 

338 

338 

375 

427 

376 

429 

446 

437 

411 

387 

429 

396 

471 

+  9 

+  14 

Missouri,  total . 

502 

478 

541 

619 

507 

537 

546 

562 

555 

561 

591 

549 

682 

+  13 

+22 

New  Jersey,  total . . . 

775 

768 

850 

895 

808 

869 

851 

820 

789 

773 

814 

809 

1,037 

+  9 

+  11 

Nondurable-goods  stores . 

511 

498 

550 

596 

533 

570 

566 

564 

545 

551 

572 

556 

715 

+6 

+  12 

New  York,  total . 

1,930 

1,806 

2,015 

2,168 

2,036 

2,156 

2,114 

2,045 

2,033 

2,027 

2,132 

2,043 

2,631 

+  1 

+6 

Nondurable -goods  stores . 

1,475 

1,364 

1,488 

1,615 

1,469 

1,569 

1,541 

1,522 

1,500 

1,512 

1,616 

1,545 

2,044 

+  3 

+  10 

GAF2 . 

432 

401 

469 

547 

495 

548 

557 

496 

516 

547 

601 

605 

937 

-1 

+  11 

North  Carolina,  total . 

407 

381 

435 

476 

436 

458 

400 

476 

474 

442 

447 

412 

540 

+  10 

+9 

Ohio,  total . 

1,064 

1,026 

1,164 

1,  292 

1,126 

1,184 

1,155 

1,153 

1,161 

1,145 

1,280 

1,172 

1,441 

+9 

+  15 

Nondurable -goods  stores . 

712 

672 

729 

809 

695 

752 

735 

740 

765 

760 

832 

781 

993 

+  8 

+  16 

Pennsylvania,  total . 

1,198 

1,129 

1,  271 

1, 394 

1,213 

1,286 

1,267 

1,226 

1,191 

1,182 

1,300 

1,310 

1,733 

+10 

+  15 

Nondurable-goods  stores . 

840 

779 

850 

933 

818 

868 

843 

830 

825 

836 

922 

915 

1,246 

+6 

+  14 

GAF2 . 

266 

236 

283 

342 

272 

296 

290 

265 

279 

303 

349 

384 

622 

+  10 

+  26 

1,12? 

1,114 

1,  240 

1,295 

+  12 

+  15 

Nondurable-goods  stores . 

703 

658 

726 

796 

714 

761 

750 

773 

758 

721 

760 

717 

935 

+6 

+  11 

Wisconsin,  total . 

430 

407 

434 

478 

473 

495 

508 

518 

493 

461 

494 

467 

600 

+  2 

+  1 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  18.)  1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  8.— PERCENT  CHANCE  IN  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 


(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


State 

Percent  change  -  April  1965 
from  March  1965 

State 

Percent  change  -  April  1965 
from  March  1965 

Percent  change  -  April  1965 
from  March  1965 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

State 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

+  2 

+5 

+8 

+7 

+  9 

+  20 

+  9 

+13 

+  19 

-1 

+2 

+8 

+  14 

+  25 

+  11 

+  11 

+  16 

+  10 

+10 

+14 

+  14 

+  14 

+  20 

+  10 

+  10 

♦  21 

+9 

+9 

+15 

+  5 

+  8 

+  15 

+4 

+  10 

+  20 

Massachusetts . 

+9 

+8 

+19 

New  York . 

♦£ 

+  9 

+  17 

Wisconsin . 

+  10 

+9 

+  14 

Note:  Sampling  variabilities  are  shown  in  table  18. 

1  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  9.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1965 

1964 

Percent  change 

Area 

Jan. 

Feb. 

Mar. 

Apr.1 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. -Apr . 
1965 
from 

Jan. -Apr . 
1964 

Apr. 

1965 

from 

Apr. 

1964 

Standard  Consolidated  Areas2 
Chicago, Ill. -Northwestern  Ind., 

total . 

887 

848 

996 

1,075 

942 

986 

958 

895 

888 

894 

962 

988 

1,253 

+  10 

♦  14 

GAF3 . 

231 

221 

280 

321 

279 

294 

298 

252 

280 

28  6 

319 

346 

508 

♦  8 

♦  15 

New  York-Northeastern  N . J . ,  total . . 

1,806 

1,691 

1,859 

1,956 

1,829 

1,591 

1,905 

1,790 

1,751 

1,779 

1,884 

1,847 

2,384 

♦4 

♦7 

GAF3 . 

419 

389 

447 

515 

456 

517 

527 

464 

462 

517 

562 

565 

852 

+  1 

♦  13 

Standard  Metropolitan 
Statistical  Areas2 

Chicago,  Ill.,  total . 

GAF3 . 

815 

777 

911 

984 

877 

914 

839 

822 

816 

821 

873 

907 

1,155 

♦  8 

♦  12 

219 

209 

266 

305 

266 

280 

281 

237 

265 

268 

295 

328 

481 

♦7 

♦  15 

Detroit,  Mich.,  total . 

GAF3 . 

499 

452 

515 

548 

464 

497 

468 

457 

453 

498 

569 

541 

674 

♦  15 

.18 

100 

89 

110 

129 

98 

110 

105 

102 

109 

122 

128 

136 

221 

♦  20 

♦  32 

Los  Angeles-Long  Beach, Calif ., total 

1,057 

976 

1,034 

1,056 

1,022 

1,061 

1,063 

1,070 

1,060 

1,058 

1,073 

1,092 

1,414 

♦  3 

♦  3 

GAF3 . 

233 

216 

233 

250 

248 

260 

276 

266 

28 2 

274 

286 

303 

473 

-2 

♦  1 

New  York,  N.Y.,  total . 

1,275 

1,173 

1,292 

1,364 

1,282 

1,356 

1,326 

1,262 

1,243 

1,274 

1,348 

1,306 

1,689 

♦  2 

♦6 

GAF3 . 

317 

290 

332 

385 

346 

390 

394 

346 

348 

388 

420 

419 

628 

-1 

♦  11 

Philadelphia,  Pa.,  total . 

488 

476 

541 

562 

527 

555 

524 

496 

481 

496 

538 

536 

722 

♦4 

♦7 

GAF3 . 

107 

99 

137 

143 

116 

131 

129 

113 

115 

134 

146 

161 

257 

♦  n 

♦  23 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  19,  page  16.)  1  Preliminary  estimates. 

Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  show  on  page  27.  Note  that  data  for  the  Lo6  Angeles-Long  Beach  SMSA  Includes 
Orange  County,  California. 

3  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 
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Table  10. — PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  AND  GAF  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS 
(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Statistical  areas 

Percent  change, 
April  1965  from 
March  1965 

Statistical  areas 

Percent  change, 

April  1965  from 

March  1965 

Total 

GAF* 1 

Total 

GAF1 

Standard  Consolidated  Areas2 

Detroit,  Mich . 

+6 

+17 

Houston,  Texas . 

+3 

+21 

•  -  t  n  M  n  1 1  +  -  t  i  • 

+8 

+5 

+15 

Kansas  City,  Mo. -Kansas . 

+7 

+15 

Los  Angeles -Long  Beach,  Calif . . . 

+2 

+7 

Minneapolis -St .  Paul,  Minn . 

+11 

+28 

Newark,  N.J . 

+1 

+13 

Standard  Metropolitan  Statistical  Areas 

New  York,  N.Y . 

+6 

+16 

Paterson-Clifton-Passaic,  N.J . 

+7 

+11 

+8 

Buffalo,  N.Y . 

+5 

+20 

+8 

+9 

Dallas,  Texas . 

+2 

+23 

Washington,  D.C.-Md.-Va . 

+6 

+16 

Note:  Sampling  variabilities  are  shown  in  table  20 .  page  16. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department -store  types  of  merchandise. 
2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27. 


Table  11. --PERCENT  CHANGE  IN  SALES  OF  DEPARTMENT  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 
(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Area 


STANDARD  METROPOLITAN  STATISTICAL  AREA 


Akron,  Ohio... 
Asheville,  N.C 
Atlanta,  Ga... 
Augusta,  Ga... 
Baltimore,  Md. 


Baton  Rouge,  La 
Binghamton,  N.Y 
Birmingham,  Ala 
Boston,  Mass  . . . 
Buffalo,  N.Y... 


Canton,  Ohio . 

Chattanooga,  Tenn 

Chicago,  Ill . 

Cincinnati,  Ohio. 
Cleveland,  Ohio.. 


Columbus,  Ohio . 

Corpus  Christi,  Texas 

Dallas,  Texas . 

Denver,  Colo . 

Des  Moines,  Iowa . 

Detroit,  Mich . 

El  Paso,  Texas . 

Erie,  Pa . 

Flint,  Mich . 

Fort  Wayne,  Ind . 


Grand  Rapids,  Mich 

Houston,  Tex . 

Ind ianapolis ,  Ind . 
Jacksonville,  Fla. 
Kansas  City,  Mo... 


Knoxville,  Tenn . 

Lancaster,  Pa . 

Lexington,  Ky . 

Los  Angeles-Long  Beach,  Calif 

Louisville,  Ky . 

Macon,  Ga . 


Memphis,  Tenn.. 

Miami,  Fla . 

Milwaukee,  Wis. 
Mobile,  Ala.... 
Mew  Orleans,  La 


Percent  change  in  sales 

Area 

Percent  change  i 

n  sales 

April  1965  from — 

4  months 
1965 
from 

4  months 
1964 

April  1965  from — 

4  months 
1965 
from 

4  months 
1964 

April 

1964 

March 

1965 

April 

1964 

March 

1965 

New  York-Northeastern  New  Jersey1 . 

+14 

+3 

+5 

New  York  City . 

(NA) 

(NA) 

(NA) 

Newark,  N.J . 

+1 

+3 

-1 

+11 

+16 

44 

Norfolk -Portsmouth,  Va . 

+11 

+22 

-1 

+18 

+30 

+3 

Oklahoma  City,  0k la . 

+16 

+14 

+5 

+22 

(NA) 

+8 

+21 

(NA) 

+7 

Omaha,  Nebr . 

+12 

+26 

+1 

+17 

+23 

+5 

+9 

(NA) 

+2 

Philadelphia,  Pa . 

+8 

+17 

+2 

Pittsburgh,  Pa . 

+10 

+20 

+2 

+19 

(NA) 

+7 

+6 

+8 

+5 

+10 

+14 

+3 

(NA) 

(NA) 

(NA) 

+13 

+28 

+6 

+14 

+21 

Richmond,  Va . 

+21 

+22 

+5 

Rochester,  N.Y . 

+18 

+20 

+6 

Sacramento,  Calif . 

+3 

+10 

-2 

+11 

+28 

+3 

St.  Louis,  Mo . 

+9 

+17 

-2 

+26 

(NA) 

+9 

+11 

+20 

44 

Salt  Lake  City,  Utah . 

+7 

+20 

+5 

+15 

+32 

+2 

San  Antonio,  Tex . 

+14 

+13 

+2 

+11 

+18 

+2 

San  Diego,  Calif . 

+5 

+15 

+3 

Savannah,  Ga . 

+22 

(NA) 

+7 

Seattle,  Wash . 

+7 

+3 

+7 

+15 

+14 

+6 

+15 

+13 

44 

Shreveport,  La . 

+10 

+24 

+1 

+15 

+17 

+5 

South  Bend,  Ind . 

(NA) 

(NA) 

(NA) 

+23 

+13 

+16 

+8 

+14 

+21 

+5 

Springfield,  Mo . 

+12 

+32 

+2 

Springfield,  Ohio . 

+13 

+20 

+4 

+25 

+13 

+14 

+15 

+16 

+3 

+19 

+23 

+7 

+15 

+7 

+5 

+5 

+4 

+10 

+29 

+23 

+15 

+10 

(NA) 

+2 

+10 

+33 

+5 

+15 

+19 

+5 

Trenton,  N.J . 

+9 

+27 

+2 

Tulsa,  Okla . 

+25 

+34 

+8 

+8 

+19 

-1 

+17 

+21 

+9 

+12 

+25 

0 

+15 

+16 

+19 

+5 

(NA) 

(NA) 

(NA) 

(NA) 

+2 

Wichita,  Kans . 

+13 

+17 

+3 

Worcester,  Mass . 

+14 

+24 

+6 

Youngstown,  Ohio . 

+9 

+15 

+6 

+21 

(NA) 

+5 

+15 

+32 

+3 

CITIES 

+11 

+22 

+3 

+5 

+17 

t-3 

+3 

+26 

-15 

+15 

+23 

+8 

+24 

(NA) 

+6 

+11 

(NA) 

-3 

+15 

+28 

0 

Minneapolis,  Minn . 

+19 

+38 

+2 

Oakland,  Berkely,  Calif . 

+3 

+11 

0 

+14 

+33 

-2 

+7 

(NA) 

44 

+20 

+36 

+5 

+13 

+28 

+3 

+26 

(NA) 

+8 

+16 

(NA) 

+2 

+12 

+42 

+5 

+21 

(NA) 

+8 

San  Francisco,  Calif . 

-1 

+6 

-1 

Note:  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 
(NA)  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 


Table  12 . —ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 
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1965 

1964 

Percent 

change, 

Apr.  1965 
from — 

Jan. 

Feb.  j 

Mar. 

Apr.1 

Apr.  1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Apr. 

1964 

Mar. 

1965 

Data  NOT  ADJUSTED  for  seasonal  variations 

and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

1 

United  States,  total . 

16,401 

15,848 

15,747 

16,110 

14,853 

15,384 

15,296 

15,463 

15,519 

15,689 

15,729 

15,813 

16,929 

+8 

+2 

Durable-goods  stores,  total . 

6,627 

6,474 

6,430 

6,594 

6,218 

6,491 

6,647 

6,691 

6,724 

6,833 

6,799 

6,646 

6,885 

+6 

+3 

Nondurable-goods  stores,  total . 

9,774 

9,374 

9,  317 

9,516 

8,635 

8,893 

8,649 

8,772 

8,795 

8,856 

8,930 

9,167 

10,044 

+10 

+  2 

Food  group . 

352 

341 

346 

349 

336 

335 

338 

351 

365 

368 

355 

340 

361 

+4 

+1 

Grocery  stores . 

287 

281 

289 

291 

282 

286 

291 

297 

299 

308 

296 

284 

302 

+  3 

+  1 

Eating  and  drinking  places . 

130 

125 

120 

116 

87 

89 

91 

78 

81 

79 

96 

104 

129 

+  33 

-3 

General  merchandise  group . 

6,294 

5,969 

5,855 

5,920 

5,127 

5,308 

5,239 

5,459 

5,  521 

5,593 

5,640 

5,812 

6,478 

+  15 

+  1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

5,063 

4,760 

4,658 

4,688 

4,080 

4,195 

4,190 

4,365 

4,414 

4,470 

4,506 

4,604 

5,216 

+  15 

+  1 

Department  stores . 

4,503 

4,224 

4,131 

4,143 

3,633 

3,735 

3,728 

3,862 

3,908 

3,962 

4,002 

4,077 

4,638 

+  14 

0 

Mail  order  houses  (department  store  mdse.).. 

1,014 

997 

997 

1,008 

881 

928 

865 

890 

911 

910 

930 

967 

1,027 

+  14 

+  1 

Apparel  group . 

1,206 

1,102 

1,086 

1, 132 

986 

1,006 

994 

1,000 

1,007 

1,044 

1,083 

1,110 

1,325 

+  15 

+4 

Women's  ready-to-wear  stores . 

508 

481 

502 

533 

465 

457 

438 

419 

422 

442 

464 

470 

575 

+  15 

+6 

Furniture  and  appliance  group . 

2,520 

2,441 

2,  355 

2,  319 

2,055 

2,104 

2,111 

2,202 

2,251 

2,312 

2,323 

2,316 

2,523 

+  13 

-2 

Furniture,  home  furnishings  stores . 

1,900 

1,828 

1,780 

1,750 

1,556 

1,587 

1,595 

1,696 

1,760 

1,781 

1,783 

1,778 

1,896 

+  12 

-2 

Furniture  stores . 

1,705 

1,643 

1,606 

1,575 

1,405 

1,442 

1,434 

1,546 

1,606 

1,615 

1,601 

1,595 

1,708 

+  12 

-2 

Household  appliance,  TV,  radio  stores . 

620 

613 

575 

569 

499 

517 

516 

506 

491 

531 

540 

538 

627 

+  14 

-1 

Household  appliance  dealers . 

538 

534 

502 

497 

437 

457 

452 

446 

431 

438 

452 

460 

539 

+  14 

-1 

Lumber,  building,  hardware,  farm  equip,  group . 

1,631 

1,621 

1,627 

1,770 

1,810 

1,960 

1,968 

1,965 

1,940 

1,948 

1,984 

1,824 

1,684 

-2 

+9 

Lumber  yards,  building  materials  dealers2 . . . 

1,155 

1,137 

1, 138 

1,  237 

1,309 

1,384 

1,356 

1,356 

1,355 

1,365 

1,392 

1,301 

1,180 

-6 

+9 

Lumber  yards . 

824 

825 

811 

880 

945 

1,003 

963 

965 

960 

965 

985 

910 

829 

-7 

+9 

Automotive  group . 

1,493 

1,458 

1,487 

1,554 

1,488 

1,553 

1,610 

1,590 

1,614 

1,630 

1,539 

1,563 

1,602 

+4 

+5 

Passenger  car  dealers3 . 

1,012 

966 

981 

1, 021 

997 

1,002 

1,005 

985 

1,031 

1,052 

992 

1,015 

1,044 

+  2 

+4 

Passenger  car  dealers  (franchised) . 

939 

895 

920 

957 

909 

920 

930 

912 

956 

980 

919 

936 

972 

+5 

+4 

Tire,  battery,  accessory  dealers . 

430 

445 

465 

485 

465 

521 

571 

552 

528 

517 

497 

503 

510 

+4 

♦4 

Gasoline  service  stations . 

441 

447 

467 

477 

457 

465 

470 

460 

461 

458 

460 

460 

443 

+4 

+  2 

Other  retail  stores . 

2,334 

2,344 

2,404 

2,473 

2,507 

2,564 

2,475 

2,358 

2,279 

2,257 

2,249 

2,284 

2,383 

-1 

+  3 

CHARGE  ACCOUNTS 

United  States,  total . 

7,703 

7,466 

7,435 

7,723 

7,431 

7,718 

7, 594 

7,535 

7,502 

7,555 

7, 584 

7,611 

8,025 

+4 

+4 

Durable-goods  stores,  total . 

3,500 

3,453 

3,421 

3,577 

3,399 

3,582 

3,657 

3,670 

3,653 

3,720 

3,706 

3,617 

3,644 

+5 

+5 

Nondurable-goods  stores,  total . 

4,203 

4,013 

4,014 

4,146 

4,032 

4,136 

3,937 

3,865 

3,849 

3,835 

3,878 

3,994 

4,381 

+3 

+  3 

Food  group . 

343 

331 

337 

341 

326 

322 

325 

337 

353 

356 

344 

331 

353 

+5 

+  1 

General  merchandise  group . 

1,130 

991 

935 

939 

905 

959 

928 

965 

956 

951 

972 

1,015 

1,240 

+4 

0 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,044 

907 

849 

851 

823 

868 

824 

848 

846 

838 

867 

909 

1,145 

+3 

0 

Department  stores . 

896 

772 

718 

714 

705 

751 

708 

718 

717 

697 

732 

764 

983 

+1 

-1 

Apparel  group. . . . . 

867 

787 

773 

814 

694 

708 

705 

702 

714 

748 

780 

810 

972 

+  15 

+5 

Furniture  and  appliance  group . 

828 

810 

770 

748 

634 

655 

669 

716 

729 

767 

784 

788 

854 

+  18 

-3 

Furniture,  home  furnishings  stores . 

607 

591 

572 

558 

478 

496 

508 

556 

579 

615 

621 

617 

625 

+  17 

-2 

Lumber,  building,  hardware,  farm  equip,  group. 

1,465 

1,466 

1,461 

1,595 

1,625 

1,760 

1,775 

1,770 

1,751 

1,741 

1,785 

1,652 

1,516 

-2 

+9 

Lumber  yards,  building  materials  dealers2... 

1,106 

1,089 

1,080 

1, 174 

1,252 

1,328 

1,308 

1,297 

1,289 

1,290 

1,320 

1,250 

1,130 

-6 

+9 

Lumber  yards . 

793 

794 

779 

848 

910 

970 

936 

932 

921 

919 

942 

884 

801 

-7 

+9 

Automotive  group . 

915 

888 

8% 

941 

855 

899 

915 

891 

893 

921 

864 

880 

928 

+  10 

+5 

Passenger  car  dealers  (franchised) . 

666 

633 

646 

670 

624 

632 

637 

613 

624 

652 

612 

642 

685 

+7 

+4 

Gasoline  service  stations . 

429 

439 

458 

467 

444 

452 

457 

449 

451 

449 

450 

451 

433 

+5 

♦  2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

8.698 

8,382 

8.312 

8.387 

7.422 

7.666 

7.702 

7.928 

8.017 

8.134 

8.145 

8,202 

8.904 

.13 

♦  1 

Durable-goods  stores,  total . 

3,127 

3,021 

3,009 

3,017 

2,819 

2,909 

2,990 

3,021 

3,071 

3, 113 

3,093 

3,029 

3,241 

+7 

0 

Nondurable -goods  stores,  total . 

5,571 

5,361 

5,303 

5,370 

4,603 

4,757 

4,712 

4,907 

4,946 

5,021 

5,052 

5,173 

5,663 

♦  17 

♦  1 

General  merchandise  group . 

5,164 

4,978 

4,920 

4,981 

4,222 

4,349 

4,311 

4,494 

4,565 

4,642 

4,668 

4,797 

5,238 

♦  18 

♦  1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

4,019 

3,853 

3,809 

3,837 

3,257 

3,327 

3,366 

3,517 

3,568 

3,632 

3,639 

3,695 

4,071 

.18 

+  1 

Department  stores . 

3,607 

3,452 

3,413 

3,429 

2,928 

2,984 

3,020 

3,144 

3,191 

3,265 

3,270 

3,313 

3,655 

+  17 

0 

Apparel  group . 

339 

315 

313 

318 

292 

298 

289 

298 

293 

296 

303 

300 

353 

♦  9 

♦  2 

Furniture  and  appliance  group . 

1,692 

1,631 

1,585 

1,571 

1,421 

1,449 

1,442 

1,486 

1,522 

1,545 

1,539 

1,528 

1,669 

♦  11 

-1 

Furniture,  heme  furnishings  stores . 

1,293 

1,237 

1, 208 

1,192 

1,078 

1,091 

1,087 

1,140 

1,181 

1,166 

1,162 

1,161 

1,271 

♦  U 

-1 

Household  appliance,  TV,  radio  stores . 

399 

394 

377 

379 

343 

358 

355 

345 

341 

379 

377 

367 

399 

♦  10 

♦  1 

Lumber,  building,  hardware,  farm  equip,  group. 

166 

155 

166 

175 

185 

200 

193 

195 

189 

207 

199 

172 

168 

-5 

♦  5 

Automotive  group . 

578 

570 

591 

613 

633 

654 

695 

699 

721 

709 

675 

683 

674 

-3 

+4 

Tire,  battery,  accessory  dealers . 

243 

248 

264 

269 

278 

300 

344 

339 

325 

319 

303 

314 

322 

-3 

♦  2 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  ccmnercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and 
year-to-year  percent  changes.  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  22,  page  17. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

3  Includes  both  franchised  and  nonfranc hi sed  car  dealers. 
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Table  12 .  — ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARCE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS— Continued 


Kind  of  business 

1965 

1964 

Percent 

change, 

Apr.  1965 
free — 

Jan. 

Feb. 

Mar. 

Apr.1 

Apr.  1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Apr. 

1964 

Mar. 

1965 

Data  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

1 

United  States,  total . 

16,038 

16,381 

16,249 

L6,337 

L5,089 

15,355 

15,270 

15, 596 

15,626 

15,854 

15,767 

15,731 

15,798 

+8 

+1 

Durable-goods  stores,  total . 

6,823 

6,907 

6,784 

6,810 

6,412 

6,508 

6,542 

6,511 

6,501 

6,678 

6,607 

6,528 

6,696 

+6 

0 

Nondurable-goods  stores,  total . 

9,215 

9,474 

9,465 

9,527 

8,677 

8,847 

8,728 

9,085 

9,125 

9,176 

9,160 

9,203 

9,102 

+10 

+1 

Food  group . 

357 

352 

353 

364 

351 

341 

341 

349 

349 

355 

348 

342 

350 

44 

+3 

General  merchandise  group . 

5,797 

6,026 

6,002 

6,041 

5,252 

5,395 

5,384 

5,666 

5,743 

5,764 

5,772 

5,794 

5,727 

+15 

+1 

Department  stores . 

4,085 

4,272 

4, 25C 

4,232 

3,730 

3,811 

3,800 

4,015 

4,074 

4,105 

4,099 

4,100 

4,088 

+13 

0 

Mail  order  houses  (department  store  mdse.).. 

978 

1,020 

l,01fi 

1,032 

899 

931 

887 

922 

931 

920 

930 

934 

945 

+15 

+1 

Apparel  group . 

1,102 

1,110 

1,084 

1,125 

993 

1,043 

1,040 

1,118 

1,112 

1,086 

1,086 

1,099 

1,090 

+13 

+4 

Women's  ready-to-wear  stores . 

477 

490 

483 

509 

448 

460 

461 

481 

476 

460 

466 

466 

479 

+14 

+5 

Furniture  and  appliance  group . 

2,461 

2,443 

2,404 

2,374 

2,101 

2,097 

2,117 

2,266 

2,281 

2,340 

2,321 

2,300 

2,365 

+13 

-1 

Furniture,  heme  furnishings  stores . 

1,841 

1,829 

1,817 

1,795 

1,594 

1,585 

1,612 

1,754 

1,782 

1,787 

1,780 

1,769 

1,776 

+13 

-1 

Furniture  stores . 

1,630 

1,640 

1,627 

1,620 

1,441 

1,436 

1,440 

1,592 

1,611 

1,633 

1,620 

1,618 

1,602 

+12 

0 

Household  appliance,  TV,  radio  stores . 

620 

614 

587 

579 

507 

512 

505 

512 

499 

553 

541 

531 

589 

+14 

-1 

Household  appliance  dealers . 

541 

536 

505 

513 

450 

453 

441 

441 

438 

456 

457 

454 

509 

+14 

+2 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,841 

1,870 

1,832 

1,850 

1,889 

1,952 

1,914 

1,806 

1,749 

1,789 

1,805 

1,757 

1,780 

-2 

+1 

Lumber  yards,  building  materials  dealers2... 

1,283 

1,301 

1,307 

1,298 

1,374 

1,392 

1,355 

1,267 

1,227 

1,256 

1,255 

1,207 

1,225 

-6 

-1 

Lumber  yards . 

923 

944 

946 

922 

991 

1,004 

937 

886 

863 

886 

900 

859 

865 

-7 

-3 

Automotive  group . 

1,546 

1,568 

1,554 

1,572 

1,506 

1,535 

1,559 

1,521 

1,590 

1,641 

1,501 

1,538 

1,566 

+4 

+1 

Passenger  car  dealers  (franchised) . 

965 

962 

955 

951 

904 

908 

916 

881 

959 

1,002 

885 

919 

942 

+5 

0 

Tire,  battery,  accessory  dealers . 

453 

480 

494 

516 

494 

520 

536 

513 

504 

500 

498 

497 

so; 

+4 

44 

Gasoline  service  stations . 

455 

476 

475 

477 

457 

454 

452 

453 

450 

458 

448 

448 

467 

44 

0 

CHARCE  ACCOUNTS 

United  States,  total . 

7,776 

7,874 

7,794 

7,784 

7,528 

7,588 

7, 555 

7,576 

7,492 

7,593 

7,464 

7,462 

7,555 

+3 

0 

Durable-goods  stores,  total . 

3,739 

3,837 

3,735 

3,703 

3,515 

3,561 

3,582 

3,529 

3,466 

3,577 

3,454 

3,468 

3,615 

+5 

-1 

Nondurable-goods  stores,  total . 

4,037 

4,037 

4,059 

4,081 

4,013 

4,027 

3,973 

4,047 

4,026 

4,016 

4,010 

3,994 

3,940 

+2 

+1 

General  merchandise  group . 

1,007 

977 

982 

989 

971 

971 

972 

1,052 

1,047 

1,003 

1,023 

997 

973 

+2 

+1 

Department  stores . 

779 

760 

764 

768 

774 

766 

754 

793 

792 

746 

773 

747 

739 

-1 

+1 

Apparel  group . 

790 

802 

775 

808 

702 

744 

748 

799 

806 

778 

779 

783 

769 

+15 

44 

Furniture  and  appliance  group . 

814 

824 

805 

759 

646 

658 

670 

754 

748 

785 

766 

767 

772 

+17 

-6 

Furniture,  home  furnishings  stores . 

597 

609 

603 

560 

480 

492 

512 

587 

590 

610 

603 

605 

577 

+17 

-7 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,670 

1,717 

1,677 

1,677 

1,707 

1,743 

1,727 

1,625 

1,570 

1,590 

1,599 

1,578 

1,603 

-2 

0 

Lumber  yards,  building  materials  dealers2... 

1,240 

1,260 

1,253 

1,237 

1,318 

1,337 

1,303 

1,208 

1,161 

1,181 

1,184 

1,154 

1,175 

-6 

-] 

Lumber  yards . 

898 

919 

919 

896 

962 

972 

906 

853 

823 

839 

854 

830 

839 

-7 

-3 

Automotive  group . 

936 

948 

937 

951 

865 

875 

891 

865 

891 

938 

827 

864 

916 

+10 

+1 

Passenger  car  dealers  (franchised) . 

670 

666 

668 

660 

616 

618 

628 

605 

630 

676 

592 

630 

675 

+7 

-1 

Gasoline  service  stations . 

444 

465 

466 

466 

444 

441 

440 

443 

438 

449 

437 

440 

457 

+5 

0 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

8,262 

8,507 

8,455 

8,553 

7,561 

7,767 

7,715 

8,020 

8,134 

8,261 

8,303 

8,269 

8,243 

+13 

+1 

Durable-goods  stores,  total . 

3,084 

3,070 

3,049 

3,107 

2,897 

2,947 

2,960 

2,982 

3,035 

3,101 

3,153 

3,060 

3,081 

+7 

+2 

Nondurable-goods  stores,  total . 

5,178 

5,437 

5,406 

5,446 

4,664 

4,820 

4,755 

5,038 

5,099 

5,160 

5,150 

5,209 

5,162 

+17 

+1 

General  merchandise  group . 

4,790 

5,049 

5,020 

5,052 

4,282 

4,424 

4,412 

4,614 

4,696 

4,761 

4,749 

4,797 

4,753 

+18 

+1 

Department  stores . 

3,306 

3,512 

3,486 

3,464 

2,958 

3,045 

3, 047 

3,221 

3,283 

3,359 

3,327 

3,353 

3,347 

+17 

-1 

Apparel  group . 

312 

308 

309 

317 

291 

299 

292 

319 

306 

308 

307 

316 

321 

+9 

+3 

Furniture  and  appliance  group . 

1,647 

1,619 

1,599 

1,615 

1,458 

1,439 

1,450 

1,512 

1,533 

1,559 

1,561 

1,535 

1,585 

+11 

+1 

Furniture,  home  furnishings  stores . 

1,244 

1,220 

1,214 

1,235 

1,114 

1,093 

1,100 

1,167 

1,192 

1,177 

1,177 

1,164 

1,199 

+11 

+2 

Household  appliance,  TV,  radio  stores . 

403 

399 

385 

380 

344 

346 

350 

345 

341 

382 

384 

371 

386 

+10 

-1 

Automotive  group . 

610 

620 

617 

621 

641 

660 

668 

656 

699 

703 

674 

674 

650 

-3 

+1 

Tire,  battery,  accessory  dealers . 

250 

259 

279 

283 

293 

312 

325 

319 

306 

307 

316 

312 

314 

-3 

+1 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and 
year-to-year  percent  changes.  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately.  Sampling  variabilities  shown  in  table  22,  page  17. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 
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Table  13 . —ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARCE  AND  INSTALLMENT,  FOR  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Percent 

change, 

Apr.  1965 
frcm — 

Jan. 

Feb. 

|  Mar. 

Apr.1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Apr. 

1964 

Mar. 

1965 

Data  NOT  ADJUSTED  for  seasonal  variations 

and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

6,362 

6,146 

P 

6,081 

6, 153 

i 

5,392 

5,564 

5,624 

5,621 

5,667 

5,782 

5,881 

6,021 

6,651 

+14 

+1 

Durable-goods  stores,  total . 

1,197 

1,195 

1,211 

1,242 

1,159 

1,200 

1,262 

1,257 

1,257 

1,286 

1,302 

1,278 

1,290 

+7 

+3 

Nondurable-goods  stores,  total . 

5,165 

4,951 

4,  870 

4,911 

4,233 

4,364 

4,362 

4,367 

4,410 

4,496 

4,579 

4,743 

5,361 

+16 

+1 

General  merchandise  group . 

4,649 

4,461 

4,389 

4,424 

3,810 

3,936 

3,925 

3,930 

3,982 

4,051 

4,114 

4,273 

4,823 

+16 

+1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,845 

3,676 

3,619 

3,637 

3,146 

3,208 

3,229 

3,240 

3,290 

3,352 

3,402 

3,510 

3,994 

+16 

0 

Department  stores . 

3,451 

3,299 

3,248 

3,258 

2,823 

2,879 

2,899 

2,908 

2,948 

3,007 

3,052 

3,142 

3,585 

+15 

0 

Apparel  group . 

315 

291 

279 

289 

253 

248 

257 

260 

247 

251 

272 

278 

337 

+14 

+4 

Furniture  and  appliance  group . 

397 

395 

388 

391 

358 

361 

358 

364 

368 

377 

382 

381 

392 

+9 

+1 

Tire,  battery,  accessory  dealers . 

274 

276 

285 

308 

283 

302 

338 

345 

336 

337 

335 

337 

341 

+9 

+8 

CHARGE  ACCOUNTS 

United  States,  total . 

1,073 

998 

968 

979 

940 

995 

1.012 

991 

972 

981 

1,022 

1,021 

1,163 

+4 

+1 

Durable-goods  stores,  total . 

298 

291 

277 

297 

305 

313 

336 

338 

335 

344 

346 

335 

313 

-3 

+7 

Nondurable -goods  stores,  total . 

775 

707 

691 

682 

635 

682 

676 

653 

637 

637 

676 

686 

850 

+7 

-1 

General  merchandise  group . 

432 

378 

362 

349 

360 

401 

391 

368 

350 

339 

365 

373 

497 

-3 

-4 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

394 

343 

324 

314 

321 

355 

335 

314 

301 

292 

317 

328 

455 

-2 

-3 

Department  stores . 

367 

318 

300 

289 

293 

326 

306 

285 

271 

267 

293 

303 

424 

-1 

-4 

Apparel  group . 

155 

142 

139 

145 

118 

119 

124 

125 

122 

120 

132 

134 

166 

+23 

44 

Furniture  and  appliance  group . 

47 

47 

40 

40 

42 

39 

41 

42 

40 

45 

47 

43 

44 

-5 

0 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

5,289 

5,148 

5.113 

5.174 

4,452 

4,569 

4,612 

4,633 

4,695 

4,801 

4,859 

5,000 

5,488 

+16 

+1 

Durable-goods  stores,  total . 

899 

904 

934 

945 

854 

887 

926 

919 

922 

942 

956 

943 

977 

+11 

+1 

Nondurable-goods  stores,  total . 

4,390 

4,244 

4, 179 

4, 229 

3,598 

3,682 

3,686 

3,714 

3,773 

3,859 

3,903 

4,057 

4,511 

+18 

+1 

General  merchandise  group . 

4,217 

4,083 

4,027 

4,075 

3,450 

3,535 

3,534 

3,562 

3,632 

3,712 

3,749 

3,900 

4,326 

+18 

+1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,451 

3,333 

3,295 

3,323 

2,825 

2,853 

2,894 

2,926 

2,989 

3,060 

3,085 

3,182 

3,539 

+18 

+1 

Department  stores . 

3,084 

2,981 

2,948 

2,969 

2,530 

2,553 

2,593 

2,623 

2,677 

2,740 

2,759 

2,839 

3,161 

+17 

+1 

Apparel  group . 

160 

149 

140 

144 

135 

129 

133 

135 

125 

131 

140 

144 

171 

+7 

+3 

Furniture  and  appliance  group . 

350 

348 

348 

351 

316 

322 

317 

322 

328 

332 

335 

338 

348 

+11 

+1 

Data  ADJUSTED  for  seasonal 

variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,926 

6,236 

1 

6, 233 

6, 291 

1 

5,530 

5,658 

5,713 

5,799 

5,798 

5,889 

5,970 

5,995 

6,026 

+14 

+1 

Durable-goods  stores,  total . 

1,205 

1,242 

1,250 

1,279 

1,194 

1,220 

1,260 

1,238 

1,219 

1,254 

1,290 

1,257 

1,258 

+7 

+2 

Nondurable -goods  stores,  total . 

4,721 

4,994 

4,983 

5,012 

4,336 

4,438 

4,453 

4,561 

4,579 

4,635 

4,680 

4,738 

4,768 

+16 

+1 

General  merchandise  group . 

4,237 

4,433 

4,  507 

4,525 

3,909 

4,016 

4,022 

4,105 

4,126 

4,165 

4,199 

4,264 

4,295 

+16 

0 

Department  stores . 

3,110 

3,332 

3,324 

3,314 

2,884 

2,947 

2,972 

3,033 

3,054 

3,105 

3,122 

3,167 

3,198 

+15 

0 

Apparel  group . 

286 

287 

277 

287 

252 

253 

261 

283 

273 

271 

282 

284 

274 

+14 

+4 

Furniture  and  appliance  group . 

394 

362 

387 

396 

363 

365 

363 

365 

372 

382 

381 

378 

374 

+9 

+2 

Tire,  battery,  accessory  dealers . 

285 

291 

305 

323 

297 

308 

322 

323 

318 

322 

343 

337 

333 

+9 

+6 

CHARGE  ACCOUNTS 

United  States,  total . 

1,015 

1,027 

1,012 

1,028 

997 

1,008 

1,027 

1,036 

1,000 

994 

1.022 

997 

1,013 

+3 

+2 

Durable-goods  6tores,  total . 

325 

333 

302 

309 

317 

319 

331 

324 

311 

321 

316 

316 

316 

-3 

♦2 

Nondurable-goods  stores,  total . 

690 

694 

710 

719 

680 

689 

696 

712 

689 

673 

706 

681 

697 

+6 

+1 

General  merchandise  group . 

368 

366 

385 

384 

404 

412 

412 

418 

386 

354 

382 

364 

382 

-5 

0 

Department  stores . 

309 

306 

319 

321 

332 

335 

330 

327 

303 

284 

308 

295 

315 

-3 

+1 

Apparel  group . 

140 

140 

139 

144 

118 

121 

125 

132 

139 

131 

136 

140 

132 

+22 

+4 

Furniture  and  appliance  group . 

51 

46 

41 

39 

41 

41 

41 

40 

41 

46 

45 

43 

41 

-5 

-5 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,911 

5,209 

5,221 

5,263 

4,533 

4,650 

4,686 

4,763 

4,798 

4,895 

4,948 

4,998 

5,013 

+16 

+1 

Durable-goods  stores,  total . 

880 

909 

948 

970 

877 

901 

929 

914 

908 

933 

974 

941 

942 

+11 

+2 

Nondurable -goods  stores,  total . 

4,031 

4,300 

4,  273 

4,293 

3,656 

3,749 

3,757 

3,849 

3,890 

3,962 

3,974 

4,057 

4,071 

+17 

0 

General  merchandise  group . 

3,869 

4,133 

4,122 

4,141 

3,506 

3,603 

3,610 

3,687 

3,740 

3,811 

3,818 

3,900 

3,911 

♦18 

0 

Department  stores . 

2,801 

3,026 

3,005 

2,993 

2,553 

2,613 

2,643 

2,707 

2,751 

2,822 

2,815 

2,871 

2,881 

+17 

0 

Apparel  group . 

146 

147 

138 

143 

134 

132 

136 

151 

134 

140 

146 

144 

142 

+7 

44 

Furniture  and  appliance  group . 

343 

316 

346 

357 

322 

324 

322 

325 

331 

336 

336 

335 

333 

+11 

♦3 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  Indicated.  Amounts  transferred  to  c crane  re  la 1 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-month  and 
year-to-year  percent  changes.  Sampling  Variabilities  are  shown  in  table  21,  page  16. 

Preliminary  estimates,  see  Explanatory  Materials,  page  21. 
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Table  14. --ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month- to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0 .3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1 .4 

1.3 

1.3-1 .4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5. 8-6 .3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6. 5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2.3-2 .4 

2.3 

2.2-2 .4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0.5-1 .3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3 .2 

3.1 

2. 9-3. 2 

3.0 

0.5-1. 2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0.3-1. 1 

0.8 

General  merchandise  group . 

0.8-1 .4 

1.4 

1.3-1. 5 

1.4 

0. 2-0.3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(2) 

(z) 

(z) 

(z) 

(z) 

(z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5.4-6 .3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0.8-1. 2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4. 3 

4.2 

3.8^  .0 

4.0 

0.9-2 .0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

FYimiture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4 .0-4 .3 

4.2 

3 .7-4 .0 

3.9 

1.6-2 .3 

2.0 

Household  appliance,  TV,  radio  stores . 

5.4-8. 0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7.2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3.1-3 .4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3. 9^.3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5.0-5 .3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2.6-3 .0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1.8-2 .0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2.4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2. 9 

2.9 

2. 4-2 .9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Note:  The  ranges  of  sampling  error  shewn  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and 
trading  day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percent  change  in  sales,  the  ranges  of  sampling  error  are  based 
or  unadjusted  data  for  January  through  June  1960. 

(2)  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the 
previous  month.  (See  Explanatory  Material,  page  21.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  2 
months . 


Table  15.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  THE  SALES  OF  RETAIL  STORES  FOR  2  CONSECUTIVE  MONTHS: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

Fruit  stores,  vegetable  markets . 

1.4-6. 6 

3.7 

Fuel,  fuel  oil  dealers . 

1.2-3. 5 

2.8 

Candy,  nut,  confectionery  stores . 

1.7-3 .4 

2.7 

Fuel  dealers,  except  fuel  oil . 

1. 9-8.1 

3.1 

Delicatessen  stores . 

2. 0-3.0 

2.6 

Fuel  oil  dealers . 

1.6-5. 9 

4.6 

Men's,  boys'  clothing  stores . 

1. 8-3.1 

2.5 

Jewelry  stores . 

2.6-3 .6 

3.2 

Men's,  boys'  furnishings  stores . 

3. 0-5.9 

3.6 

Florists . 

3. 0-7. 8 

4.6 

3. 1-5. 9 

4.1 

5.1 

Stationery  stores . 

2.3-8. 5 

4.2 

Floor  coverings  stores . 

4. 4-7. 5 

6.1 

Music  stores . 

3. 7-7 .4 

6.0 

TV,  radio  stores . 

2. 3-8. 6 

4.8 

Camera,  photographic  supply  stores . 

2. 2-4. 2 

3.7 

Paint,  glass,  wallpaper  stores . 

2 .0-4 .8 

4.4 

Heating,  plumbing  equipment  dealers . 

5. 0-9. 5 

8.3 

Optical  goods  stores . 

1.4-6. 7 

3.1 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

Note:  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for 
the  previous  month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  22.  The  ranges  of  sampling 
error  shown  above  are  based  on  the  month- to-month  percent  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges  in  Tables  16-20 
Dollar  volume  sales  and  percent  change  from  the  same  month  a  year  ago1  Percent  change  over  2  consecutive  months2 

A  =  0  to  3.556,  B  =  3.6  to  7.056,  C  -  7.1  to  10. 556.  a  =  0  to  1.556,  b  =  1.6  to  3.056,  c  =  3.1  to  4.556. 

1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling  variability  of  the  year-to-year  percent  change  for  2  or  more 
months  combined  have  not  been  computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for  the  previous  month.  Sampling  variability  based  on  final 
estimates  for  2  consecutive  months  is  somewhat  higher. 


Table  16 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  REGIONS  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Dollar  volume  estimates 

Percent  change  from  same 
month  a  year  ago 

Month- to-month  percent  change  over 

2  consecutive  months 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable -goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group. . 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

B 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

B 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 

Table  17 .  —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

— ft— 

B 

Nondurable -goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

t1) 

A 

B 

t1) 

B 

B 

C 

B 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

B 

A 

A 

B 

B 

B 

B 

B 

General  merchandise  group . 

B 

A 

A 

B 

A 

B 

B 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

c 

B 

B 

C 

B 

C 

C 

B 

C 

Percent  change  frcm 

same  month 

year  ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

- F) — 

B 

Nondurable -goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

t1) 

A 

A 

t1) 

B 

B 

B 

A 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

C 

B 

B 

C 

B 

C 

C 

B 

C 

Percent  change  over 

consecutive  months 

Total . 

a 

a 

b 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

— ft~ 

b 

Nondurable-goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

C1) 

a 

a 

t1) 

a 

b 

a 

a 

Eating  and  drinking  places . 

a 

a 

b 

b 

b 

c 

b 

b 

a 

GAF,  total . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

a 

Apparel  group . 

b 

a 

a 

b 

b 

a 

a 

c 

b 

Gasoline  service  stations . 

b 

a 

a 

b 

a 

a 

c 

b 

a 

Drug  and  proprietary  stores . 

b 

b 

a 

a 

b 

a 

c 

c 

a 

(M  Estimates  for  food  store  sales  omitted  because  food  firms 
company  totals  only.  (See  page  19,  "Group  II  Organizations.") 


accounting  for  more  than  3056  of  food  store  sales  in  these  geographic  divisions  have  reported 
(2)  More  than  10.5  percent.  (3)  More  than  4.5  percent. 


Table  18.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FCft  SPECIFIED  URGE  STATES 


Dollar  volume 
sales  estimates 

Percent  change  from 
same  month  a  year  ago 

Percent  change  over 

2  consecutive  months 

State 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

B 

B 

B 

Indiana . 

B 

Michigan . 

Minnesota . 

B 

New  Jersey . 

B 

New  York . 

North  Carolina . 

B 

A 

Pennsylvania . 

B 

Wisconsin . 

B 

C 

- 

B 

c 

B 

a 

a 
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Table  39 . — ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND 

STANDARD  CONSOLIDATED  AREAS 


Dollar  volume 
sales  estimates 


Percent  change  from  same 
month  a  year  ago 


GAF 


Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

New  York-Northeastern  New  Jersey . 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

Detroit,  Mich . 

Los  Angeles-Long  Beach,  Calif . 

New  York,  N.Y . 

Philadelphia,  Pa.-N.J . 


Table  20 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  RETAIL  SALES  FOR  2  CONSECUTIVE  MONTHS, 
BY  SPECIFIED  STANDARD  METROPOLITSN  STATISTICAL  AREAS 


Area 

Percent  change  over  2 
consecutive  months 

Area 

Percent  change  over  2 
consecutive  months 

Total 

GAF 

Total 

GAF 

Standard  Consolidated  Areas 

Detroit,  Mich . 

b 

b 

Houston,  Tex . 

a 

b 

Chicago,  Ill .-Northwestern  Indiana . 

a 

b 

Kansas  City,  Mo. -Kansas . 

b 

a 

a 

a 

Minneapolis -St.  Paul,  Minn . 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Newark,  N.J . 

New  York,  N.Y . 

b 

a 

b 

a 

Paterson-Clifton-Passaic,  N.J . 

b 

a 

Baltimore,  Mi  . . . 

b 

b 

Philadelphia,  Pa.-N.J . 

b 

b 

a 

b 

a 

Buffalo,  N.Y . 

a 

b 

St.  Louis,' Mo. -Ill . 

b 

b 

Chicago,  Ill . 

a 

b 

San  Franc isco-Oakland,  Calif . 

a 

a 

Cleveland,  Ohio . 

a 

a 

Seattle,  Wash . 

b 

a 

Dallas,  Texas . 

a 

b 

Washington,  D.C.-Md.-Va . 

a 

a 

Table  21.—  ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 

percent 

change 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0. 4 

0.3 

0.2-0 .4 

0.3 

(Z) -0.1 

0.1 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

(X) 

0.4 

(X) 

0.4 

(X) 

(Z) 

0. 3-0.4 

0.4 

0. 3-0.4 

0.4 

(Z)-O.l 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

1.8-2. 2 

2.0 

1.8-1. 9 

1.9 

0.2-0. 5 

0.4 

0.8-1. 3 

1.0 

0. 9-1.4 

1.0 

(Z)-O.l 

0.1 

1. 2-1.5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHAR®  ACCOUNTS 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

2. 7-2. 8 

2.7 

2. 6-2. 7 

2.7 

0.5-0. 8 

0.6 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0.3-0. 9 

0.3 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

0. 7-1.1 

0.9 

(X) 
0.3-0. 5 

0.8 

(Z) -1.4 
(Z)-O.l 
0.3-0 .7 

(Z) 

(Z) 

0.7 

0. 3-0.4 

0.4 

0.4 

3. 7-4.4 

4.0 

3.7-3 .8 

3.8 

3. 1-3.7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

0.3-0 .4 

0.3 

0.3-0. 4 

0.3 

(Z) -0.2 

0.1 

0. 9-1.4 

1.1 

0. 9-1.4 

1.1 

0.1-0. 2 

0.1 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Zj-0.2 

(Z) -0.2 
(Z) -0.3 
(Z) -0.1 
(Z)-0.5 
(X) 

0.1 

0.3-0. 5 

0.4 

0. 3-0.5 

0.4 

(Z) 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(Z) 

0.2 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(Z) 
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Table  22 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARCE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month - to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0. 5-0.6 

0.5 

Nondurable-goods  stores,  tbtal . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Food  group . 

4. 0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

Grocery  stores . 

3. 7-4.6 

4.0 

3.8-4. 0 

3.9 

1.0-2. 2 

1.7 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2.2-6 .6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Department  stores . 

1. 9-3.0 

2.1 

1. 7-3.0 

2.1 

0.2-1. 1 

0.5 

ffeil  order  houses  (department  store  merchandise) . 

<z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 3 

3.4 

3. 2-3.6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Furniture  stores . 

4. 2-4.6 

4.4 

4. 1-4 .6 

4.3 

0.6-1. 4 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5.4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4.7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3.4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4. 4 

4.3 

4. 0-4. 4 

4.1 

0.8-1. 5 

0.9 

Lumber  yards . 

5. 1-5.6 

5.3 

4. 7-5. 3 

5.1 

0. 9-2.0 

1.1 

Automotive  group . 

3. 8-5.0 

4.3 

3.7-5. 0 

4.2 

1.1-1. 7 

1.3 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1.5-2. 3 

1.7 

5. 4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3. 7-8.6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4.4-5 .4 

4.7 

4. 1-5.4 

4.3 

1.4-1. 9 

1.7 

Other  retail  stores . 

3. 9-5.6 

4.1 

3. 7-5.1 

4.0 

1. 1-5.0 

1.5 

CHAR®  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2.6 

2.4 

2. 2-2 .4 

2.4 

0.7-1. 1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3-3 

2.6 

2. 1-2.7 

2.4 

0.7-1. 3 

1.0 

Food  group . 

4. 0-4. 6 

4.5 

4. 0-4. 4 

4.1 

1.0-2. 5 

1.6 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4. 4 

4.1 

0.6-1. 2 

0.8 

3. 0-4. 7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

Department  stores . 

3.0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

Apparel  group . 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

2.2 

Furniture  and  appliance  group . 

5.0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5.6-6. 3 

5.8 

2. 1-3.6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3.6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Lumber  yards . 

5. 1-5.5 

5.3 

5. 1-5. 2 

5.2 

0. 9-2.1 

1.3 

Automotive  group . 

4.4-6. 1 

4.9 

3. 9-5.4 

5.1 

1. 5-3.1 

2.2 

Passenger  car  dealers  (franchised) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4.7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0. 3-0.6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3.4 

2.7 

0.7-1. 7 

0.8 

Nondurable-goods  stores,  total . 

1.6-2. 1 

1.6 

1. 4-2.1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

1.7-2. 8 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

0.5 

Apparel  group . 

6.4-7. 8 

7.2 

5.6-7. 3 

7.2 

1. 3-3.0 

2.0 

Furniture  and  appliance  group . 

3. 9-4.4 

4.1 

3. 9-5.4 

3.9 

0.7-3. 1 

1.1 

Furniture,  heme  furnishings  stores . 

4.7-5 .4 

5.0 

4. 8-5.4 

4.9 

0. 3-2.3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7.6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . 

5. 5-7.0 

6.1 

5. 7-6. 5 

6.0 

1.0-2. 3 

1.6 

Tire,  battery,  accessory  dealers . 

3.7-4. 1 

3.9 

3.7-3. 9 

3.8 

0.9-1. 5 

1.1 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and 
January  through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month- to- month  percent  changes:  May,  June  and  December 
1959  and  January  through  April  1960. 

(Z)  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory 
Material,  page  21.)  This  month- to- month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  2  months. 
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EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of 
sales  of  retail  stores  in  the  United  States  by  kind 
of  business  and  geographic  area — regions,  divisions, 
selected  States,  and  standard  metropolitan  statis¬ 
tical  areas  (SMSA) — and  (2)  provide  national  esti¬ 
mates  of  accounts  receivable  balances  of  retail 
stores,  by  kind  of  business.  The  retail  sales  and 
accounts  receivable  estimates  in  this  report  are  de¬ 
veloped  as  a  direct  measure  from  a  sample  represent¬ 
ing  all  sizes  of  stores,  firms  or  organizations,  and 
kinds  of  retail  business  throughout  the  country. 
The  sample  has  been  designed  so  that  estimates  can 
be  evaluated  in  terms  of  their  sampling  errors. 

The  first  publication  in  this  series  was  the  Monthly 
Retail  Trade  Report  for  March  1952,  which  contained 
sales  estimates  of  retail  stores  for  15  months  be¬ 
ginning  with  January  1951,  the  initial  month  for 
which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage 
change  in  the  data  for  the  first  12  months  of  tran¬ 
sition  were  subject  to  a  considerably  higher  sampling 
error  than  would  usually  be  expected .  Other  changes 
have  been  made  since  May  1953  (the  most  recent  of 
which  was  January  1961,  which  incorporated  informa¬ 
tion  derived  from  the  1958  Census  of  Business),  but 
these  changes  have  had  a  much  smaller  effect  on  con¬ 
tinuity  of  the  data  (see  Monthly  Retail  Trade  Reports 
for  July  1953,  December  1958,  and  January  1961,  for 
descriptions  of  sample  changes).  Monthly  sales  data 
for  geographic  areas  were  introduced  effective  with 
April  1962.  Beginning  with  June  1960,  statistics  on 
accounts  receivable  balances  of  retail  stores  were 
incorporated  into  the  report,  including  monthly  data 
from  January  1959.  Monthly  data  for  periods  prior 
to  January  1959  are  not  available. 

Sales 

Total  receipts  from  customers  after  deductions  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales 
data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in 
retail  trade .  They  do  not  include  sales  at  retail 
by  manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 


against  which  the  firm  may  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
credit  cards  used  by  other  organizations,  such  as 
oil  companies,  Central  Charge  Service,  Diners'  Club, 
etc. 

Charge  account  receivables  are  receivables  out¬ 
standing  for  which  full  payment  was  scheduled  to  be 
made  at  the  end  of  the  customary  billing  period . 

Installment  account  receivables  are  receivables 
outstanding  for  which  payment  was  scheduled  to  be 
paid  in  two  or  more  parts. 

Nature  of  the  Sample 

I.  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  from  which  the  dollar  volume  sales  esti¬ 
mates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which 
in  the  1958  Census  of  Business  were  reported  as 
operating  11  or  more  retail  stores  in  the  United 
States,  are  included  in  the  sample  regardless  of 
location  in  the  United  States. 

B.  Group  I  stores;  i.e.,  all  remaining  retail 
stores  in  the  sample,  are  included  on  the  following 
basis : 

1.  Retail  stores  with  1954  sales  volume,  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States.  (These 
stores  are  called  "National  List  Stores.") 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  243  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  2  or  3  counties 
were  chosen  at  random  (l  from  each  of  the  243 
primary  strata)  with  known  probability  of  se¬ 
lection.  The  sample  within  these  areas  consists 
of  (a)  "Large"  stores  (all  stores  located  any¬ 
where  in  the  Census  sample  areas  which  meet  cer¬ 
tain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments)  se¬ 
lected  at  random,  with  known  probability  of  se¬ 
lection,  within  Census  sample  areas.  Certain  of 
these  stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area  seg¬ 
ments  each  month  by  Bureau  of  the  Census  field 
interviewers  makes  it  possible  to  account  for 
new  stores,  regardless  of  size,  which  have  come 
into  existanee  subsequent  to  the  establishment 
of  the  sample. 


19 


The  following  criteria  were  used  to  select  the 
various  components  of  this  sample. 

Group  II  Organizations 

As  indicated  above.  Group  II  organizations  (those 
which  operated  11  or  more  retail  stores  in  1958)  are 
taken  into  the  sample  with  certainty  and  report 
monthly  the  combined  sales  of  all  their  retail  stores 
in  the  United  States.  For  those  Group  II  firms  with 
retail  stores  in  more  than  1  kind  of  business,  the 
reported  figures  are  prorated  among  the  different 
kinds  of  business  on  the  basis  of  the  percentage  dis¬ 
tribution  of  the  firm's  total  sales  by  kind  of  busi¬ 
ness  as  reported  in  the  1958  Census  of  Business . 

For  purposes  of  developing  the  geographic  area 
estimates  published  in  this  report,  Group  II  organi¬ 
zations  are  also  requested  to  report  separately  for 
a  sample  of  their  establishments  or  by  county.  Those 
Group  II  firms  reporting  separate  establishment  fig¬ 
ures  are  included  on  the  following  basis:  1.  Firms 
with  September  1961  sales  of  approximately  $10  mil¬ 
lion  or  more  are  canvassed  each  month  for  sales  data 
for  1  or  more  of  their  establishments;  2.  Firms 
with  sales  below  this  amount  are  sampled,  with  se¬ 
lection  proportionate  to  their  sales  size,  and  can¬ 
vassed  for  selected  month(s)  of  the  year.  For  both 
types  of  firms,  the  specific  establishments  for  which 
sales  data  are  tabulated  are  selected  in  the  follow¬ 
ing  manner: 

A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month. 
For  general  merchandise,  apparel  and  furniture  and 
appliance  stores  located  in  the  20  largest  standard 
metropolitan  statistical  areas,  the  criterion  was 
lowered  to  $215,000  in  some  areas  and  to  $425,000 
in  others . 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the 
year  report  newly  acquired  stores  each  month, 
whether  newly  constructed  or  purchased  from  others. 
Firms  canvassed  for  only  selected  month(s)  report 
newly  acquired  stores  once  each  year.  Data  for  all 
such  newly  acquired  stores  are  included  in  the 
statistics  forthe  month  to  which  they  are  initially 
reported.  For  subsequent  months,  they  are  sampled 
on  the  basis  of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.S.  food  store  sales,  have  been  distributed  by  ge¬ 
ographic  area  in  accordance  with  the  distribution  of 
their  sales  as  reported  in  the  most  recent  Annual 
Retail  Trade  Survey.  Data  for  a  few  firms  are  dis¬ 
tributed  geographically  based  on  their  sales  dis¬ 
tribution  in  the  1958  Census  of  Business.  The  few 
firms  in  other  kinds  of  business  which  report  only 
national  organizational  sales  totals  represent  less 
than  2  percent  of  total  U.S.  retail  sales,  exclusive 
of  food  store  sales  and  for  no  separate  kind-of- 
business  category  for  which  geographic  area  data  are 


shown  in  this  report  do  they  account  for  as  much  as 
5  percent  of  the  national  total.  Data  for  these 
firms,  as  in  the  case  of  food  firms  which  report  only 
national  totals,  are  distributed  by  geographic  area 
in  accordance  with  the  geographic  breakdown  reported 
in  the  most  recent  Annual  Retail  Trade  Survey. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  retail 
stores  at  the  time  of  the  1958  Census  of  Business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business) .  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more.  All  National 
List  Stores  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known  de¬ 
partment  stores  with  sales  less  than  $5, 000, 000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from  ap¬ 
proximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas .  Large  Group  I  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

Special  Area  Segment  Stores  are  Group  I  establish¬ 
ments  (not  on  1  of  the  above  lists)  located  in  area 
segments  whose  dollar  volume  of  sales  in  1954  (or  a 
comparable  amount  at  a  later  date)  exceeded  a  certain 
amount  (either  $150,000,  $225,000  or  $300,000)  de¬ 
pending  on  kind  of  business.  Special  Area  Segment 
Stores  report  monthly  by  mail. 

Special  Rules  for  GAF  Group  I  Stores 

In  order  to  permit  publication  of  sales  data  for 
general  merchandise,  apparel,  furniture  and  appli¬ 
ance  stores  in  the  20  largest  SMSA's,  the  sales  cri¬ 
teria  for  these  kinds  of  business  were  reduced  and 
the  "large"  store  panel  was  supplemented  cnthe  basis 
of  information  reported  for  the  1958  Census  of  Busi¬ 
ness  .  Large  new  GAF  establishments  in  these  areas 
are  identified  and  are  added  to  the  "large"  store 
panel  or  to  the  Special  Area  Segment  Stores  panel. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  2  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled 
on  the  basis  of  their  accounts  receivables  as  of 
December  31,  1957,  as  reported  in  the  1957  Annual 
Retail  Trade  Survey. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed" 
panel  which  is  canvassed  monthly  for  accounts 
receivable  data.  These  criteria  vary  by  Census 
Sample  Area  and  by  sample  component,  with  one 
set  of  criteria  established  for  the  Special  Area 
Segment  Stores  and  another  for  the  other  sample 
components . 

2.  Those  with  total  receivables  below  these 
criteria  were  divided  into  12  "rotating"  panels. 
Such  panels  report  for  only  2  sucessive  months 
each  year,  depending  upon  the  "rotating"  panel  to 
which  they  are  assigned.  For  example,  the  Janu¬ 
ary  panel  is  canvassed  for  end-of -month  January 
and  February  receivables,  the  February  panel  for 
February  and  March  receivables,  etc. 

B.  Group  II  firms  added  in  the  panel  revision  of 
January  1961  were  subsampled  on  the  basis  of  their 
accounts  receivable  as  of  November  30,  1960.  Group 
I  general  merchandise,  apparel,  furniture  and  ap¬ 
pliance  stores  added  to  the  panel  as  a  result  of 
the  supplementation  in  these  standard  metropolitan 
statistical  areas  are  assigned  to  the  "fixed"  panel 
if  they  sell  on  credit  and  to  the  "rotating"  panel 
if  they  do  not  sell  on  credit. 

C.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the 
month  that  they  are  enumerated  for  sales  figures. 
For  both  sales  and  receivables  data,  these  estab¬ 
lishments  are  also  canvassed  for  figures  for  the 
previous  month,  thus  providing  data  for  2  consecu¬ 
tive  months  each  year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin,  should 
take  into  account  the  following  differences: 

A.  The  Federal  Reserve  Board  series  is  limited  to 
amounts  owed  by  consumers  only.  The  Board  subtracts 
from  credit  held  by  retailers  amounts  estimated  to 
reflect  nonconsumer  credit,  e.g.,  credit  outstand¬ 
ing  on  sales  by  retail  stores  made  to  contractors 
or  other  businesses.  Conversely,  an  amount  is 
added  which  represents  an  estimate  of  credit  out¬ 
standing  on  sales  to  consumers  by  wholesale  estab¬ 
lishments  . 


B.  The  Federal  Reserve  Board  compiles  retail  cre¬ 
dit  statistics  independently  of  the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores, and  household  appliance 
dealers .  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results . 

C.  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business  in 
which  the  organization  is  engaged.  The  Census 
Bureau  distributes  accounts  receivable  data  reported 
by  these  organizations  among  the  various  kinds  of 
business  in  which  they  were  engaged  as  reported  in 
the  1958  Census  of  Business.  (See  "Detailed  De¬ 
scription  of  Sources  and  Methods  Used  in  Revision 
of  Short-  and  Intermediate-Term  Consumer  Credit 
Statistics,  April  1953,  Board  of  Governors  of  the 
Federal  Reserve  System,"  and  the  Census  Bureau's 
"Description  of  the  Sample  for  the  Monthly  Retail 
Trade  Report,  Revised".) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale,  and  receipts  from  services),  and 
are  not  limited  to  sales  of  the  major  product  or 
products.  Similarly,  the  accounts  receivable  esti¬ 
mates  include  amounts  owed  to  the  retail  stores  on 
all  sales  made  oncredit  at  the  establishment  includ¬ 
ing  sales  at  wholesale  and  receipts  of  services. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group;  the 
lumber,  building  materials,  hardware,  farm  equipment 
group  and  the  automotive  group.  Also  included  in  the 
durable-goods  category  are  jewelry  stores;  book 
stores;  sporting  goods  stores;  bicycle  shops; second¬ 
hand  stores;  luggage  and  leather  goods  stores;  gift, 
novelty,  souvenir  shops;  typewriter  stores;  optioal 
goods  stores;  music  stores;  camera,  photographic 
supply  stores;  and  miscellaneous  retail  stores  not 
elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  sta¬ 
tions.  Also  included  in  the  nondurable-goods  cate¬ 
gory  are  liquor  stores;  drug  and  proprietary  stores; 
fuel,  fhel  oil  dealers;  florists;  hay,  grain,  feed 
stores;  farm  and  garden  supply  stores;  stationery 
stores;  newsstands  and  news  dealers;  cigar  stores; 
and  ice  dealers. 
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Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  cn  a  probabil¬ 
ity  sample  and  therefore  the  sampling  variability  of 
these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  13  through 
21.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates,  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  1-sigma  level,  the  chances  are  that 
2  out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  expected  value  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu¬ 
meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample . )  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  expected 
value  approximately  19  out  of-  20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  table 
13  is  1.3  percent  (or  .013).  Multiplying  $4,698  mil¬ 
lion  by  .013,  we  obtain  $61  million.  The  chances  are 
2  out  of  3  that  the  expected  value  is  between  $4,637 
and  $4,759  million  (i.e.,  $4,698  million  plus  and 
minus  $61  million)  and  the  chances  are  19  out  of  20 
that  the  expected  value  lies  between  $4,576  and 
$4,820  million  (i.e.,  $4,698  million  plus  and  minus 
$122  million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3  percent.  This  percentage 
change  is  equi valent  to  a  month-to-month  ratio  of  .97. 
The  median  sampling  variability  for  this  statistic, 
shown  in  table  13,  is  0.9  percent  (or  .009).  The 
result  of  multiplying  .97  by  .009  is  .009.  The 
probability  is  2  out  of  3  that  the  expected  ratio  is 
contained  in  the  range  .961  to  .979,  while  there  is 
a  probability  of  19  out  of  20  that  the  expected  ratio 
is  contained  in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  pos¬ 
sibly  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size . 

It  is  also  to  be  noted  that  measures  of  sampling 
variability  shown  in  this  report  do  not  include  biases 
which  might  arise  from  such  sources  as  nonreporting 
or  response  errors.  Nonresponse  for  the  national 
estimates  for  all  kinds  of  business  combined  amounts 
to  about  6  percent  for  sales  and  11  percent  for  ac¬ 
counts  receivable . 


Preliminary  versus  Final  Volume  Estimates 

I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  2  consecutive 
months,  with  a  different  group  of  area  segments  enu¬ 
merated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  (current  month),  and  one 
for  January  (previous  month)  and  in  April,  a  differ¬ 
ent  group  of  retail  establishments  report  a  sales 
figure  for  March  (current  month),  and  one  for  Feb¬ 
ruary  (previous  month) .  Hence,  1  month  later  ad¬ 
ditional  data  for  the  "small"  Group  I  stores  are 
available  for  the  previous  month;  e.g.,  in  the  fore¬ 
going  example,  sales  figures  for  February  are  avail¬ 
able  from  retail  establishments  located  within  2 
different  groups  of  land  segments  (once  as  the  current 
month,  and  once  as  the  previous  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  are  labelled 
preliminary,  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  final  estimates.  The 
new  month's  sales  data  for  Group  II  stores  shown  in 
table  3  are  always  final  since  the  same  firms  are 
requested  to  report  each  month.  As  the  preliminary 
figures  are  derived  from  reports  for  the  month  enu¬ 
merated  as  a  current  month,  they  in  fact  correspond 
to  the  dollar  volume  estimates  which  prior  to  Jan¬ 
uary  1960  regularly  have  been  carried  in  the  Monthly 
Retail  Trade  Report.  In  the  Monthly  Retail  Trade  Re¬ 
port  for  the  next  month  after  the  one  in  which  the 
preliminary  estimates  are  issued,  these  preliminary 
estimates  are  replaced  by  revised  or  final  estimates 
which  are  based  on  reports  for  the  month  enumerated 
both  as  a  current  and  as  a  previous  month.  The  use 
of  both  current  and  previous  month  samples  results 
in  a  generally  lower  sampling  variability  of  the 
estimates  than  would  be  expected  from  use  of  only  a 
current  month  sample. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of-business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  1.1  percent  for  eating  and  drinking  places. 

A  more  detailed  and  technical  description  of  the  de¬ 
velopment  of  these  estimates  may  be  obtained  upon 
request  to  the  Bureau  of  the  Census.  A  description 
of  the  sample  as  constituted  in  October  1955,  esti¬ 
mating  procedure  used  and  additional  information  on 
the  reliability  of  the  estimates  is  available  in  a 
pamphlet  entitled  "Description  of  the  Sample  for  the 
Monthly  Retail  Trade  Report . " 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
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Group  II  firms  shown  in  table  12,  are  labelled  pre¬ 
liminary  to  he  replaced  in  the  next  issue  of  the  Mon¬ 
thly  Retail  Trade  Report  by  final  estimates.  Over 
the  last  full  calendar  year,  the  average  change  in 
total  accounts  receivable  balances  from  the  prelim¬ 
inary  to  the  final  estimates  was  .5  percent  for  all 
retail  stares  combined.  For  individual  kinds-of -busi¬ 
ness  groups,  revisions  have  been  greater,  ranging 
on  the  average  from  .9  percent  for  the  general  mer¬ 
chandise  group  to  2.2  percent  for  the  food  group  (the 
eating  and  drinking  group,  relatively  unimportant  in 
accounts  receivable  balances,  averaged  3.7  percent). 
Unlike  the  new  month's  sales  data  for  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  are  not  final  since  the  same  firms  are  not 
requested  to  report  each  month;  i.e.,  a  portion  of 
the  Group  II  accounts  receivable  estimates  is  derived 
from  rotating  panels  (see  Nature  cf  the  Sample  above). 

Percentage  Changes  in  Sales  (Table  2) 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  estimates 
in  table  1.  Because  the  sampling  variability  of  dol¬ 
lar  estimates  for  those  kinds  of  business  with  an 
asterisk  is  relatively  large,  such  estimates  are  not 
published;  however,  the  percentage  changes  which  are 
derived  from  such  estimates  have  a  smaller  sampling 
variability  than  the  estimates  themselves  and  are 
shown  in  table  2. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores  (Tables  3  and  12 1 

Separate  data  are  presented  in  tables  3  and  12  for 
stores  of  organizations  which,  in  the  1958  Census  of 
Business,  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (table  12)  are  subject  to  sampling  variability 
(see  table  20 )  since  a  portion  of  such  estimates  are 
derived  from  a  sample;  i.e.,  rotating  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores  (Table  4~I 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by  sum¬ 
ming  the  sales  of  Group  II  stores  (see  above)  and  the 
weighted  sales  of  Group  I  retail  stores  operated  by 
organizations  which  have  4  to  10  retail  stores. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  and  geographic 
areas  not  separately  shown  in  this  report,  are  pro¬ 
duced  as  a  byproduct  of  the  regularly  published  sta¬ 
tistics.  These  additional  data  have  not  been  in¬ 
cluded  in  this  publication  basically  because  their 
sampling  variability  is  so  high  relative  to  the 


changes  from  month  to  month,  or  between  other  periods, 
that  might  be  anticipated  actually  to  occur,  as  to 
make  them  potentially  misleading.  The  Bureau  of  the 
Census,  on  request,  will  release  such  figures  for 
individual  use,  though  not  for  publication.  For  ex¬ 
ample,  unpublished  geographic  area  data  identified 
in  this  report  as  subject  to  sampling  variability  of 
"C"  or  "c"  magnitude  are  available  on  request.  Se¬ 
lected  additional  data,  providing  greater  detail  by 
geographic  area  and  by  kind  of  business,  may  be  de¬ 
veloped  on  a  reimbursable  basis.  It  should  be  noted 
that  in  some  cases  unpublished  figures  can  be  derived 
directly  from  this  report  by  subtracting  published 
data  from  their  respective  totals.  However,  in  these 
cases,  the  figures  obtained  by  such  subtraction  would 
be  subject  to  the  high  sampling  variability  described 
above  for  unpublished  kinds cf  business  and  their  use 
would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties;  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of-business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  U.S.  population  and  such  tabulations 
should  be  limited  to  statistics  for  all  kinds  of 
business  combined  and  for  large  and  statistically 
reliable  combinations  of  kind-of-business  categories, 
such  as  the  GAF  combination. 

Data  Adjusted  for  Seasonal  Variations  and 

Trading  Day  Differences 

The  national  data  in  this  publication  have  been 
adjusted  on  the  basis  of  adjustment  factors  developed 
from  the  X-9  versionaf  the  Census  Method  II  seasonal 
adjustment  program.  The  new  trading  day  factors 
used  for  adjusting  the  national  sales  estimates  were 
developed  in  accordance  with  the  method  described  in 
Seasonal  Adjustment  on  Electronic  Computers,  the 

"Measurement  of  Calendar  Variation, "  pp.  343-360, 
Organization  for  Economic  Cooperation  and  Development, 
Paris,  1961.  Details  concerning  the  new  seasonal  and 
trading  day  factors  may  be  obtained  from  the  Chief, 
Economic  Research  and  Analysis  Division,  Bureau  of 
the  Census,  Washington,  D.C.,  20233. 

Tables  22-23,  pp.  23-24  present,  by  kind  of  busi¬ 
ness,  the  combined  seasonal  and  trading  day  adjust¬ 
ment  factors  for  the  sales  estimates  and  seasonal 
adjustment  factors  for  end-of -month  accounts  receiv¬ 
able  that  are  vised  in  adjusting  data.  The  factors 
shown  for  data  at  the  kind-of-business  group  and 
total  levels  are  approximations  and  may  show  small 
differences  from  the  published  data.  Summary  mea¬ 
sures  of  the  seasonal,  cyclical,  and  irregular  com¬ 
ponents  of  the  data  by  kind  of  business  groups  and 
totals  are  presented  in  tables  24-25,  pp.  25-26. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjusted 
data . 


Table  23.—  COMBINED  SEASONAL,  TRADING  DAY,  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  SALES  OF  ALL  RETAIL  STORES  AND  OF  CROUP  II  RETAIL  STORES— JANUARY  196 A- -DECEMBER  1965 
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Table  24. — COMBINED  SEASONAL  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  ACCOUNTS  RECEIVABLES  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  STORES, 

BY  CHARGE  AND  INSTALLMENT  ACCOUNTS:  JULY  1964-JUNE  1965 


July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total1* . 

99.4 

99.6 

99.1 

100.0 

100.7 

106.9 

101.9 

96.7 

96.8 

98.7 

100.3 

100.2 

Durable-goods  stores,  total . 

102.8 

103.5 

102.4 

103.1 

101.9 

102.7 

97J 

93.8 

94.8 

96.8 

99.8 

101.6 

Nondurable -goods  stores,  total1* . 

96.5 

96.3 

96.4 

97.4 

99.6 

110.4 

105.9 

99.0 

98.5 

100.1 

100.8 

99.1 

Food  group . 

100.6 

104.5 

103.8 

102.1 

99.3 

103.0 

98.7 

97.0 

98.1 

95.8 

98.2 

99.1 

General  merchandise  group1* . 

96.2 

96.0 

96.9 

97.7 

100.4 

113.8 

108.7 

99.2 

97.4 

97.8 

98.5 

97.1 

Department  stores1* . 

95.9 

95.6 

96.3 

97.4 

99.6 

114.8 

110.5 

99.1 

97.0 

97.5 

9R.1 

97.7 

Mail  order  houses  (department  store  merchandise)1* . 

96.5 

97.9 

98.9 

100.0 

103.5 

108.7 

103.7 

97.7 

97.9 

97.7 

100.0 

97.3 

Apparel  group . 

89.5 

90.6 

96.1 

99.8 

101.1 

121.8 

109.5 

99.2 

100.2 

100.7 

96.6 

95.9 

Women's  ready-to-wear  stores . 

87.2 

88.7 

96.0 

99.6 

100.8 

120.1 

106.6 

98.2 

103.9 

104.8 

99.5 

95.5 

Furniture  and  appliance  group . 

97.2 

98.7 

98.7 

99.8 

100.5 

107.0 

102.6 

100.2 

98.3 

97.4 

100.2 

99.8 

Furniture,  home  furnishings  stores . 

96.8 

98.8 

99.7 

100.0 

100.4 

106.8 

103.2 

100.1 

98.1 

97.5 

100.1 

99.1 

Furniture  stores . 

97.1 

99.7 

98.9 

98.8 

98.6 

106.6 

104.6 

100.2 

98.7 

97.2 

100.5 

99.9 

Household  appliance,  TV,  radio  stores . 

98.8 

98.3 

96.0 

99.9 

101.4 

106.5 

100.0 

99.9 

97.9 

98.3 

101.0 

102.3 

Household  appliance  dealers . 

101.2 

98.5 

96.0 

98.9 

101.4 

105.8 

99.4 

99.7 

99.4 

96.9 

100.8 

102.6 

Lumber,  building,  hardware,  farm  equipment  group . 

108.8 

110.9 

108.9 

109.9 

103.8 

94.6 

88.6 

86.7 

88.8 

95.7 

100.4 

102.6 

Lumber  yards,  building  materials  dealers . 

107.0 

110.4 

108.7 

110.9 

107.8 

96.3 

90.0 

87.4 

87.1 

95.3 

99.5 

99.9 

Lumber  yards . 

108.9 

111.3 

108.9 

109.4 

105.9 

95.8 

89.3 

87.4 

85.7 

95.4 

100.0 

102.8 

Automotive  group . 

104.6 

101.4 

99.4 

102.6 

101.7 

102.3 

96.5 

92.9 

95.7 

98.8 

101.2 

103.2 

Passenger  car  dealers  (franchised) . 

103.5 

99.7 

97.8 

103.8 

101.9 

103.2 

97.3 

93.0 

96.3 

100.6 

101.4 

101.2 

Tire,  battery,  accessory  dealers . 

107.7 

104.7 

103.3 

99.7 

101.2 

101.2 

95.0 

92.8 

94.2 

94.0 

100.2 

106.7 

Gasoline  service  stations . 

101.6 

102.5 

99.9 

102.7 

102.6 

94.9 

96.9 

94.0 

98.4 

100.1 

102.6 

104.0 

CHARGE  ACCOUNTS 

United  States,  total . 

99.6 

100.3 

99.6 

101.8 

102.1 

106.2 

99.0 

94.9 

95.4 

99.2 

101.8 

100.6 

Durable-goods  stores,  total . 

104.0 

105.4 

104.0 

107.3 

104.3 

100.8 

93.6 

90.0 

91.6 

96.6 

100.7 

102.0 

Nondurable -goods  stores,  total . 

95.5 

95.6 

95.5 

96.7 

100.0 

111.2 

104.1 

99.4 

98.9 

101.6 

102.9 

99.2 

General  merchandise  group . 

91.7 

91.3 

94.8 

95.0 

101.8 

127.5 

112.3 

101 .4 

95.2 

94.9 

99.1 

95.4 

Department  stores . 

90.5 

90.5 

93 .4 

94.7 

102.3 

133.1 

115.1 

101.6 

94.0 

93.0 

98.3 

93.7 

Apparel  group . 

87.9 

88.6 

96.1 

100.1 

103.5 

126.4 

109.8 

98.1 

99.7 

100.8 

95.3 

94.5 

Furniture  and  appliance  group . 

94.9 

97.5 

97.7 

102.3 

102.7 

110.6 

102.1 

98.8 

96.6 

97.8 

99.  C 

100.2 

Furniture,  home  furnishings  stores . 

94.7 

98.1 

100.9 

102.9 

101.9 

108.4 

101.7 

97.1 

94.8 

99.7 

100.8 

99.2 

Lumber,  building,  hardware,  farm  equipment  group . 

108.9 

111.5 

109.5 

111.6 

104.7 

94.6 

87.7 

85.4 

87.1 

95.1 

101.2 

102.6 

Lumber  yards,  building  materials  dealers . 

107.4 

111.0 

109.2 

111.5 

108.3 

96.2 

89.2 

86.4 

86.2 

94.9 

99.4 

100.1 

Lumber  yards . 

109.2 

111.9 

109.5 

110.3 

106.5 

95.5 

88.3 

86.4 

84.8 

94.6 

99.9 

103.3 

Automotive  group . 

103.0 

100.2 

98.2 

104.5 

101.9 

101.3 

97.8 

93.7 

95.6 

98.9 

102.7 

102.7 

Passenger  car  dealers  (franchised) . 

101.3 

99.1 

96.4 

103.4 

101.9 

101.5 

99.4 

95.0 

96.7 

101.5 

102.3 

101.2 

Gasoline  service  stations . 

101 .4 

103.0 

99.9 

103.0 

102.6 

94.7 

96.7 

94.4 

98.2 

100.2 

102.5 

104.0 

INSTALLMENT  ACCOUNTS 

United  States,  total r . 

99.0 

98.8 

98.6 

98.1 

99.2 

107.8 

105.0 

98.5 

98.4 

98.0 

98.8 

100.0 

Durable-goods  stores,  total . 

101.3 

101.2 

100.4 

98.1 

99.0 

105.2 

101 .4 

98.4 

98.7 

97.1 

98.7 

101.1 

Nondurable-goods  stores,  total1* . 

97.4 

97.0 

97.3 

98.1 

99.3 

109.7 

107.6 

98.6 

98.1 

98.6 

98.8 

99.1 

General  merchandise  group1* . 

97.4 

97.2 

97.5 

98.3 

100.0 

110.2 

107.8 

98.6 

98.0 

98.6 

98.4 

97.6 

Department  stores1* . 

97.6 

97.2 

97.2 

98.3 

98.8 

109.2 

109.1 

98.3 

97.9 

99.0 

98.0 

99.0 

Apparel  group . 

93.5 

95.7 

96.2 

98.8 

94.9 

109.8 

108.8 

102.2 

101.4 

100.3 

99.9 

99.6 

Furniture  and  appliance  group . 

98.2 

99.3 

99.1 

98.7 

99.6 

105.4 

102.7 

100.8 

99.1 

97.2 

100.6 

99.5 

Furniture,  heme  furnishings  stores . 

97.7 

99.1 

99.1 

98.7 

99.7 

106.0 

103.9 

101.4 

99.5 

96.5 

99.8 

99.0 

Household  appliance,  TV,  radio  stores . 

100.0 

99.9 

99.1 

98.7 

99.0 

103.3 

98.9 

98.7 

98.0 

99.7 

103.6 

101.4 

Automotive  group . 

106.6 

103.1 

100.9 

100.1 

101.3 

103.7 

94.7 

92^0 

95.8 

98.7 

99.3 

103.9 

Tire,  battery,  accessory  dealers . 

106.4 

106.2 

l(X.O 

95.8 

100.7 

102.7 

97.2 

95.7 

94.6 

95.0 

96.2 

105.8 

Group  II  Stores 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total1* . 

97.1 

97.9 

98 .4 

98.7 

100.5 

110.3 

107.0 

98.5 

97.5 

97.7 

98.5 

98.3 

Durable-goods  stores,  total . 

101.6 

103.2 

102.7 

101.3 

101.7 

102.5 

99.4 

96.2 

96.6 

97.0 

98.4 

100.2 

Nondurable -goods  stores,  total1* . 

95.6 

96.2 

97.0 

97.7 

100.1 

112.8 

109.5 

99.2 

97.7 

97.9 

98.5 

97.8 

General  merchandise  group1* . 

95.6 

96.3 

97.2 

97.9 

100.3 

112.9 

109.9 

99.3 

97.3 

97.5 

98.1 

97.4 

Department  stores1* . 

95.6 

96.3 

96.7 

97.6 

99.4 

113.1 

111.3 

99.2 

97.6 

98.0 

97.8 

97.2 

Apparel  group . 

92.0 

90.7 

92.7 

96.3 

97.9 

122.5 

110.0 

101.1 

100.7 

100.6 

98.0 

98.4 

Furniture  and  appliance  group . 

99.8 

98.9 

98.6 

100.0 

100.7 

104.7 

100.9 

100.2 

100.3 

98.7 

98.8 

98.4 

Tire,  battery,  accessory  dealers . 

106.9 

105.8 

104 .6 

97.6 

100.1 

102.3 

96.1 

94.7 

93.5 

95.4 

98.3 

104.9 

CHAR®  ACCOUNTS 

95.9 

97.6 

98.9 

100.3 

102.5 

114.3 

105.5 

97.0 

95.4 

95.3 

98.8 

98.7 

Durable-goods  stores,  total . 

104.3 

107.8 

107.3 

109.6 

105.9 

99.1 

91.8 

87.5 

91.7 

96.1 

98.0 

101.3 

Nondurable-goods  stores,  total . 

91.7 

92.5 

94.7 

95.7 

100.8 

122.0 

112.3 

101.8 

97.3 

94.9 

99.3 

97.4 

General  merchandise  group . 

88.0 

90.7 

95.7 

95.6 

102.5 

130.0 

117.5 

103.3 

94.0 

90.8 

97.6 

95.0 

Department  stores . 

87.2 

89.4 

94.1 

95.2 

102.6 

134.8 

118.9 

103.9 

94.1 

90.1 

97.7 

92.7 

Apparel  group . 

94.9 

87.7 

91.4 

96.7 

95.7 

125.3 

110.6 

101.1 

99.7 

100.5 

98.2 

99.1 

Furniture  and  appliance  group . 

105.0 

98.1 

97.7 

103.8 

99.7 

107.2 

92.9 

101.4 

97.2 

102.1 

94.8 

100.1 

INSTALLMENT  ACCOUNTS 

97.4 

98.0 

98.2 

98.2 

100.0 

109.2 

107.4 

98.9 

98.0 

98.2 

98.4 

98.3 

Durable-goods  stores,  total . 

100.5 

101.5 

101.0 

98.2 

100.2 

103.7 

102.2 

99.4 

98.5 

97.4 

98.5 

99.7 

Nondurable-goods  stores,  total1* . 

96.5 

97.0 

97.4 

98.2 

100.0 

110.8 

108.9 

98.7 

97.8 

98.5 

98.3 

97.9 

General  merchandise  group1* . 

96.6 

97.1 

97.4 

98.2 

100.0 

110. 6 

109.0 

98.8 

97.7 

98.4 

98.2 

97.7 

Department  stores1* . 

96.9 

97.3 

97.1 

98.0 

98.9 

109.7 

110.1 

98.5 

98.1 

99.2 

97.8 

97.9 

Apparel  group . 

89.4 

93.5 

93.8 

95.9 

99.8 

120.0 

109.4 

101.1 

101.6 

100.8 

97.8 

97.7 

Furniture  and  appliance  group . 

99.1 

99.0 

98.8 

99.6 

100.8 

104.4 

101.9 

110.0 

100.7 

98.3 

99.3 

98.2 

Note:  The  adjustment  factors  shown  in  this  table  have  been  developed  from  unadjusted  data  compiled  in  this  survey  from  January  1959  through  June  1964  using 
the  X-9  version  of  the  Census  Method  II  seasonal  adjustment  program.  A  description  of  this  technique  may  be  obtained  from  the  Chief,  Economic  Research  and 
Analysis  Division,  Bureau  of  the  Census. 


The  adjustment  factors  shown  above  for  accounts  receivables  are  a  combination  of  seasonal  and  holiday  factors.  Adjustment  factors  are  not  included  in  this 
table  for  those  kinds  of  business  for  which  adjusted  data  are  not  published  separately. 

Adjusted  accounts  receivable  data  shown  in  tables  12  and  13  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors 
shown  above  for  the  corresponding  kinds  of  business .  Adjusted  data  for  the  summary  trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the 
individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data, 
r  Revised  data :  July  1964  through  June  1965 . 


Table  25 . — AVERAGE  MDNTH-TO -MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 
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Kind  of  business 

TT 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

17c 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.48 

7.41 

40.4 

.84 

.70 

.42 

1.67 

2 

2.23 

1.66 

14.30 

3.30 

Durable-goods  stores,  total . 

7.44 

7.37 

26.5 

1.87 

1.65 

.77 

2.14 

3 

2.10 

1.59 

11.92 

3.92 

Nondurable-goods  stores,  total . 

7.99 

7.90 

47.0 

.65 

.52 

.36 

1.44 

2 

2.20 

1.61 

47.67 

3.16 

Food  group . 

5.81 

5.86 

19.4 

.72 

.62 

.35 

1.77 

2 

1.86 

1.61 

47.67 

4.06 

Grocery  stores . 

6.02 

6.09 

19.3 

.74 

.64 

.39 

1.64 

2 

1.86 

1.51 

39.00 

4.30 

Eating  and  drinking  places . 

5.13 

3.60 

20.3 

.84 

.75 

.36 

2.08 

3 

1.99 

1.59 

10.21 

4.70 

General  merchandise  group . 

16.81 

16.71 

115.0 

1.36 

1.24 

.45 

2.76 

3 

1.81 

1.64 

17.88 

3.71 

Department  stores . 

17.78 

16.04 

110.1 

1.58 

1.45 

.50 

2.90 

3 

1.79 

1.63 

13.00 

3.53 

Variety  stores . 

20.35 

18.87 

131.2 

1.65 

1.59 

.53 

3.00 

3 

1.88 

1.55 

17.88 

4.03 

Mail  order  houses  (department  store  merchandise) 

16.75 

14.80 

91.1 

2.26 

2.20 

.65 

3.38 

4 

1.86 

1.57 

13.00 

5.19 

Apparel  group . 

19.99 

19.73 

112.6 

1.75 

1.68 

.47 

3.57 

4 

1.57 

1.47 

9.53 

2.86 

Men's,  boys'  wear  stores . 

22.40 

20.16 

125.1 

2.51 

2.28 

.80 

2.85 

4 

1.91 

1.61 

6.81 

3.26 

Women's  apparel,  accessory  stores . 

19.47 

16.51 

96.1 

1.86 

1.72 

.55 

3.13 

4 

1.79 

1.63 

13.00 

4.24 

Shoe  stores . 

20.50 

17.45 

63.2 

2.28 

2.17 

.55 

3.95 

4 

1.74 

1.70 

8.94 

4.52 

Furniture  and  appliance  group . 

8.64 

8.45 

49.7 

1.39 

1.27 

.54 

2.35 

3 

1.63 

1.38 

14.30 

4.41 

Furniture,  home  furnishings  stores . 

8.59 

7.75 

38.9 

1.47 

1.33 

.63 

2.11 

3 

1.96 

1.39 

11.92 

4.86 

Household  appliance,  TV,  radio  stores . 

9.94 

8.75 

54.9 

2.31 

2.13 

.72 

2.96 

4 

1.86 

1.57 

10.21 

4.67 

Lumber,  building,  hardware,  farm  equipment  group. . 

8.84 

8.88 

45.3 

1.95 

1.77 

.57 

3.11 

4 

2.04 

1.55 

7.53 

3.68 

Lumber  yards,  building  materials  dealers . 

9.50 

8.55 

46.5 

2.00 

1.84 

.67 

2.75 

3 

1.81 

1.57 

8.94 

3.71 

Hardware  stores . 

12.12 

10.72 

61.1 

1.81 

1.70 

.54 

3.15 

4 

1.93 

1.79 

8.94 

4.83 

Automotive  group . 

7.60 

7.32 

27.0 

3.13 

2.80 

1.07 

2.62 

3 

1.93 

1.46 

8.94 

3.07 

Passenger  car,  other  automotive  dealers . 

7.75 

7.31 

33.2 

2.96 

2.60 

1.15 

2.26 

3 

1.94 

1.49 

10.00 

3.14 

Tire,  battery,  accessory  dealers . 

12.35 

10.40 

52.6 

2.35 

2.15 

.88 

2.44 

3 

1.91 

1.57 

7.94 

4.70 

Gasoline  service  stations . 

4.25 

2.57 

11.5 

.79 

.58 

.50 

1.16 

2 

2.31 

1.70 

47.67 

3.64 

Drug  and  proprietary  stores . 

6.95 

6.02 

34.6 

.93 

.73 

.47 

1.55 

2 

2.42 

1.77 

13.00 

4.58 

Liquor  stores . 

11.57 

9.16 

62.9 

1.12 

.94 

.57 

1.65 

2 

2.13 

1.54 

20.43 

4.06 

GROUP 

II  STORES 

United  States,  total . 

11.81 

10.81 

65.0 

1.23 

1.12 

.73 

1.53 

2 

2.01 

1.63 

20.43 

3.02 

Grocery  stores . 

7.85 

2.33 

10.5 

1.03 

.89 

.52 

1.71 

2 

1.81 

1.34 

71.50 

4.06 

Eating  and  drinking  places . 

4.40 

2.84 

15.5 

1.55 

1.42 

.66 

2.15 

3 

2.34 

1.93 

17.88 

6.41 

General  merchandise  group . 

17.45 

17.45 

116.4 

2.29 

2.26 

1.00 

2.26 

3 

1.63 

1.68 

15.89 

4.86 

Department  stores . 

16.85 

15.31 

105.0 

2.85 

2.78 

1.06 

2.62 

3 

1.64 

1.51 

13.00 

4.27 

Variety  stores . 

21.13 

19.68 

132.7 

1.59 

1.53 

.47 

3.26 

4 

1.81 

1.68 

14.30 

4.67 

Apparel  group . 

23.23 

22.18 

115.4 

2.98 

2.88 

.82 

3.51 

4 

1.72 

1.57 

11.92 

3.68 

Men's,  boys'  wear  stores . 

27.40 

23.64 

131.7 

5.27 

5.10 

1.04 

4.90 

5 

2.23 

2.17 

14.30 

6.32 

Women's  apparel,  accessory  stores . 

22.17 

18.92 

111.4 

3.32 

3.16 

.80 

3.95 

4 

1.81 

1.54 

11.00 

4.52 

Shoe  stores . 

24.22 

20.32 

72.7 

3.61 

3.65 

.56 

6.52 

6 

1.61 

1.47 

14 .30 

4.93 

Tire,  battery,  accessory  dealers . 

14.11 

12.38 

63.4 

2.84 

2.73 

.76 

3.54 

4 

1.86 

1.72 

11.92 

5.00 

Drug  and  proprietary  stores . 

10.54 

9.37 

59.7 

1.49 

1.44 

.62 

2.32 

3 

2.23 

1.66 

23.83 

11.75 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 

0  is  the  average  month -to -month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

*S"  is  the  average  month - to- month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  1  calendar  year.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

TT  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

i7c  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb. -Mar., 
etc.)  2-mcnth  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5  month-spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  2  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  nuniber  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  1  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  954  of  the  time.  Over  spans 
greater  than  1  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.86  for  household  appliances.  This  indicates 
that  1-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  2  colucns,  1.57  for  I  and 
10.21  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 

4.67  for  MCD  indicates  that  a  4-month  moving  average  of  the  seasonally  adjusted  series  (4-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.86  for  Cl  to  4.67  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 

These  averages  are  based  on  a  seasonally  adjusted  series  which  is  adjusted  historically;  that  is,  the  months  used  to  compute  the  measures  were  the  same  months 
used  to  estimate  the  seasonal  factors.  Current  data,  however,  are  adjusted  by  use  of  factors  projected  one  year  ahead,  and  are  thus  subject  to  additional  error. 
Tests  to  date  indicate  that  MCD  are  probably  2  months  greater  than  those  shown  above  for  individual  kinds  of  business  and  approximately  1  month  for  total  retail 
sales;  Cl  and  I  are  approximately  1*  times  the  averages  shown  for  individual  kinds  of  business,  with  the  increase  in  irregularity  somewhat  smaller  for  total 
retail  sales . 
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Table  26.—  AVERAGE  MONTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  ACCOUNTS  RECEIVABLE: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

cr 

I 

c 

1 7c 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total . 

2.47 

2.10 

11.8 

.83 

.58 

.57 

1.02 

2 

2.95 

1.67 

21.67 

7.11 

Durable-goods  stores,  total . 

2.02 

1.92 

8.6 

.61 

.50 

.35 

1.43 

2 

2.03 

1.71 

16.25 

3.05 

Nondurable-goods  stores,  total . 

3.47 

2.92 

14.2 

1.32 

.85 

.85 

1.00 

2 

3.10 

1.67 

16.25 

5.82 

Food  group . 

2.43 

1.53 

8.5 

1.68 

1.60 

.34 

4.71 

6 

1.63 

1.55 

9.29 

4.00 

General  merchandise  group . 

4.60 

3.53 

19.7 

2.13 

1.47 

1.37 

1.07 

2 

3.61 

1.55 

21.67 

7.11 

Department  stores . 

5.09 

4.20 

22.2 

2.15 

1.60 

1.42 

1.13 

2 

2.95 

1.63 

21.67 

4.92 

Mail  order  houses  (department  store  merchandise). 

3.73 

2.54 

13.4 

2.33 

1.41 

1.62 

.87 

1 

2.83 

1.51 

16.25 

2.83 

Apparel  group . 

5.63 

5.37 

32.0 

1.31 

1.22 

.44 

2.77 

4 

1.91 

1.76 

7.22 

3.65 

Women's  ready-to-wear  stores . 

6.26 

5.98 

32.7 

1.39 

1.19 

.57 

2.09 

3 

1.91 

1.71 

6.50 

3.50 

Furniture  and  appliance  group . 

2.07 

1.80 

9.4 

1.00 

.83 

.45 

1.84 

3 

1.97 

1.86 

9.29 

3.50 

Furniture,  home  furnishings  stores . 

2.26 

2.05 

9.9 

1.12 

.93 

.44 

2.11 

3 

1.97 

1.86 

7.22 

3.50 

Furniture  stores . 

2.28 

1.95 

9.4 

1.09 

.90 

.47 

1.91 

3 

1.81 

1.59 

6.50 

3.50 

Household  appliance,  TV,  radio  stores . 

2.34 

1.73 

9.7 

1.40 

1.21 

.60 

2.02 

3 

2.03 

1.59 

7.22 

3.32 

Household  appliance  dealers . 

2.40 

1.79 

9.0 

1.40 

1.15 

.75 

1.53 

2 

2.17 

1.76 

7.22 

3.76 

Lumber,  building,  hardware,  farm  equipment  group... 

4.22 

4.08 

24.2 

.96 

.91 

.40 

2.28 

3 

1.91 

1.59 

13.00 

3.15 

Lumber  yards,  building  materials  dealers . 

4.46 

3.76 

23.4 

1.57 

1.45 

.65 

2.23 

4 

2.17 

1.63 

7.22 

3.44 

Lumber  yards . 

4.47 

3.95 

24.4 

1.36 

1.20 

.60 

2.00 

3 

1.71 

1.91 

8.13 

3.50 

Automotive  group . 

3.28 

2.84 

11.7 

1.11 

1.03 

.43 

2.40 

3 

1.51 

1.48 

9.29 

3.50 

Passenger  car  dealers  (franchised) . 

3.25 

2.86 

10.4 

1.39 

1.16 

.66 

1.76 

3 

1.91 

1.63 

8.13 

5.25 

Tire,  battery,  accessory  dealers . 

2.91 

2.40 

14.7 

1.37 

1.21 

.67 

1.81 

2 

2.17 

1.86 

10.83 

2.91 

Gasoline  service  stations . 

2.36 

2.09 

9.4 

1.14 

1.02 

.43 

2.37 

4 

2.32 

1.67 

5.91 

4.77 

CHARGE  ACCOUNTS 

United  States,  total . 

2.47 

2.33 

11.2 

.63 

.52 

.31 

1.68 

2 

2.24 

1.97 

9.29 

3.76 

Durable-goods  stores,  total . 

3.11 

2.99 

17.2 

.75 

.62 

.36 

1.72 

2 

1.91 

1.44 

8.13 

3.05 

Nondurable -goods  stores,  total . 

3.61 

3.42 

16.1 

.86 

.71 

.39 

1.82 

3 

2.03 

1.81 

6.50 

5.25 

General  merchandise  group . 

6.97 

6.80 

37.0 

1.31 

1.20 

.47 

2.55 

3 

1.81 

1.30 

5.00 

3.71 

Department  stores . 

7.90 

7.68 

43.2 

1.43 

1.22 

.51 

2.39 

4 

1.91 

1.63 

4.64 

3.88 

Apparel  group . 

6.79 

6.33 

38.4 

1.79 

1.68 

.52 

3.23 

4 

1.91 

1.67 

10.83 

3.44 

Furniture  and  appliance  group . 

3.10 

2.63 

14.9 

1.59 

1.51 

.48 

3.15 

4 

1.86 

1.71 

7.22 

4.77 

Furniture,  home  furnishings  stores . 

3.31 

3.00 

13.4 

2.08 

2.01 

.61 

3.30 

4 

2.17 

1.91 

7.22 

4.77 

Lumber,  building,  hardware,  farm  equipment  group... 

4.64 

4.49 

26.0 

.93 

.84 

.41 

2.05 

3 

1.91 

1.73 

9.29 

3.50 

Lumber  yards,  building  materials  dealers . 

4.66 

4.04 

25.1 

1.56 

1.38 

.64 

2.16 

4 

2.17 

1.81 

6.50 

3.10 

Lumber  yards . 

4.73 

4.24 

25.9 

1.49 

1.33 

.61 

2.18 

3 

1.71 

1.81 

8.13 

3.50 

Automotive  group . 

3.33 

2.59 

10.6 

1.84 

1.63 

.63 

2.59 

3 

1.81 

1.71 

6.50 

3.50 

Passenger  car  dealers  (franchised) . 

3.63 

2.74 

7.8 

1.93 

1.72 

.63 

2.73 

4 

1.81 

1.63 

8.13 

3.10 

Gasoline  service  stations . 

2.40 

2.14 

9.3 

1.07 

.96 

.47 

2.04 

3 

2.17 

1.67 

7.22 

3.71 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

2.70 

2.06 

12.4 

1.34 

.97 

.95 

1.02 

2 

4.06 

1.63 

16.25 

7.11 

Durable-goods  stores,  total . 

1.96 

1.67 

7.4 

.81 

.73 

.38 

1.92 

3 

1.63 

1.63 

13.00 

5.73 

Nondurable -goods  stores,  total . 

3.37 

2.59 

16.1 

1.66 

.81 

1.31 

.62 

1 

5.42 

1.63 

21.67 

5.42 

General  merchandise  group . 

3.65 

2.66 

17.1 

1.95 

.95 

1.54 

.62 

1 

6.50 

1.71 

21.67 

6.50 

Department  stores . 

4.08 

3.16 

18.5 

1.99 

1.12 

1.51 

.74 

1 

3.25 

1.63 

16.25 

3.25 

Apparel  group . 

3.98 

3.01 

16.2 

2.17 

1.78 

.96 

1.85 

3 

2.10 

1.71 

5.91 

5.73 

Furniture  and  appliance  group . 

2.19 

1.64 

7.2 

1.17 

1.00 

.54 

1.85 

3 

2.10 

1.86 

9.29 

3.71 

Furniture,  home  furnishings  stores . 

2.53 

1.91 

8.5 

1.34 

1.19 

.50 

2.38 

3 

1.67 

1.51 

9.29 

3.71 

Household  appliance,  TV,  radio  stores . 

2.42 

1.43 

6.0 

1.75 

1.52 

.76 

2.00 

3 

1.81 

1.71 

8.13 

3.00 

Automotive  group . 

3.28 

2.84 

13.8 

1.44 

1.32 

.45 

2.93 

3 

1.71 

1.63 

10.83 

3.71 

Tire,  battery,  accessory  dealers . 

3.45 

2.73 

11.5 

1.78 

1.64 

.63 

2.60 

4 

1.81 

1.63 

7.22 

3.65 

TOTAL  ACCOUNTS  RECEIVABLE 

Group  II 

Stores 

United  States,  total . 

3.70 

2.81 

8.2 

1.97 

1.38 

1.52 

.91 

1 

5.82 

1.64 

16.00 

5.82 

Durable-goods  stores,  total . 

1.92 

1.58 

7.1 

1.18 

1.09 

.56 

1.95 

3 

1.63 

1.55 

16.25 

4.85 

Nondurable-goods  stores,  total . 

4.59 

3.41 

19.2 

2.59 

1.69 

1.93 

.88 

1 

5.42 

1.91 

16.25 

5.42 

General  merchandise  group . 

4.85 

3.46 

20.0 

2.99 

1.90 

2.24 

.85 

1 

6.50 

2.17 

21.67 

6.50 

Department  stores . 

5.76 

5.12 

21.6 

1.97 

1.12 

1.44 

.78 

1 

3.61 

1.81 

21.67 

3.61 

Apparel  group . 

6.59 

5.63 

31.8 

2.70 

2.48 

1.07 

2.32 

3 

2.03 

1.48 

8.13 

5.25 

Furniture  and  appliance  group . 

2.11 

1.34 

6.0 

1.51 

1.34 

.74 

1.81 

3 

2.24 

1.76 

10.83 

4.50 

Tire,  battery,  accessory  dealers . 

2 .49 

2.07 

12.4 

1.24 

1.05 

.58 

1.81 

2 

2.50 

1.71 

9.29 

4.27 

CHARGE  ACCOUNTS 

United  States,  total . 

4.44 

4.07 

20.5 

1.53 

1.36 

.65 

2.09 

3 

2.10 

1.76 

9.29 

3.32 

Durable-goods  stores . 

4.46 

3.76 

22.1 

2.40 

2.23 

.76 

2.93 

3 

1.86 

1.51 

8.13 

2.82 

Nondurable -goods  stores . 

6.26 

5.89 

31.0 

1.67 

1.45 

.79 

1.84 

3 

2.10 

1.76 

9.29 

4.85 

General  merchandise  group . 

8.21 

7.96 

42.8 

2.11 

1.69 

.99 

1.71 

3 

2.50 

1.81 

5.91 

3.71 

Department  stores . 

8.68 

8.46 

47.9 

2.12 

1.72 

.89 

1.93 

3 

2.50 

2.03 

5.91 

4.20 

Apparel  group . 

8.96 

7.19 

38.1 

5 .04 

4.86 

1.49 

3.26 

4 

1.55 

1.48 

6.50 

4.43 

Furniture  and  appliance  group . 

8.21 

6.56 

13.5 

5.29 

5.21 

1.85 

2.82 

3 

1.91 

1.55 

7.22 

5.25 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3.85 

2.53 

15.8 

2.43 

1.64 

1.89 

.87 

1 

7.22 

1.76 

16.25 

7.22 

Durable-goods  stores,  total . 

1.90 

1.61 

6.7 

1.24 

1.16 

.66 

1.76 

3 

1.76 

1.67 

10.83 

4.20 

Nondurable -goods  stores,  total . 

4.05 

3.04 

18.9 

2.11 

.99 

1.75 

.57 

1 

9.29 

2.10 

16.25 

9.29 

General  merchandise  group . 

3.99 

2.93 

18.9 

2.18 

.96 

1.77 

.54 

1 

7.22 

2.10 

16.25 

7.22 

Department  stores . 

4.42 

3.32 

20.2 

2.26 

1.20 

1.70 

.71 

1 

3.61 

1.81 

16.25 

3.61 

Apparel  group . 

6.02 

4.97 

30.6 

2.92 

2.84 

1.08 

2.63 

3 

2.10 

1.59 

10.83 

4.85 

Furniture  and  appliance  group . 

1.85 

1.15 

6.2 

1.32 

1.00 

.73 

1.37 

2 

1.97 

1.67 

13.00 

3.05 

Note:  See  explanatory  notes  at  the  end  of  table  25 
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GEOGRAPHIC  REGIONS  AND  DIVISIONS 


NORTHEASTERN  STATES 


NORTH  CENTRAL  STATES 


THE  SOUTH 


THE  VEST 


New  England  Division 

Maine 

New  Hampshire 
Vermont 
Massachusetts 
Rhode  Island 
Connecticut 

Middle  Atlantic  Division 

New  York 
New  Jersey 
Pennsylvania 


East  North  Central  Division 

South  Atlantic  Division 

Mountain  Division 

Ohio 

Delaware 

Montana 

Indiana 

Maryland 

Idaho 

Illinois 

District  of  Columbia 

Wyoming 

Michigan 

Virginia 

Colorado 

Wisconsin 

West  Virginia 

New  Mexico 

North  Carolina 

Arizona 

West  North  Central  Division 

South  Carolina 

Utah 

Minnesota 

Georgia 

Nevada 

Iowa 

Florida 

Missouri 

Pacific  Division 

North  Dakota 

East  South  Central  Division 

Washington 

South  Dakota 

Kentucky 

Oregon 

Nebraska 

Tennessee 

California 

Kansas 

Alabama 

Alaska 

Mississippi 

Hawaii 

West  South  Central  Division 

Arkansas 

Louisiana 

Oklahoma 

Texas 

DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


CHICAGO,  ILLINOIS— NORTHEASTERN  INDIANA: 

CHICAGO,  I11IN0IS  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

Cook,  DuPage,  Kane,  Lake,  McHenry,  and  Will  counties,  Illinois 

GARY-HAMMOND-EAST  CHICAGO,  INDIANA  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  I^ke,  Porter  counties,  Indiana 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.Y.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

New  York  City  and  Nassau,  Rockland,  Suffolk,  and 
Westchester  counties,  N.Y. 


Consolidated  Areas 

NEW  YORK -NORTHEASTERN  NEW  JERSEY— Continued 

JERSEY  CITY,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Hudson  County,  N.J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Essex,  Morris,  and  Union  counties,  N.J. 

PATERSON -CLIFT ON -PASSAIC,  N.J.  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Bergen  and  Passaic  counties,  N.J. 

Middlesex  and  Somerset  counties,  N.J. 


Selected  Standard  Metropolitan  Statistical  Areas 


Baltimore,  Md.:  Baltimore  City,  Anne  Arundel,  Baltimore,  Carroll, 
and  Howard  counties,  Md . 

•Boston,  Mass.:  Suffolk  and  parts  of  Essex,  Middlesex,  Norfolk, 
and  Plymouth  counties,  Mass. 

Buffalo,  N.  Y.:  Eire  and  Niagra  Counties,  N.Y. 

Chicago,  Ill.:  Cook,  DuPage,  Kane,  Lake,  McHenry  and  Will 
Counties,  Ill. 

•Cleveland,  Ohio:  Cuyahoga  and  Lake  Counties,  Ohio 

Dallas,  Tex.:  Collin,  Dallas,  Denton,  and  Ellis  Counties,  Tex. 

Detroit,  Mich.:  Macomb,  Oakland,  and  Wayne  Counties,  Mich. 

•Houston,  Tex . :  Harris  County,  Tex . 

•Kansas  City,  Mo.-Kans.:  Clay  and  Jackson  Counties,  Mo.; 

Johnson  and  Wyandotte  Counties,  Kans. 

•Los  Angeles-Long  Beach,  Calif.:  Los  Angeles  and  Orange  Counties,  Calif. 

Minneapolis-St .  Paul,  Minn.:  Anoka,  Dakota,  Hennepin,  Ramsey,  and 
Washington  Counties,  Minn. 

Newark,  N.J.:  Essex,  Morris,  Union  Counties,  N.J. 

New  York,  N.Y.:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  Counties,  N.Y. 


Paterson-Clifton-Passaic,  N.J.:  Bergen  and  Passaic  Counties,  N.J. 

Philadelphia,  Pa.-N.J.:  Bucks,  Chester,  Delaware,  Montgomery,  and 
Philadelphia  Counties,  Pa.;  Burlington,  Camden,  and  Gloucester 
Counties,  N.J. 

Pittsburgh,  Pa.:  Alleghany,  Beaver,  Washington,  and  Westmoreland 
Counties,  Pa. 

•St.  Louis,  Mo. -Ill.:  St.  Louis  City,  Jefferson,  St.  Charles, 

St.  Louis  Counties,  Mo.;  Madison  and  St.  Clair  Counties,  Ill. 

•San  Franc isco-Oakland,  Calif.:  Alameda,  Contra  Costa,  Marin, 

San  Francisco,  San  Mateo,  and  Solano  Counties,  Calif. 

Seattle,  Wash.:  King  and  Snohomish  Counties,  Wash. 

Washington,  D.C.-Md  .-Va . :  District  of  Columbia;  Montgomery  and 
Prince  Georges  Counties,  Md.;  Alexandria  and  Falls  Church 
Cities,  Arlington  and  Fairfax  Counties,  Va. 


IE:  The  7  standard  metropolitan  statistical  areas  designated  by  an  asterisk  (*)  do  not  conform  to  the  most  recent  Bureau  of  the  Budget  definition 
of  the  areas  but  correspond  instead  to  the  previous  definition. 
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SALES  OF  ALL  RETAIL  STORES- 
FIRST  5  MONTHS  1962  THROUGH  1965 


[Not  adjusted  for  seasonal  variations  or  trading  day  differences] 


Percentage  figures  represent  percent  of  total  sales.  BUREAU  OF  THE  CENSUS 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL 

STORES.  UNITED  STATES  FOR  SELECTED  KINDS  OF 
BUSINESS-MAY  1965 

[Not  adjusted  for  seasonal  variations  and  holiday  differences] 

(Billions  of  dollars) 

0  1  2  3  4  5  6  7 


GENERAL 

MERCHANDISE 

GROUP 


FURNITURE  AND 
APPLIANCE 
GROUP 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


TOTAL  ALL  STORES 

1965 

1964 

a.o 

7.7 

’4 

8.5 

7.7 

*  10 

16.5 

15.4 

♦7 

i 

5  6  7 

BUREAU  OF  THE  CENSUS 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  May  1965  were  estimated  at  $23.8  bil¬ 
lion,  1  percent  above  sales  estimated  for  April  1965 
and  6  percent  above  May  1964.  After  adjustment  for 
seasonal  variations  and  trading  day  differences  but 
not  for  price  changes,  May  1965  sales  amounted  to 
$23.4  billion,  up  2  percent  from  April  1965  and  7 
percent  above  May  1964.  May  1965  adjusted  sales  of 
both  durable-goods  and  nondurable-goods  stores  in¬ 
creased  2  percent  from  the  previous  month.  May  1965 
adjusted  sales  of  durable-goods  stores  increased  7 
percent  and  adjusted  sales  of  nondurable-goods  stores 
increased  8  percent  from  May  1964. 


Based  on  adjusted  data  in  the  durable-goods  cate¬ 
gory  May  1965  sales  of  the  lumber,  building,  hard¬ 
ware,  and  farm  equipment  group  increased  7  percent 
from  April  1965  sales.  The  automotive  group  in¬ 
creased  2  percent  and  the  furniture  and  appliance 
group  increased  1  percent.  In  the  nondurable-goods 
category  the  month- to-month  increases  were:  the 
apparel  group,  up  6  percent;  the  general  merchandise 
group,  up  5  percent;  and  the  eating  and  drinking 
places,  up  2  percent.  The  food  group  showed  little 
change  from  April  1965. 


Adjusted  sales  for  May  1965  increased  from  May  1964 
for  all  major  kind-of -business  groups.  In  the  dur¬ 
able-goods  category  the  increases  were:  the  auto¬ 
motive  group,  up  10  percent;  the  lumber,  building, 
hardware,  and  farm  equipment  group,  up  5  percent; 
and  the  furniture  and  appliance  group,  up  1  percent. 


In  the  nondurable-goods  category  the  year-to-year 
comparisons  were:  the  general  merchandise  group,  up 
13  percent;  the  eating  and  drinking  places,  up  12 
percent;  the  food  group,  up  7  percent;  and  the  apparel 
group,  up  2  percent. 

Based  on  unadjusted  data,  the  4  regions  of  the 
United  States  had  total  sales  of  all  retail  stores 
for  May  1965, and  year-to-year  comparisons  as  follows: 
the  Northeastern  States — $6.0  billion,  up  4  percent; 
the  North  Central  States — $7.1  billion, up  7  percent; 
the  South — $6.6  billion, up  7  percent;  and  the  West — 
$4.1  billion,  up  5  percent. 

For  the  5  largest  standard  metropolitan  statistical 
areas,  the  total  unadjusted  retail  sales  for  all 
stores  ftar Msy  1965, and  year-to-year  comparisons  were: 
New  York — $1.4  billion,  up  1  percent;  Los  Angeles- 
Long  Beach,  Calif. — $1.1  billion,  up  1  percent; 
Chicago,  Ill. — $1.0  billion,  up  7  percent;  Detroit, 
Mich. — $0.6  billion,  up  11  percent;  Philadelphia, 
Pa. — $0.6  billion,  up  6  percent. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $16.5 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  May  31,  1965.  After  adjustment 
for  seasonal  variations  and  holiday  differences  but 
not  for  price  changes,  May  total  receivable  balances 
were  1  percent  above  the  April  1965  level  and  7  per¬ 
cent  above  May  1964.  Compared  with  May  1964  adjusted 
installment  account  balances  increased  10  percent 
and  adjusted  charge  account  balances  increased  4 
percent . 
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Table  1.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


1965 

1964 

Total  5 

months 

Jan. 

Feb. 

Mar. 

1  Apr. 

May1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

1%5 

1964 

Data  NOT  ADJUSTED  for 

seasonal  variations  or 

trading  day  differences 

United  States,  total2 . 

20,581 

19,608 

21, 915 

23,525 

23,843 

22,508 

22,242 

22, 145 

21,778 

21, 313 

22,605 

21,720 

27,719 

109,472 

102, 108 

Durable-goods  stores,  total . 

6,665 

6,664 

7,709 

8,061 

8,238 

7,693 

7,719 

7,  399 

7,011 

6,893 

7, 133 

6,813 

8,  201 

37, 337 

33, 947 

Nondurable-goods  stores,  total . 

13, 916 

12, 944 

14,  206 

15,464 

15,605 

14,815 

14,523 

14,746 

14,767 

14, 420 

15,472 

14, 907 

19,518 

72, 135 

68, 161 

Food  groups . 

5,242 

4,854 

5,158 

5,381 

5,426 

5,248 

5,114 

5,484 

5,283 

5,099 

5,528 

5,017 

5,762 

26,061 

24,904 

Grocery  stores  . 

4,786 

4,405 

4,684 

4,886 

4,916 

4,739 

4,613 

4,971 

4,780 

4,612 

5,031 

4,546 

5,208 

23,677 

22, 512 

Meat  markets . 

121 

115 

121 

125 

124 

127 

127 

125 

123 

117 

128 

113 

130 

606 

637 

Bakery  products  stores . 

95 

90 

97 

96 

94 

96 

92 

88 

94 

92 

99 

96 

106 

472 

467 

Eating  and  drinking  places . , _ 

1,559 

1,453 

1,595 

1,699 

1, 823 

1,650 

1,711 

1,7% 

1,805 

1,671 

1,688 

1,568 

1,658 

8, 129 

7,504 

Eating  places . 

1,114 

1, 036 

1,152 

1,  233 

1,  337 

1,179 

1,  239 

1,  293 

1,308 

1,  204 

1,  207 

1, 118 

1,170 

5,872 

5,270 

Restaurants,  cafeterias,  li  in  oh  rooms . 

937 

867 

954 

1,004 

1,063 

942 

983 

1,026 

1,047 

976 

989 

921 

975 

4,825 

4, 348 

Drinking  places . 

4-.5 

417 

443 

466 

486 

471 

472 

503 

497 

467 

481 

450 

488 

2,  257 

2,  234 

General  merchandise  group' . 

Department  stores  and  dry  goods,  general 

2,094 

1,998 

2,391 

2,779 

2,757 

2,479 

2,491 

2,  380 

2,591 

2,550 

2,801 

3,021 

5,048 

12, 019 

10, 839 

merchandise  stores . 

1,549 

1,427 

1,731 

2,026 

2, 017 

1, 800 

1,816 

1,714 

1, 865 

1, 857 

2, 056 

2,180 

3,673 

8,750 

7,779 

Department  stores . 

1,  254 

1,159 

1,418 

1,649 

1,648 

1,463 

1,481 

1,  384 

1,513 

1,519 

1,668 

1,761 

2, 977 

7, 128 

6,328 

Variety  stores . 

Mail  order  houses  (department  store 

311 

333 

371 

456 

444 

399 

395 

398 

421 

400 

430 

473 

901 

1, 915 

1,751 

merchandise) . . . 

135 

147 

192 

.  194 

189 

173 

170 

158 

195 

189 

209 

262 

341 

857 

816 

Apparel  group  2 . 

1,100 

917 

1,072 

1,411 

1,  281 

1,  282 

1,238 

1,118 

1,209 

1,  289 

1,  376 

1,355 

2,324 

5,781 

5,658 

Men's,  boys'  wear  stores3 . 

231 

181 

193 

257 

247 

240 

254 

221 

220 

234 

269 

273 

523 

1,109 

1,034 

Men's,  boys '  clothing,  furnishings  stores. 

224 

176 

187 

248 

241 

231 

247 

214 

214 

229 

261 

265 

513 

1,076 

1,000 

Women's  apparel,  accessory  stores  * . 

439 

378 

448 

555 

508 

506 

465 

427 

463 

497 

547 

539 

924 

2,  328 

2,253 

Women's  ready- to-vear  stores . 

382 

331 

395 

486 

444 

440 

401 

364 

402 

435 

480 

474 

806 

2,038 

1,  %0 

Family  clothing  stores . 

201 

168 

194 

261 

248 

252 

249 

217 

249 

250 

281 

270 

473 

1,072 

1,081 

Shoe  stores . 

183 

152 

190 

276 

228 

233 

217 

195 

212 

235 

215 

210 

306 

1,029 

1,043 

Furniture  and  appliance  group . 

953 

903 

1, 000 

1,000 

1,055 

1,043 

1, 112 

1,098 

1,111 

1,088 

1, 182 

1, 169 

1,488 

4,911 

4,845 

Furniture,  home  furnishings  stores . 

631 

598 

665 

671 

710 

685 

735 

708 

735 

696 

776 

752 

890 

3,  275 

3,170 

Furniture  stores . 

464 

423 

477 

482 

520 

497 

543 

532 

552 

508 

569 

550 

680 

2, 366 

2, 264 

Household  appliance,  TV,  radio  stores . 

322 

305 

335 

329 

345 

358 

377 

390 

376 

392 

406 

417 

598 

1,636 

1,675 

Household  appliance  dealers . 

Lumber,  building,  hardware,  farm  equipment 

228 

219 

243 

242 

262 

263 

282 

290 

274 

285 

287 

294 

417 

1, 194 

1,205 

group  ‘ . . 

957 

955 

1,158 

1,427 

1,586 

1,484 

1,  562 

1,500 

1,  389 

1,  397 

1,449 

1,241 

1,  242 

6,083 

5,854 

Lumber  yards,  building  materials  dealers  5... 

553 

528 

636 

759 

857 

801 

879 

872 

823 

814 

871 

743 

643 

3,333 

3,  216 

Lumber  yards . 

356 

335 

413 

494 

552 

525 

580 

564 

555 

544 

591 

489 

412 

2,150 

2, 122 

Hardware  stores . 

190 

169 

193 

240 

267 

246 

250 

237 

229 

231 

247 

252 

349 

1,059 

988 

Automotive  group . 

4,219 

4,247 

4,958 

5,036 

4,986 

4,551 

4,387 

4,159 

3,853 

3,728 

3,858 

3,713 

4,  370 

23,446 

20,423 

Passenger  car,  other  automotive  dealers . 

4,032 

4,069 

4,744 

4,780 

4,717 

4,289 

4,110 

3, 896 

3,611 

3,503 

3,614 

3,471 

4,057 

22,342 

19,344 

Passenger  car  dealers  6 . 

3,944 

3,973 

4,614 

4,604 

4,525 

4,141 

3,947 

3,723 

3,436 

3,385 

3,486 

3,  357 

3,947 

21,  660 

18,768 

Passenger  car  dealers  (franchised) . 

3,641 

3,657 

4,240 

4, 233 

4, 166 

3,809 

3,648 

3,437 

3, 157 

3,124 

3, 193 

3, 069 

3,677 

19, 937 

17,250 

Tire,  battery,  accessory  dealers . 

187 

178 

214 

256 

269 

262 

277 

263 

242 

225 

244 

242 

313 

1, 104 

1,079 

Gasoline  service  stations . 

1,679 

1, 561 

1,698 

1,769 

1,857 

1,708 

1, 754 

1,820 

1,801 

1,701 

1,761 

1,712 

1,790 

8,564 

7,956 

Drug  and  proprietary  stores . 

716 

692 

731 

736 

747 

713 

705 

707 

708 

701 

724 

689 

966 

3,622 

3,385 

Drug  stores . 

691 

669 

705 

707 

717 

689 

681 

677 

679 

667 

691 

661 

930 

3,489 

3,  277 

Liouor  stores . 

455 

433 

448 

482 

507 

485 

472 

500 

489 

475 

510 

518 

770 

2,325 

2, 225 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total2 . . . 

22,900 

23,  317 

22,805 

22, 865 

23, 375 

21,777 

21,773 

21, 935 

22, 266 

22,  254 

21, 383 

21,661 

22,781 

115,262 

106, 925 

Durable-goods  stores,  total . 

7, 855 

7,966 

7, 669 

7,550 

7,715 

7,  218 

7,002 

7,060 

7,  324 

7,541 

6,4% 

6,695 

7,645 

38,755 

35, 284 

Nondurable-goods  stores,  total . 

15,045 

15,351 

15,136 

15,315 

15,660 

14,559 

14,771 

14,875 

14,942 

14,713 

14, 887 

14,966 

15,136 

76,507 

71,641 

Pood  group . 

5,192 

5,338 

5,301 

5,400 

5,391 

5,034 

5,202 

5,261 

5,234 

5,250 

5,229 

5,258 

5,409 

26,622 

25  ,  232 

Grocery  stores  . 

4,714 

4,841 

4,809 

4, 910 

4, 894 

4,540 

4,704 

4,769 

4,743 

4,755 

4,736 

4,774 

4,913 

24,168 

22, 780 

Eating  and  drinking  places . 

1,704 

1,720 

1,699 

1,741 

1,772 

1,589 

1,623 

1,642 

1,633 

1,600 

1,637 

1,609 

1,653 

8,636 

7,945 

General  merchandise  group' . 

2,832 

2,848 

2,801 

2,781 

2, 926 

2,589 

2,620 

2,686 

2,734 

2,591 

2,664 

2,738 

2,762 

14, 188 

12,665 

Department  stores . 

1,715 

1,712 

1,666 

1,676 

1,755 

1,543 

1,533 

1,580 

1,630 

1,516 

1,568 

1,580 

1,600 

8,524 

7,479 

Variety  stores . 

439 

456 

454 

432 

474 

420 

427 

443 

439 

427 

429 

466 

442 

2,  255 

2,063 

Mail  order  houses  (department  store  mdse.).. 

193 

196 

208 

197 

210 

190 

200 

.192 

205 

192 

198 

191 

196 

1,004 

948 

Apparel  group' . . . 

1,327 

1, 335 

1,  261 

1,253 

1,326 

1,  295 

1,  322 

1,  316 

1,363 

1,  285 

1,301 

1,  310 

1,  300 

6,502 

6,  336 

Men's,  boys'  wear  stores" . 

258 

265 

253 

254 

262 

250 

244 

257 

269 

261 

259 

261 

257 

1,292 

1,  201 

Women's  apparel,  accessory  stores4 . 

531 

531 

513 

499 

516 

502 

522 

509 

519 

504 

512 

517 

518 

2,590 

2,485 

Shoe  stores..... . 

223 

219 

210 

205 

226 

223 

218 

217 

224 

206 

210 

229 

226 

1,083 

1,102 

Furniture  and  appliance  group . 

1,103 

1,081 

1,094 

1,086 

1,095 

1, 080 

1,108 

1, 107 

1,094 

1,067 

1,088 

1,098 

1, 113 

5,459 

5,355 

Furniture,  home  furnishings  stores . 

748 

715 

720 

706 

730 

699 

735 

709 

719 

679 

703 

701 

702 

3,619 

3,489 

Household  appliance,  TV,  radio  stores . 

355 

366 

374 

380 

365 

381 

373 

398 

375 

388 

385 

397 

411 

1,840 

1,866 

Lumber,  building,  hardware,  farm  equipment 

group  . . 

1,  377 

1,  352 

1, 303 

1,  337 

1,437 

1,370 

1,  339 

1,  294 

1,  273 

1,  285 

1,273 

1,256 

1,  310 

6,806 

6,521 

Lumber  yards,  building  materials  dealer**5... 

805 

756 

746 

738 

794 

754 

765 

732 

711 

729 

741 

721 

742 

3,  839 

3,697 

Hardware  stores . . . 

245 

235 

224 

230 

242 

220 

227 

222 

227 

237 

242 

261 

262 

1, 176 

1,081 

Automotive  group . . . 

4,709 

4,855 

4,592 

4,455 

4,539 

4,126 

3,  885 

3,989 

4,259 

4,531 

3,495 

3,685 

4,588 

23, 150 

20,159 

Passenger  car,  other  automotive  dealers . 

4,470 

4,608 

4,  352 

4,  204 

4, 284 

3,880 

3,645 

3,755 

4,025 

4,301 

3,  265 

3,428 

4,  344 

21, 918 

18, 950 

Tire,  battery,  accessory  dealers . . . 

239 

247 

240 

251 

255 

246 

240 

234 

234 

230 

230 

257 

244 

1,  232 

1, 209 

Gasoline  service  stations . . . . 

1,749 

1,798 

1,774 

1,798 

1,828 

1,670 

1,683 

1,701 

1,690 

1,695 

1,722 

1,738 

1,755 

8,947 

8,252 

Drug  and  proprietary  stores . . . 

734 

745 

74  8 

760 

747 

713 

721 

726 

722 

734 

739 

724 

731 

3,734 

3,464 

Liquor  stores . . . . . . 

499 

515 

504 

512 

526 

495 

503 

495 

494 

499 

503 

509 

508 

2,556 

2,425 

Note:  Sampling  variabilities  for  unadjusted  data  shown  in  table  13,  page  14. 

Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  U.  S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

3  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 
Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 
Includes  both  franchised  and  nonfranchised  car  dealers. 
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liable  2.— PERCENT  CHANCE  IN  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


+6 

+1 

+7 

+1 

+6 

+1 

Furniture  stores . 

+5 

+8 

44 

Floor  coverings  stores* . 

+1 

-8 

+1 

+7 

+2 

+10 

-4 

+5 

-2 

+5 

+1 

+6 

0 

+8 

-1 

TV,  radio  stores* . 

-13 

-5 

-6 

Food  group . 

+3 

+1 

+5 

Lumber,  building,  hardware,  farm  equip,  group - 

+7 

+11 

+4 

+4 

+1 

+5 

+7 

+13 

44 

-2 

-1 

-5 

+5 

+12 

+1 

+2 

+37 

-9 

+15 

+15 

4-6 

Candy,  nut,  confectionery  stores* . 

+17 

-7 

+15 

Heating  and  plumbing  equipment  dealers* . 

-21 

-3 

-20 

-2 

-2 

+1 

4-9 

+11 

+7 

-8 

+5 

-2 

+6 

48 

+3 

Automotive  group . 

+10 

-1 

+15 

+10 

+7 

48 

+9 

-2 

+15 

+13 

+8 

+11 

+9 

-2 

+16 

+13 

+6 

+11 

+3 

+5 

+2 

Drinking  places . 

+3 

+4 

+1 

jasoline  service  stations . 

49 

+5 

+8 

General  merchandise  group . 

+11 

-1 

+11 

Department  stores  and  dry  goods,  general 

Fuel,  fuel  oil  dealers* . 

+10 

-33 

49 

+12 

0 

+12 

+7 

-27 

+7 

+13 

0 

+13 

+13 

-37 

+11 

Variety  stores . 

+11 

-3 

+9 

Mail  order  houses  (department  store 

Drug  and  proprietary  stores . 

+5 

+1 

+7 

+9 

-3 

+5 

44 

+1 

46 

Liquor  stores . 

+5 

+5 

44 

0 

-9 

+2 

-1 

+23 

+9 

+4 

-3 

48 

+12 

+12 

+12 

+6 

-2 

+8 

( NA) 

-9 

(NA) 

-4 

-4 

0 

-6 

-6 

-7 

+1 

-9 

44 

+18 

-12 

+20 

-2 

-5 

-1 

0 

+s 

-8 

Women's  apparel,  accessory,  specialty  stores*.. 

0 

-5 

-2 

Dptical  goods  6tores* . 

+6 

0 

+10 

-2 

-17 

-1 

-15 

0 

-38 

Percent  changes  in  sales — 

Percent  changes  in 

sales — 

all  retail  stores 

all  retail  stores 

May  1965 

5  mos. 

May  1965 

Kind  of  business 

from — 

1965 

Kind  of  business 

from — 

1965 

from 

May 

April 

5  mos. 

May 

April 

5  mos. 

1964 

1965 

1964 

1964 

1965 

1964 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+7 

+2 

48 

+1 

+1 

+2 

+7 

+2 

+10 

Furniture,  home  furnishings  stores . 

44 

-4 

+3 

-4 

+4 

-1 

48 

+2 

+7 

+7 

0 

+6 

Lumber,  building,  hardware,  farm  equip,  group - 

+5 

+7 

44 

48 

0 

46 

+5 

48 

44 

+10 

+5 

+9 

+12 

+2 

49 

+13 

+5 

+12 

Automotive  group . . . 

+10 

+10 

+2 

+15 

+16 

+2 

+14 

+5 

+14 

Passenger  car  and  other  automotive  dealers . 

+2 

+13 

+10 

+9 

Tire,  battery,  accessory  dealers . 

Mail  order  houses  (department  store 

+11 

+7 

46 

49 

+2 

48 

+2 

+3 

4-5 

4-3 

48 

Drug  and  proprietary  stores . 

+5 

-2 

+8 

4-3 

+3 

+4 

Shoe  stores . 

+1 

+10 

-2 

(Liquor  stores . 

46 

+3 

♦5 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  14,  page  14,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with 
an  asterisk,  see  table  15,  page  14. 

*  See  Explanatory  Materials,  page  22. 

NA  Not  available. 
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Table  3. —ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total 

months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,699 

4,368 

4,972 

r5,594 

5,507 

5,233 

5,107 

5,169 

5,202 

5,133 

5,637 

5,451 

7,734 

25, 140 

23,758 

Direble-goods  stores,  total . 

322 

311 

374 

r  419 

437 

421 

450 

457 

444 

438 

436 

452 

560 

1,863 

1,795 

Nondurable-goods  stores,  total . 

4,377 

4,057 

4,598 

5,175 

5,070 

4,812 

4,657 

4,712 

4,758 

4,695 

5,201 

4,999 

7,174 

23,277 

21,963 

Food  group . ^ . . . . 

2,184 

2,011 

2, 140 

2,  290 

2,232 

2, 184 

2,041 

2,  219 

2,082 

2,063 

2,  359 

2,041 

2,417 

10,857 

10,412 

Grocery  stores  . 

2, 125 

1,952 

2,081 

2,  222 

2,163 

2, 125 

1,981 

2,158 

2,021 

1,  999 

2,  293 

1, 981 

2,332 

10,543 

10,138 

Eating  and  drinking  places . 

115 

111 

126 

132 

140 

120 

131 

134 

138 

129 

127 

120 

123 

624 

544 

General  merchandise  group . 

1,375 

1,  286 

1,580 

rl,  868 

1,863 

1, 6% 

1,698 

1,605 

1,756 

1,717 

1, 877 

2,004 

3, 358 

7,972 

7, 360 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,016 

904 

1,134 

"1,353 

1,357 

1,  232 

1,  232 

1,155 

1,261 

1,243 

1,  360 

1,426 

2, 377 

5,764 

5,265 

Department  stores . 

887 

793 

994 

1, 175 

1, 184 

1,074 

1,075 

1,003 

1,089 

1,079 

1, 182 

1, 247 

2,089 

5,033 

4,597 

Variety  stores . 

229 

246 

280 

345 

336 

306 

304 

299 

320 

305 

330 

350 

675 

1,436 

1, 345 

Apparel  group . 

263 

225 

290 

406 

349 

350 

335 

292 

329 

341 

361 

367 

626 

1,533 

1,494 

Men's,  boys'  wear  stores2 . . . 

28 

22 

25 

36 

34 

33 

32 

26 

25 

28 

36 

37 

67 

145 

136 

Women's  apparel,  accessory  stores3 . 

106 

93 

124 

162 

147 

148 

144 

1 25 

143 

140 

153 

161 

272 

632 

619 

Women's  ready-to-wear  stores . 

98 

86 

115 

149 

135 

136 

132 

114 

133 

130 

141 

150 

250 

583 

570 

3ioe  stores . 

74 

65 

81 

124 

97 

100 

94 

82 

91 

103 

90 

91 

147 

441 

444 

Furniture  and  appliance  group . 

86 

84 

102 

104 

108 

103 

105 

103 

104 

108 

111 

117 

146 

484 

452 

Tire,  battery,  accessory  dealers . . 

80 

74 

89 

108 

115 

106 

115 

108 

101 

93 

104 

102 

142 

466 

431 

Drug  and  proprietary  stores . 

149 

145 

162 

167 

169 

152 

152 

153 

151 

154 

160 

155 

252 

792 

719 

Liquor  stores . 

95 

93 

101 

104 

108 

102 

97 

100 

103 

100 

112 

114 

184 

501 

481 

Data 

ADJUST  El 

for  see 

sonal  ve 

ri at ions 

and  tre 

ding  day 

differe 

nces 

United  States,  total . 

5,367 

5,439 

5,397 

"5,470 

5,619 

5,165 

5,240 

5,311 

5,366 

5,296 

5,309 

5,382 

5,440 

27,292 

25,596 

Grocery  stores . 

2, 045 

2,133 

2, 117 

2, 164 

2, 176 

1, 999 

2, 066 

2, 084 

2,083 

2,105 

2,113 

2,  no 

2, 174 

10,635 

10, 143 

Eating  and  drinking  places . 

124 

127 

128 

134 

137 

115 

127 

126 

130 

125 

123 

'.122 

122 

650 

560 

General  merchandise  group . 

1,897 

1,870 

1,867 

[1,842 

1,968 

1,768 

1, 759 

1,791 

1,830 

1, 755 

1,783 

1, 830 

1,819 

9,444 

8,648 

Department  stores . 

1,  223 

1,180 

1, 164 

rl,  163 

1,238 

1,110 

1,087 

1,124 

1,154 

1, 093 

1, 113 

1,147 

1, 145 

5,968 

5,381 

Variety  stores . 

336 

344 

343 

325 

359 

320 

324 

329 

328 

327 

325 

344 

330 

1,707 

1,604 

Apparel  group . , . 

355 

347 

333 

346 

352 

348 

349 

351 

369 

337 

341 

349 

353 

1,733 

1,690 

Men's,  boys'  wear  stores  * . . . 

33 

34 

30 

36 

35 

34 

32 

33 

33 

33 

33 

32 

32 

168 

158 

Women's  apparel,  accessory  stores. . 

151 

145 

143 

144 

146 

146 

153 

149 

156 

142 

144 

149 

148 

729 

712 

Shoe  stores . 

94 

92 

89 

93 

96 

95 

91 

% 

103 

92 

90 

100 

100 

464 

468 

Tire,  battery,  accessory  dealers . 

105 

106 

102 

107 

109 

99 

100 

% 

100 

97 

100 

106 

103 

529 

488 

Drug  and  proprietary  stores . 

159 

163 

169 

177 

174 

157 

156 

161 

158 

165 

167 

160 

163 

842 

761 

r  Revised. 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  May  1965  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending  May  8  -  507: 
May  15  =  499;  May  22  -  495;  May  29  -  522. 

2  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


1965 

1964 

Total 

months 

Jan. 

Feb. 

Mar.  | 

Apr. 

May1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total.2. . 

5,735 

5,391 

6,099 

6,794 

6,719 

6,253 

6,109 

6,157 

6,230 

6,186 

6,766 

6,566 

9,  280 

30,738 

28,316 

Food  group . 

2,515 

2,328 

2,476 

2,630 

2,576 

2,444 

2,  292 

2,503 

2,  384 

2, 358 

2,679 

2,  359 

2,798 

12,525 

11,690 

Grocery  stores . 

2,428 

2,242 

2,  385 

2,529 

2,473 

2,  359 

2,206 

2,413 

2,  290 

2,262 

2,580 

2,265 

2,672 

12,057 

11, 286 

Eating  and  drinking  places . 

184 

172 

191 

200 

213 

171 

190 

196 

200 

187 

191 

185 

193 

960 

772 

General  merchandise  group2 . 

Department  stores  and  dry  goods,  general 

1,521 

1,441 

1,760 

2,062 

2,054 

1,849 

1, 860 

1,731 

1,  8% 

1,858 

2,035 

2, 196 

3,718 

8,838 

8,031 

merchandise  stores . 

1,142 

1,034 

1,287 

1,515 

1,518 

1,  369 

1,  382 

1,  267 

1,385 

1, 370 

1,503 

1,585 

2,687 

6,496 

5,860 

Department  stores . 

981 

894 

1,115 

1,  301 

1,  309 

1,178 

1, 190 

1,085 

1, 182 

1, 180 

1,296 

1,  367 

2,  299 

5,600 

5,047 

Drug  and  proprietary  stores . 

183 

178 

195 

198 

202 

180 

182 

185 

187 

188 

193 

187 

304 

956 

842 

Preliminary  estimates,  see  Explanatory  Material,  page  21. 

U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 


7 


Table  5.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  REGIONS  AND  KIND  OF  BUSINESS 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Region  and  kind  of  business 

1965 

1964 

Percent  change 

Jan. -May 
1965 

May  1%5 
from-- 

Jan. 

Feb. 

Mar. 

|  Apr. 

May1 

May  | 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

from 
Jan. -May 
1%4 

May 

1964 

Apr. 

1%5 

THE  NORTHEASTERN  STATES 

TOTAL2 . 

5,276 

4,955 

5,513 

5,953 

5,967 

5,734 

5,671 

5,508 

5,435 

5,362 

5,673 

5,581 

7, 337 

+6 

+4 

0 

1,498 

1,457 

1,722 

1,838 

1,881 

1, 817 

1,775 

1,605 

1,587 

1,498 

1,553 

1,578 

1,964 

+8 

44 

+2 

Nondurable-goods  stores,  total . . . 

3,778 

3,498 

3,791 

4,115 

4,086 

3, 917 

3,896 

3,903 

3,848 

3,864 

4,120 

4,003 

5,  373 

+5 

+4 

-1 

1,483 

1,358 

1,445 

1,527 

1,530 

1,484 

1,450 

1,564 

1,470 

1,438 

1,552 

1,406 

1,626 

+4 

+3 

0 

1,258 

1,144 

1,  223 

1,301 

1,296 

1,  249 

1,  217 

1,324 

1,237 

1,204 

1,310 

1,178 

1,  360 

+5 

+4 

0 

Eating  and  drinking  places . 

447 

432 

482 

509 

541 

508 

528 

542 

541 

500 

500 

464 

495 

+7 

+6 

46 

1,091 

1,004 

1,172 

1,376 

1,376 

1,314 

1, 338 

1, 209 

1, 261 

1, 348 

1,464 

1,542 

2,504 

44 

+5 

0 

General  merchandise  group . 

511 

487 

576 

666 

673 

585 

608 

567 

598 

635 

695 

764 

1,  323 

+15 

+15 

+1 

327 

302 

367 

421 

429 

368 

383 

345 

364 

402 

440 

464 

806 

+17 

+17 

+2 

351 

293 

344 

448 

421 

435 

430 

343 

367 

419 

443 

440 

741 

-2 

-3 

-6 

Furniture  and  appliance  group . 

229 

224 

252 

262 

282 

294 

300 

299 

296 

294 

326 

338 

440 

-7 

-4 

+8 

Lumber,  bldg.,  hdve.,farm  equip,  grp. 

Gasoline  service  stations . 

304 

289 

312 

327 

342 

325 

327 

342 

338 

314 

317 

307 

312 

+5 

+5 

+5 

Drug  and  proprietary  stores . 

164 

154 

162 

165 

168 

152 

160 

160 

157 

161 

166 

158 

211 

+9 

+11 

+2 

THE  NORTH  CENTRAL  STATES 

TOTAL2 . 

5,881 

5,593 

6,387 

7,002 

7,138 

6,674 

6,549 

6,558 

6,362 

6,341 

6,885 

6,514 

8,030 

+8 

+7 

+2 

Durable-goods  stores,  total . 

1,877 

1, 879 

2, 272 

2,481 

2,476 

2, 242 

2,284 

2,  226 

2,036 

2,101 

2,  254 

2,097 

2,406 

+12 

+10 

0 

Nondurable-goods  stores,  total . . . 

4,004 

3,714 

4,115 

4,521 

4,662 

4,432 

4, 265 

4,332 

4,326 

4,240 

4,631 

4,417 

5,624 

+6 

+5 

+3 

Food  group . 

1,433 

1,320 

1,401 

1,466 

1,489 

1,472 

1,428 

1,509 

1,470 

1,406 

1,536 

1,384 

1,574 

+2 

+1 

+2 

Grocery  stores . 

1,328 

1,220 

1,  296 

1,346 

1,362 

1,  349 

1, 302 

1, 386 

1,345 

1,288 

1,412 

1,268 

1,441 

+3 

+1 

+1 

Eating  and  drinking  places . 

461 

425 

466 

509 

555 

493 

510 

538 

544 

505 

520 

474 

491 

+8 

+13 

+9 

GAP3,  total . 

1, 195 

1,086 

1,321 

1,532 

1,498 

1, 386 

1, 393 

1,343 

1,424 

1,438 

1,576 

1,646 

2,554 

+8 

+8 

-2 

General  merchandise  group . 

638 

613 

747 

878 

880 

785 

796 

749 

824 

817 

896 

%6 

1,540 

+10 

+12 

0 

Department  stores . 

382 

353 

436 

522 

528 

468 

476 

434 

480 

487 

532 

555 

916 

+10 

+13 

+1 

Apparel  group . 

293 

231 

282 

372 

333 

327 

298 

286 

299 

325 

357 

358 

600 

+7 

+2 

-10 

Furniture  and  appliance  group . 

264 

242 

292 

282 

285 

274 

299 

308 

301 

2% 

323 

322 

414 

44 

+4 

+1 

Lumber,  bldg.,  hdwe.,farm  equip,  grp. 

330 

308 

401 

519 

579 

533 

571 

557 

514 

555 

580 

463 

473 

+1 

+9 

+12 

Automotive  group . 

1,144 

1,186 

1,430 

1,528 

1,459 

1,285 

1, 250 

1,207 

1,059 

1,061 

1,176 

1, 126 

1,  256 

+19 

+14 

-5 

Gasoline  service  stations . 

560 

512 

548 

577 

606 

551 

542 

576 

566 

546 

583 

562 

595 

+10 

+10 

+5 

Drug  and  proprietary  stores . 

217 

207 

215 

216 

218 

214 

205 

213 

212 

214 

227 

213 

299 

+7 

+2 

+1 

THE  SOOTH 

TOTAL2 . 

5,704 

5,511 

6,098 

6,558 

6,646 

6, 198 

5, 994 

6,013 

5,919 

5,687 

6,038 

5,748 

7,458 

+9 

+7 

+1 

Durable-goods  stores,  total . 

2,019 

2,074 

2,  311 

2,377 

2,473 

2,  303 

2,228 

2,159 

2,021 

1,990 

2,028 

1,895 

2, 371 

+11 

+7 

44 

Nondurable-goods  stores,  total... 

3,685 

3,437 

3,787 

4,181 

4,173 

3,895 

3,766 

3,865 

3,898 

3,697 

4,010 

3,853 

5,087 

+8 

+7 

0 

Food  group . 

1,  399 

1, 308 

1,  386 

1,448 

1,464 

1,373 

1,352 

1,456 

1,403 

1,341 

1,469 

1,343 

1,535 

+8 

+7 

+1 

Grocery  stores . 

1,  336 

1,  235 

1, 309 

1,369 

1,382 

1,304 

1,285 

1,  381 

1, 329 

1,275 

1,403 

1,278 

1,458 

+8 

46 

+1 

Eating  and  drinking  places . 

355 

323 

354 

381 

400 

357 

359 

381 

381 

353 

354 

336 

357 

+11 

+12 

+5 

GAF3,  total . 

1,130 

1,050 

1,206 

1,438 

1,383 

1,286 

1,258 

1, 220 

1,346 

1,  280 

1,422 

1,422 

2, 331 

+9 

+8 

General  merchandise  group . 

550 

528 

634 

752 

726 

673 

633 

613 

680 

631 

714 

748 

1,  280 

+9 

+8 

-3 

Department  stores . 

277 

256 

323 

377 

365 

337 

323 

311 

351 

328 

373 

385 

656 

+11 

+8 

-3 

Apparel  group . 

303 

260 

297 

407 

356 

333 

312 

308 

349 

342 

380 

364 

652 

46 

+7 

-13 

Furniture  and  appliance  group . 

277 

262 

275 

279 

301 

280 

313 

299 

317 

307 

328 

310 

399 

+13 

+8 

+8 

Lumber,  bldg.,  hdwe.,farm  equip,  grp. 

293 

296 

323 

411 

428 

436 

418 

387 

338 

352 

370 

329 

329 

+3 

-2 

Automotive  group . 

1,303 

1,  359 

1,541 

1,523 

1,571 

1,412 

1, 312 

1,290 

1,170 

1,146 

1,159 

1,073 

1,337 

+13 

+11 

+3 

Gasoline  service  stations . 

498 

460 

508 

528 

554 

512 

538 

543 

538 

496 

511 

501 

531 

+7 

+8 

♦5 

Drug  and  proprietary  stores . 

197 

196 

207 

205 

206 

201 

196 

190 

193 

185 

191 

185 

257 

+8 

+2 

0 

THE  VEST 

TOTAL2 . 

3,720 

3,549 

3,  917 

4,012 

4,092 

3,902 

4,028 

4,066 

4,062 

3,923 

4,009 

3,877 

4,894 

46 

+5 

+2 

IXirable-goode  stores,  total . 

1,271 

1, 254 

1,404 

1,365 

1,408 

1,331 

1,432 

1,409 

1,367 

1,304 

1,298 

1,243 

1,460 

+8 

+6 

+3 

Nondurable-goods  stores,  total... 

2,449 

2,295 

2,513 

2,647 

2,684 

2,571 

2,5% 

2,657 

2,695 

2,619 

2,711 

2,634 

3,434 

+4 

+4 

+1 

Food  group . 

927 

868 

926 

940 

943 

919 

884 

955 

940 

914 

971 

884 

1,027 

44 

+3 

0 

Grocery  stores . 

864 

806 

856 

870 

876 

837 

809 

880 

869 

845 

906 

822 

949 

+5 

♦5 

♦1 

Eating  and  drinking  places . 

296 

273 

293 

300 

327 

292 

314 

335 

339 

313 

314 

294 

315 

+8 

+12 

49 

GAF3,  total . 

731 

678 

764 

844 

836 

818 

852 

824 

880 

861 

897 

935 

1,471 

+3 

+2 

-1 

General  merchandise  group . 

395 

370 

434 

483 

478 

436 

454 

451 

489 

467 

4% 

543 

905 

+9 

+10 

-1 

Department  stores . 

Apparel  group . 

153 

133 

149 

184 

171 

187 

198 

181 

194 

203 

196  193  331 

-9 

-7 

Gasoline  service  stations . 

317 

300 

330 

337 

355 

320 

347 

359 

359 

345 

350 

342 

352 

+8 

♦11 

♦5 

Drug  and  proprietary  stores . 

138 

135 

147 

150 

155 

146 

144 

144 

146 

141 

140 

133 

199 

44 

46 

*3 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  16.)  States  in  geographic  regions  are  shown  on  page  27. 

Preliminary  estimates. 

*  Totals  include  data  for  kinds  of  business  not  shown  separately. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department- store  types  of  merchandise. 
(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  from  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percent  charge  and 
between  3.1  and  4.5  for  the  percent  change  over  2  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 
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Table  6.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  GEOGRAPHIC  DIVISIONS  AND  KIND  OF  BUSINESS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Geographic  division  and 
kind  of  business 


New  England  Division,  total* 1 2. 

Durable-goods  stores . 

Nondurable-goods  stores .... 

Food  group . 

OAF3,  total . 

General  merchandise  group 
Gasoline  service  stations.. 


Middle  Atlantic  Division,  total2 . . . 

Durable-goods  stores . 

Nondurable-goods  stores . 

Eating  and  drinking  places . 

GAF3,  total . 

General  merchandise  group . 

Apparel  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


East  North  Central  Division,  total 

Durable-goods  stores . 

Nondurable -goods  stores . 

Food  group . 

Eating  and  drinking  places . 

GAF',  total . 

General  merchandise  group . 

Apparel  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

West  North  Central  Division,  total2 

Durable-goods  stores . 

Nondurable-goods  stores . 

Food  group . 

GAF3,  total . 

General  merchandise  group . 

Gasoline  service  stations . 

South  Atlantic  Division,  total2  .... 

Durable-goods  stores . 

Nondurable-goods  stores . 

Eating  and  drinking  places . 

GAF\  total . 

General  merchandise  group . 

Apparel  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

East  South  Central  Division,  total2 
Nondurable-goods  stores . 

Food  group . . 

GAF3,  total . 

General  merchandise  group . 

Gasoline  service  stations . 


West  South  Central  Division,  total2. 

Durable-goods  stores . . 

Nondurable-goods  stores . 

Food  group . 

Eating  and  drinking  places . 

GAF3,  total . 

General  merchandise  group . 

Mountain  Division,  total2 . 

Nondurable-goods  stores . 

Food  group . 

GAT3,  total . 

General  merchandise  group . 

Pacific  Division,  total2 . 

Durable-goods  stores . 

Nondurable-goods  stores . 

Food  group . . . 

Eating  and  drinking  places . 

GAF3,  total . 

General  merchandise  group . 

Gasoline  service  stations . 


Percent  change 


Jan. -May 
1%5 
from 

May  1965 

Jan. 

Feb. 

Mar. 

Apr. 

May3 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan. -May 
1964 

May 

1964 

Apr. 

1965 

1,373 

1,252 

1,377 

1,479 

1,454 

1,423 

1,439 

1,417 

1,422 

1,  380 

1,427 

1,419 

1,936 

+8 

+  2 

-2 

421 

395 

474 

511 

506 

513 

493 

430 

444 

415 

417 

432 

568 

+8 

-1 

-1 

952 

857 

903 

968 

948 

910 

946 

987 

978 

965 

1, 010 

98*7 

1,368 

+8 

+4 

-2 

368 

327 

343 

355 

361 

353 

362 

403 

382 

364 

386 

349 

.  405 

+13 

+2 

+  2 

244 

222 

255 

309 

306 

289 

305 

277 

298 

306 

315 

338 

616 

+6 

+6 

-1 

114 

110 

131 

153 

153 

128 

146 

137 

146 

142 

149 

165 

320 

+  28 

+  20 

0 

61 

75 

84 

87 

89 

87 

90 

95 

91 

88 

86 

80 

82 

+6 

+2 

+  2 

3,903 

3,703 

4, 136 

4,474 

4,513 

4,311 

4, 232 

4,091 

4,013 

3,982 

4,246 

4,162 

5,401 

+5 

+5 

+  1 

1,077 

1,062 

1,  248 

1,327 

1,  375 

1,  304 

1,  282 

1,175 

1,143 

1,083 

1, 136 

1,146 

1,  396 

+8 

+5 

+4 

2,826 

2,641 

2, 888 

3,147 

3,138 

3,007 

2,950 

2,916 

2, 870 

2,899 

3,110 

3,016 

4,005 

+4 

+4 

0 

350 

342 

388 

411 

433 

406 

417 

424 

423 

387 

388 

357 

381 

+6 

+7 

+5 

847 

782 

917 

1,067 

1,070 

1,025 

1,033 

932 

%3 

1,042 

1,149 

1,  204 

1,888 

+4 

+4 

0 

397 

377 

445 

513 

520 

457 

462 

430 

452 

493 

546 

599 

1,003 

+  12 

+14 

+1 

269 

230 

274 

354 

334 

349 

348 

272 

284 

324 

351 

345 

565 

-3 

-4 

-6 

223 

214 

228 

240 

253 

238 

237 

247 

247 

226 

231 

227 

230 

+5 

+6 

+5 

116 

111 

119 

122 

125 

111 

116 

114 

111 

118 

122 

114 

146 

+  8 

+  13 

+2 

4,209 

4,011 

4,592 

4,988 

5,079 

4,778 

4,656 

4,581 

4,489 

4,464 

4,882 

4,653 

5,738 

+7 

+6 

+  2 

1,  +;92 

1,  295 

1,586 

1,701 

1,694 

1,574 

1,579 

1,479 

1,370 

1,424 

1,  562 

1,455 

1,656 

+  10 

+  8 

0 

2,917 

2,716 

3,006 

3,  287 

3,  385 

3,204 

3,077 

3,102 

3,119 

3,040 

3,320 

3, 198 

4,082 

+6 

+6 

+3 

1,090 

1,009 

1,073 

1, 119 

1,131 

1, 116 

1,074 

1, 126 

1,101 

1,046 

1,142 

1,041 

1,187 

+  3 

+  1 

+  1 

344 

31 3 

345 

378 

416 

359 

372 

390 

400 

369 

380 

348 

361 

+  10 

+  16 

+  10 

876 

799 

985 

1,128 

1,103 

1,023 

1,019 

965 

1,031 

1, 050 

1,148 

1,  208 

1,880 

+8 

+  8 

-2 

463 

449 

551 

640 

644 

577 

581 

539 

594 

5% 

644 

706 

1, 115 

+  9 

+  12 

+  1 

219 

173 

214 

282 

253 

250 

227 

213 

230 

243 

269 

271 

459 

+6 

+  1 

-10 

369 

346 

363 

378 

399 

355 

352 

379 

379 

364 

394 

375 

392 

+9 

+  12 

+6 

159 

151 

157 

158 

161 

159 

152 

157 

134 

154 

165 

157 

220 

+7 

+  1 

+2 

1,672 

1,582 

1,795 

2,014 

2,059 

1,896 

1, 893 

1,977 

1,873 

1, 877 

2,003 

1,861 

2, 292 

+9 

+9 

+2 

585 

584 

686 

780 

782 

668 

705 

747 

666 

677 

692 

642 

750 

+  17 

+  17 

0 

1,087 

998 

1,109 

1,234 

1,277 

1,228 

1,188 

1,  230 

1,  207 

1,  200 

1, 311 

1,219 

1,542 

+5 

+4 

+  3 

343 

311 

328 

347 

358 

356 

354 

383 

369 

360 

394 

343 

387 

+  1 

+1 

+3 

319 

287 

336 

404 

395 

363 

374 

378 

393 

388 

428 

438 

674 

+9 

+  9 

-2 

175 

164 

196 

238 

236 

208 

215 

210 

230 

221 

252 

260 

425 

+  11 

+  13 

-1 

191 

166 

185 

199 

207 

1% 

190 

197 

187 

182 

189 

187 

203 

+  13 

+6 

+4 

2,826 

2, 700 

2, 968 

3,202 

3, 236 

3,035 

2, 938 

2, 919 

2, 936 

2,786 

2, 974 

2,871 

3,794 

+9 

+7 

+1 

949 

959 

1,056 

1,101 

1,144 

1, 107 

1,066 

1,003 

977 

948 

973 

911 

1, 143 

+  9 

+  3 

+4 

1,877 

1,741 

1,912 

2,101 

2,092 

1,928 

1, 872 

1, 916 

1, 959 

1,838 

2,001 

1,960 

2,651 

+  9 

+  9 

0 

193 

177 

192 

204 

210 

184 

189 

208 

213 

195 

193 

182 

199 

+  14 

+  14 

+  3 

590 

559 

642 

748 

723 

651 

641 

607 

680 

660 

737 

754 

1,254 

+  13 

+  11 

-3 

290 

284 

341 

396 

386 

345 

330 

311 

346 

323 

364 

397 

690 

+  13 

+  12 

-3 

159 

138 

157 

206 

179 

162 

157 

150 

180 

177 

192 

191 

352 

+  10 

+  10 

-13 

238 

216 

238 

252 

261 

241 

248 

256 

258 

236 

251 

242 

255 

+8 

+8 

+4 

101 

98 

103 

100 

100 

97 

97 

94 

97 

91 

94 

93 

131 

+  12 

+  3 

0 

1,048 

1,010 

1,120 

1,  260 

1,282 

1, 195 

1,144 

1, 129 

1, 117 

1, 103 

1,161 

1,093 

1, 372 

+7 

+7 

+  2 

671 

628 

690 

790 

7% 

749 

703 

713 

724 

712 

772 

716 

921 

+6 

+6 

+1 

274 

254 

272 

287 

296 

276 

264 

279 

274 

266 

298 

269 

300 

+10 

+7 

+  3 

201 

190 

217 

277 

264 

251 

235 

225 

243 

231 

257 

245 

410 

+5 

+5 

-5 

106 

99 

119 

148 

143 

133 

123 

118 

126 

121 

139 

134 

232 

+8 

+  8 

-3 

94 

89 

97 

102 

107 

107 

109 

112 

116 

111 

109 

102 

105 

-1 

0 

+5 

1,830 

1,801 

2,010 

2,0% 

2,128 

1,968 

1,912 

1, 965 

1,866 

1,798 

1,903 

1,784 

2, 292 

+9 

+8 

+2 

+5 

0 

1, 137 

1,068 

1, 185 

1,  290 

1, 285 

1,  218 

1, 191 

1,  225 

1,  215 

1,147 

1,  237 

1,177 

1,515 

+  5 

+6 

433 

417 

449 

461 

466 

441 

439 

475 

453 

435 

460 

414 

469 

+5 

+6 

+  1 

107 

97 

108 

118 

128 

115 

118 

121 

114 

108 

111 

106 

107 

+  10 

+  11 

+  8 

339 

301 

347 

413 

396 

384 

382 

388 

423 

389 

428 

423 

667 

+6 

+  3 

-4 

154 

145 

174 

208 

197 

195 

180 

184 

208 

187 

211 

217 

358 

+4 

+  1 

-5 

771 

717 

853 

881 

898 

837 

901 

907 

918 

848 

879 

827 

1,026 

+6 

+7 

+  2 

511 

473 

542 

575 

577 

544 

575 

603 

610 

570 

583 

562 

721 

+  3 

+6 

+4 

+4 

0 

+1 

0 

134 

123 

141 

166 

166 

159 

164 

163 

177 

160 

169 

173 

276 

+  1 

70 

63 

76 

89 

88 

88 

89 

87 

98 

84 

90 

95 

167 

0 

0 

-1 

2,949 

2, 832 

3,064 

3,131 

3,194 

3,065 

3,127 

3,159 

3,144 

3,075 

3, 130 

3,050 

3,868 

+6 

+4 

+  2 

1,011 

1, 010 

1,093 

1,059 

1,087 

1,038 

1, 106 

1, 105 

1,059 

1,026 

1,002 

978 

1,155 

+7 

+5 

+3 

1, 938 

1,822 

1, 971 

2,072 

2, 107 

2,027 

2,021 

2,054 

2,085 

2,049 

2, 128 

2, 072 

2, 713 

+5 

+4 

727 

681 

723 

737 

738 

722 

694 

751 

741 

721 

756 

686 

799 

+5 

+  2 

0 

248 

229 

240 

242 

263 

237 

249 

263 

269 

248 

254 

243 

262 

+8 

+  11 

+9 

597 

555 

623 

678 

670 

659 

688 

661 

703 

701 

728 

762 

1,195 

+3 

+  2 

-1 

325 

307 

358 

394 

390 

348 

365 

364 

391 

383 

406 

448 

738 

+12 

+12 

-1 

229 

219 

232 

238 

249 

233 

239 

242 

239 

234 

249 

246 

251 

+6 

+7 

+5 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  17.)  States  in  geographic  divisions  are  shown  on  page  27. 

1  Preliminary  estimates. 

2  Totals  include  data  for  kinds  of  business  not  shown  separately. 

3  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department- store  types  of  merchandise. 
(C)  See  footnote  to  table  5. 


Table  7.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 
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State  and  kind  of  business 

1965 

*  1964 

Percent  change 

Jan. 

Feb. 

Mar. 

Apr. 

May* 1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan. -May 
1965 
from 

Jan. -May 
1964 

May 

1965 

from 

May 

1964 

Cali f omia ,  total . 

2,295 

2,202 

2,328 

2,373 

2,416 

2,354 

2,389 

2,375 

2,336 

2,300 

2,355 

2,344 

2,999 

+5 

43 

Nondurable -goods  stores . 

1,476 

1,380 

1,477 

1,551 

1,583 

1,540 

1,540 

1,537 

1,542 

1,514 

1,606 

1,569 

2,116 

44 

43 

GAF2 . 

471 

446 

490 

536 

528 

514 

562 

515 

544 

535 

558 

596 

979 

+5 

43 

Florida,  total . 

703 

674 

720 

721 

684 

633 

609 

590 

577 

581 

646 

614 

855 

4-13 

48 

Nondurable -goods  stores . . 

483 

447 

484 

499 

462 

417 

400 

404 

403 

380 

425 

430 

605 

4-14 

411 

Illinois,  total . 

1,222 

1,164 

1,373 

1,498 

1,509 

1,427 

1,394 

1,316 

1,295 

1,292 

1,391 

1,399 

1,713 

46 

46 

Nondurable -goods  stores . 

905 

845 

972 

1,061 

1,081 

1,057 

1,002 

949 

962 

947 

1,014 

1,017 

1,294 

4-5 

42 

GAF2 . 

284 

265 

341 

384 

376 

351 

360 

308 

341 

344 

381 

419 

623 

4-8 

47 

Indiana,  total . 

543 

540 

623 

678 

692 

648 

608 

590 

566 

575 

626 

572 

692 

48 

47 

Massachusetts,  total . 

666 

620 

690 

736 

722 

697 

675 

630 

623 

621 

643 

663 

888 

49 

44 

Nondurable-goods  stores . 

450 

415 

442 

474 

465 

441 

442 

431 

434 

436 

473 

467 

620 

49 

45 

Michigan,  total . 

950 

874 

998 

1,055 

1,078 

1,024 

991 

1,004 

974 

991 

1,091 

1,043 

1,292 

49 

45 

Nondurable-goods  stores . 

602 

539 

591 

642 

674 

618 

605 

619 

625 

624 

680 

653 

850 

49 

49 

Minnesota,  total . 

338 

338 

375 

423 

454 

429 

446 

437 

411 

387 

429 

396 

471 

48 

46 

Missouri,  total . 

502 

478 

541 

608 

615 

537 

546 

562 

555 

561 

591 

549 

682 

413 

415 

New  Jersey,  total . 

775 

768 

850 

887 

906 

869 

851 

820 

789 

773 

814 

809 

1,037 

48 

44 

Nondurable-goods  stores . 

511 

498 

550 

591 

594 

570 

566 

564 

545 

551 

572 

556 

715 

45 

*4 

New  York,  total . 

1,930 

1,806 

2,015 

2,190 

2,178 

2,156 

2, 114 

2,045 

2,033 

2,027 

2,132 

2,043 

2,631 

42 

4l 

Nondurable -goods  stores . 

1,475 

1,364 

1,488 

1,624 

1,612 

1,569 

1,541 

1,522 

1,500 

1,512 

1,616 

1,545 

2,044 

43 

43 

GAF2 . 

432 

401 

469 

543 

546 

548 

557 

496 

516 

547 

601 

605 

937 

-1 

0 

North  Carolina,  total . 

407 

381 

435 

496 

538 

458 

400 

476 

474 

442 

447 

412 

540 

413 

417 

Ohio,  total . 

1,064 

1,026 

1,164 

1,267 

1,297 

1,184 

1,155 

1,153 

1,161 

1,145 

1,280 

1,172 

1,441 

49 

+10 

Nondurable -goods  stores . 

712 

672 

729 

802 

817 

752 

735 

740 

765 

760 

832 

781 

993 

48 

+9 

Pennsylvania,  total . 

1,198 

1,129 

1,271 

1,397 

1,429 

1,286 

1,267 

1,226 

1,191 

1,182 

1,300 

1,310 

1,733 

410 

411 

Nondurable-goods  stores . 

840 

779 

850 

932 

932 

868 

843 

830 

825 

836 

922 

915 

1,246 

47 

+7 

GAF2 . 

266 

236 

283 

336 

329 

296 

290 

265 

279 

303 

349 

384 

622 

410 

4ll 

Texas,  total . 

1,122 

1,114 

1,240 

1,278 

1,300 

1,192 

1,161 

1,200 

1,141 

1,101 

1,150 

1,055 

1,378 

411 

+9 

Nondurable -goods  stores . 

703 

658 

726 

798 

794 

761 

750 

773 

758 

721 

760 

717 

935 

46 

+4 

Wisconsin,  total . 

430 

407 

434 

490 

503 

495 

508 

518 

493 

461 

494 

467 

600 

42 

42 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  18.)  1  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  8.— PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 


(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


State 

Percent  change  -  May  1965 
from  April  1965 

' 

Percent  change  -  May  1965 
from  April  1965 

State 

Percent  change  -  May  1965 
from  April  1965 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

State 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

42 

-1 

0 

48 

+1 

43 

-5 

-7 

-14 

48 

-3 

+1 

o 

+2 

^4 

_4 

>1 

-3 

Massachusetts . 

-2 

-2 

-2 

New  York . 

-1 

-1 

41 

Wisconsin . 

+3 

46 

0 

Note:  Sampling  variabilities  are  shewn  in  table  18. 

1  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  9. — PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  AND  GAF  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS 
(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Statistical  areas 


Percent  change, 
May  1965  from 
April  1965 


Statistical  areas 


Percent  change, 
May  1965  from 
April  1965 


Total 

Nondurable 

GAF1 

Total 

Nondurable 

GAF1 

Detroit,  Mich . 

+2 

+2 

-2 

Houston,  Texas . 

-i 

-2 

-8 

0 

0 

Kansas  City,  Mo. -Kansas . 

-1 

0 

-2 

+1 

-1 

+1 

Los  Angeles-Long  Beach,  Calif . 

+2 

0 

-1 

Minneapolis-St.  Paul,  Minn . 

46 

+6 

-3 

Newark,  N.J . 

+5 

0 

+2 

New  York,  N.Y . 

0 

-1 

4l 

Pater3on-Clifton-Pas3aic,  N.J . 

-1 

-2 

0 

-1 

+3 

-5 

Philadelphia,  Pa. -N.J . 

+2 

0 

-1 

-2 

-1 

0 

Pittsburgh,  Pa . 

+2 

-1 

-1 

-6 

-1 

+3 

St.  Louis,  Mo. -Ill . 

-1 

-3 

-3 

0 

0 

-1 

San  Franc isco-Oakl and,  Calif . 

+3 

+3 

-4 

-3 

-1 

-L, 

Seattle,  Wash . 

+3 

+4 

+7 

-2 

-2 

-6 

Washington.  D.C.-Mi.-Va . 

+3 

+3 

0 

Standard  Consolidated  Areas2 

Chicago,  Ill. -Northwestern  Indiana . 

New  York-Northeastern  N.J . 

Standard  Metropolitan  Statistical  Areas 

Baltimore,  M3 . 

Boston,  Mass . 

Buffalo,  N.Y . 

Chicago,  Ill . 

Cleveland,  Ohio . 

Dallas.  Texas . 


Note:  Sampling  variabilities  are  shown  in  table  19,  page  16. 

1  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise 

Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27. 
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Table  10 . —ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1965 

1964 

Percent  change 

Area 

Jan. 

Feb. 

Mar. 

Apr. 

May1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov . 

Dec . 

Jan. -May 
1965 
from 

Jan. -May 
1964 

May 

1965 

from 

May 

1964 

Standard  Consolidated  Areas2 
Chicago,  Ill . -Northwestern  Ind . , 

total . 

887 

848 

996 

1,061 

1,063 

986 

958 

895 

888 

894 

962 

988 

1,253 

+9 

+8 

Nondurable -goods  stores . 

673 

634 

728 

789 

790 

747 

717 

666 

686 

688 

732 

756 

983 

+7 

+6 

GAF3 . 

231 

221 

280 

319 

314 

294 

298 

252 

280 

286 

319 

346 

508 

+8 

+7 

New  York-Northeastern  N.J.,  total... 

1,806 

1,691 

1,859 

1,967 

1,977 

1,951 

1,905 

1,790 

1,751 

1,779 

1,884 

1,847 

2,384 

+3 

+1 

Nondurable-goods  stores . 

1,327 

1,232 

1,339 

1,444 

1,435 

1,411 

1,406 

1,341 

1,301 

1,339 

1,431 

1,375 

1,824 

+3 

+2 

GAF3 . 

419 

389 

447 

511 

518 

517 

527 

464 

462 

517 

562 

565 

852 

+1 

0 

Standard  Metropolitan 
Statistical  Areas2 

Chicago,  Ill.,  total . 

815 

777 

911 

972 

974 

914 

889 

822 

816 

821 

873 

907 

1,155 

+7 

+7 

Nondurable-goods  stores . 

618 

582 

675 

732 

733 

698 

671 

617 

635 

640 

674 

697 

909 

+5 

+5 

GAF3 . 

219 

209 

266 

300 

297 

280 

281 

237 

265 

268 

295 

328 

481 

+7 

+6 

Detroit,  Mich.,  total . 

GAF3 . 

499 

452 

515 

542 

551 

497 

468 

457 

453 

498 

569 

541 

674 

+14 

+11 

100 

89 

110 

129 

127 

110 

105 

102 

109 

122 

128 

136 

221 

+19 

+15 

Los  Angeles-Long  Beach, Calif ., total . 

1,057 

976 

1,034 

1,051 

1,070 

1,061 

1,063 

1,070 

1,060 

1,058 

1,073 

1,092 

1,414 

+2 

+1 

Nondurable-goods  stores . 

679 

614 

661 

701 

704 

692 

687 

690 

696 

691 

725 

721 

966 

+2 

+2 

GAF3 . 

233 

216 

233 

253 

250 

260 

276 

266 

282 

274 

286 

303 

473 

-2 

-A 

New  York,  N.Y.,  total . 

1,275 

1,173 

1,292 

1,377 

1,371 

1,356 

1,326 

1,262 

1,243 

1,274 

1,348 

1,306 

1,689 

+2 

+1 

Nondurable-goods  stores . 

987 

911 

993 

1,071 

1,062 

1,042 

1,034 

990 

961 

991 

1,067 

1,021 

1,357 

+3 

+2 

GAF3 . 

317 

290 

332 

381 

385 

390 

394 

346 

348 

388 

420 

419 

628 

-1 

-1 

Philadelphia,  Pa.,  total . 

488 

476 

541 

577 

590 

555 

524 

496 

481 

496 

538 

536 

722 

+5 

+6 

Nondurable-goods  stores . 

340 

342 

379 

401 

400 

387 

369 

345 

331 

351 

391 

380 

535 

0 

+3 

GAF3 . 

107 

99 

137 

147 

146 

131 

129 

113 

115 

134 

146 

161 

257 

+12 

+11 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  19,  page  16.)  1  Preliminary  estimates. 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27.  Note  that  data  for  the  Los  Angeles-Long  Beach  SMSA  includes 
Orange  County,  California . 

3  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  11.— PERCENT  CHANCE  IN  SALES  OF  DEPARTMENT  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Area 


STANDARD  METROPOLITAN  STATISTICAL  AREA 


Akron,  Ohio . . 

Asheville,  N.C . 

Atlanta,  Ga . 

Augusta,  Ga . 

Baltimore,  Mi . 

Baton  Rouge,  La . . 

Binghamton,  N.Y . 

Birmingham,  Ala . 

Boston,  Mass . 

Buffalo,  N.Y . 

Canton,  Ohio . . 

Chattanooga,  Tenn . . 

Chicago,  Ill . . 

Cincinnati,  Ohio . . 

Cleveland,  Ohio . . 

Columbus,  Ohio . 

Corpus  Christi,  Texas . 

Dallas,  Texas . 

Denver,  Colo . 

Des  Moines,  Iowa . 

Detroit,  Mich . . 

El  Paso,  Texas . 

Erie,  Pa . . 

Flint,  Mich . 

Fort  Wayne,  Ind . 

Grand  Rapids,  Mich . 

Houston,  Texas . 

Indianapolis,  Ind . 

Jacksonville,  Fla . 

Kansas  City,  Mo . 

Knoxville,  Tenn . . . 

Lancaster,  Pa . 

Lexington,  Ky . 

Los  Angeles-Long  Beach,  Calif, 

Louisville,  Ky . 

Macon,  Ga . 

Memphis,  Tenn . 

Miami,  Fla . 

Milwaukee,  Wis . 

Mobile,  Ala . 

w  Orleans,  La . 


Percent  change  in  sales 


May 


1965  from — 


5  months 
1965 


May 

1964 


April 

1965 


from 

5  months 
1964 


+7  +2 

+*>  -2 

+12  -5 

+6  -1 

+8  +1 


+5 

+3 

+9 

+7 

+5 


+7 

+4 

-7 

+4 

+5 


-3 

+8 

+12 

-3 

-A 


+7 

+3 

-1 

+3 

+6 


+7 

+8 

+7 

+3 

+1 


+6 
4 4 
0 
-1 
(NA) 

+19 

-2 

+13 

(NA) 

+8 

(NA) 

+7 

(NA) 

(NA) 

-2 


+7 

+4 

(NA) 

-10 

-3 

-7 

-1 

-6 

-3 

(NA) 

(NA) 

-6 

+10 

(NA) 

-11 

(NA) 

-6 

(NA) 

(NA) 

-2 


+4 

+9 

+5 

+2 

+2 


+6 

+4 

+4 

-1 

(NA) 

+15 

+2 

+7 

(NA) 

+6 

(NA) 

+8 

(NA) 

(NA) 

+1 


(NA) 

+14 

+5 

+5 

+7 

(NA) 

-6 

+1 

(NA) 

-A 

+11 


(NA) 

+9 

-9 

-5 

-6 

(NA) 


-11 

-10 

(NA) 

-2 

-8 


(NA) 

+6 

+4 

+3 

+7 

(NA) 

-3 

+3 

(NA) 

0 

+9 


Area 

Percent  change  in  sales 

May  1965  from — 

5  months 
1965 
from 

5  months 
1964 

May 

1964 

April 

1965 

New  York-Northeastern  New  Jersey1 . 

+6 

(NA) 

+5 

New  York  City . 

+3 

(NA) 

(NA) 

Newark,  N.J . 

-3 

+4 

-1 

Norfolk-Portsmouth,  Va . 

+4 

+7 

0 

Oklahoma  City,  Okla . 

+4 

-7 

+5 

Omaha,  Nebr . 

(NA) 

(NA) 

(NA) 

Peoria,  Ill . 

(NA) 

(NA) 

(NA) 

Philadelphia,  Pa . 

+6 

+5 

44 

Pittsburgh,  Pa . 

+7 

-1 

+3 

Portland,  Oreg . 

+5 

-1 

+5 

Reading,  Pa . 

+2 

+2 

+5 

Richmond,  Va . 

+8 

+2 

+6 

Rochester,  N.Y . 

+8 

-3 

+7 

Sacramento,  Calif . 

+2 

+2 

-1 

St.  Louis,  Mo . 

-3 

-3 

-2 

Salt  Lake  City,  Utah . 

-A 

-7 

+3 

San  Antonio,  Tex . 

-1 

0 

+2 

San  Diego,  Calif . 

0 

-10 

+2 

Savannah,  Ga . 

(NA) 

(NA) 

(NA) 

Seattle,  Wash . 

+3 

+5 

+6 

Shreveport,  La . 

-5 

-5 

0 

South  Bend,  Ind . 

(NA) 

(NA) 

(NA) 

Spokane,  Wash . 

+  1 

-8 

+6 

Springfield,  Mo . 

+6 

+1 

+3 

Springfield,  Ohio . 

+8 

+7 

+5 

Syracuse,  N.Y . 

+15 

-8 

+11 

Tacoma,  Wash . 

+17 

+6 

+11 

Tampa -St.  Petersburg,  Fla . 

+4 

-10 

+2 

Toledo,  Ohio . 

+11 

-3 

+6 

Trenton,  N.J . 

+11 

+6 

+5 

Tulsa,  Okla . 

+6 

-8 

+7 

Waco,  Texas . 

-5 

-7 

-2 

Washington,  D.C . 

+6 

+6 

+7 

Wheeling,  W.Va . 

(NA) 

(NA) 

(NA) 

Wichita,  Kans . 

-5 

-3 

+1 

Worcester,  Mass . 

+7 

-9 

+6 

Youngstown,  Ohio . 

+8 

+1 

+6 

CITIES 

Bridgeport,  Conn . 

-19 

-1 

-16 

Bristol,  Tenn.-Va . 

(NA) 

(NA) 

(NA) 

Duluth,  Minn. -Superior,  Wis . 

0 

0 

0 

Minneapolis,  Minn . 

+9 

+4 

44 

Oakland-Berkely,  Calif . 

+3 

-1 

+1 

Portsmouth,  Ohio . 

+1 

-7 

+4 

Rome,  Ga . 

+11 

-4 

+8 

St.  Paul,  Minn . 

+7 

+5 

+6 

San  Francisco,  Calif . 

=3 

=3 

-1  

Note:  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 
NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 


Table  12 .  —ESTIMATED  END-OF-MDNTH  ACCOUNTS  RECEIVABLE,  CHARCE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 
 (Millions  of  dollars) 
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Kind  of  business 

1965 

1964 

Percent 

change, 

May  1965 
from — 

Jan. 

Feb. 

Mar. 

1  Apr. 

May1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

May 

1964 

Apr . 
1965 

Data 

MDT  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total2 . 

16,401 

15,848 

15,747 

16,048 

16,490 

15,384 

15,296 

15,463 

15,519 

15,689 

15,729 

15,813 

16, 929 

+7 

+3 

6,627 

6,474 

6,430 

6, 520 

6,703 

6,491 

6,647 

6,691 

6,724 

6,833 

6,799 

6,646 

6,885 

+3 

+3 

Nondurable-goods  stores,  total . 

9,774 

9, 374 

9,  317 

9,528 

9,787 

8,893 

8,649 

8,772 

8, 795 

8,856 

8,930 

9, 167 

10,044 

+10 

+3 

352 

341 

346 

340 

344 

335 

338 

351 

365 

368 

355 

340 

361 

+3 

+1 

Grocery  stores . 

287 

281 

289 

283 

288 

286 

291 

297 

299 

308 

2% 

284 

302 

+1 

+2 

Eating  and  drinking  places . 

130 

125 

120 

114 

118 

89 

91 

78 

81 

79 

96 

104 

129 

+33 

+4 

General  merchandise  group2 . 

6,294 

5,969 

5,855 

5,905 

6,022 

5,308 

5,239 

5,459 

5,521 

5,593 

5,640 

5,812 

6,478 

+13 

+2 

Department  stores  and  dry  goods,  general 

5,063 

4,760 

4,658 

4,675 

4,784 

4,195 

4, 190 

4,365 

4,414 

4,470 

4,506 

4,604 

5,216 

+14 

+2 

Department  stores . 

4,503 

4,  224 

4,131 

4, 132 

4,244 

3,735 

3,728 

3,862 

3,908 

3,962 

4,002 

4,077 

4,638 

+14 

+3 

Mail  order  houses  (department  store  mdse.).. 

1,014 

997 

997 

1,009 

1,011 

928 

865 

890 

911 

910 

930 

967 

1,027 

+9 

0 

Apparel  group . 

1,  206 

1,102 

1,086 

1,116 

1,110 

1,006 

994 

1,000 

1,007 

1,044 

1,083 

i,  no 

1,325 

+10 

-1 

Women's  ready-to-wear  stores . 

508 

481 

502 

527 

514 

457 

438 

419 

422 

442 

464 

470 

575 

+12 

-2 

Furniture  and  appliance  group, . 

2,520 

2,441 

2, 355 

2, 284 

2, 312 

2, 104 

2,113 

2,  202 

2,251 

2, 312 

2, 323 

2, 316 

2,523 

+10 

+1 

Furniture,  heme  furnishings  stores . 

1, 900 

1,828 

1,780 

1,744 

1,766 

1,587 

1,595 

1,696 

1,760 

1,781 

1,783 

1,778 

1,896 

+11 

+1 

Furniture  stores . 

1,705 

1,643 

1,606 

1,577 

1,598 

1,442 

1,434 

1,546 

1, 606 

1,615 

1,601 

1,595 

1,708 

+11 

+1 

Household  appliance,  TV,  radio  stores . 

620 

613 

575 

540 

546 

517 

516 

506 

491 

531 

540 

538 

627 

+6 

+1 

Household  appliance  dealers . 

538 

534 

502 

473 

480 

457 

45^ 

446 

431 

438 

452 

460 

539 

+5 

+1 

Lumber,  building,  hardware,  farm  equip,  group. 

1,631 

1,621 

1,627 

1,758 

1,  855 

1,960 

1,968 

1, 965 

1,940 

1, 948 

1,984 

1,824 

1,684 

-5 

+6 

Lumber  yards,  building  materials  dealers3... 

1,155 

1, 137 

1,138 

1,225 

1, 324 

1, 384 

1,  356 

1, 356 

1,355 

1, 365 

1, 392 

1, 301 

1, 180 

-4 

+8 

Lumber  yards . 

824 

825 

811 

854 

920 

1,003 

963 

965 

960 

965 

985 

910 

829 

-8 

+8 

Automotive  group . 

1,493 

1,458 

1,487 

1,553 

1, 611 

1,553 

1,6 1C 

1,590 

1,614 

1,630 

1,539 

1, 563 

1,602 

+4 

+4 

Passenger  car  dealers* . 

1,012 

966 

981 

1,024 

1,059 

1,002 

1,005 

985 

1,031 

1, 052 

992 

1,015 

1,044 

+6 

+3 

Passenger  car  dealers  ( franchised ) . 

939 

895 

920 

947 

981 

920 

93C 

912 

956 

980 

919 

936 

972 

+7 

44 

Tire,  battery,  accessory  dealers . 

430 

445 

465 

482 

504 

521 

571 

552 

528 

517 

497 

503 

510 

-3 

+5 

Gasoline  service  stations . 

441 

447 

467 

472 

498 

465 

47C 

460 

461 

458 

460 

460 

443 

+7 

46 

Other  retail  stores . 

2,  334 

2,344 

2,404 

2,  506 

2, 620 

2,564 

2,475 

2,358 

2, 279 

2,257 

2,  249 

2,  284 

2,  383 

+2 

+5 

CHARGE  ACCOUNTS 

United  States,  total? . 

7, 703 

7,466 

7,435 

7,723 

8,030 

7,718 

7„594 

7,535 

7,502 

7,555 

7,584 

7,611 

8,025 

+4 

+4 

3,500 

3,453 

3,421 

3, 552 

3,731 

3,582 

3,657 

3,670 

3,653 

3,720 

3,706 

3,617 

3,644 

+4 

+5 

Nondurable-goods  stores,  total . 

4,  203 

4, 013 

4,014 

4, 171 

4,299 

4,136 

3, 937 

3,865 

3,849 

3,835 

3,878 

3,994 

4,381 

+4 

+3 

343 

331 

337 

332 

336 

322 

325 

337 

353 

356 

344 

331 

353 

44 

+1 

General  merchandise  group? . 

1,130 

991 

935 

936 

973 

959 

928 

965 

956 

951 

972 

1,015 

1,240 

+1 

+4 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,044 

907 

849 

849 

877 

868 

824 

848 

846 

838 

867 

909 

1,145 

+1 

+3 

Department  stores . 

8% 

772 

718 

710 

733 

751 

708 

718 

717 

697 

732 

764 

983 

-2 

+3 

Apparel  group . 

867 

787 

773 

807 

783 

708 

705 

702 

714 

748 

780 

810 

972 

+n 

-3 

Furniture  and  appliance  group . 

828 

810 

770 

739 

774 

655 

669 

716 

729 

767 

784 

788 

854 

+18 

+5 

Furniture,  home  furnishings  stores . 

607 

591 

572 

564 

594 

496 

508 

556 

579 

615 

621 

617 

625 

+20 

+5 

Lumber,  building,  hardware,  farm  equip,  group. 

1,465 

1,466 

1,461 

1,584 

1, 684 

1,760 

1, 775 

1,770 

1,751 

1,741 

1,785 

1,652 

1,516 

-4 

+6 

Lumber  yards,  building  materials  dealers3... 

1, 106 

1,089 

1,080 

1,165 

1,259 

1,328 

1,308 

1, 297 

1,  289 

1,290 

1,320 

1, 250 

1, 130 

-5 

48 

Lumber  yards . 

793 

794 

779 

824 

891 

970 

936 

932 

921 

919 

942 

884 

801 

-8 

+8 

Automotive  group . 

915 

888 

8% 

940 

971 

899 

915 

891 

893 

921 

864 

880 

928 

+3 

Passenger  car  dealers  (franchised) . 

666 

633 

646 

670 

691 

632 

637 

613 

624 

652 

612 

642 

685 

+9 

+3 

Gasoline  service  stations . 

429 

439 

458 

463 

488 

452 

457 

449 

451 

449 

450 

451 

433 

+8 

+5 

INSTALLMENT  ACCOUNTS 

United  States,  total  ? . 

8,698 

8,382 

8,  312 

8,325 

8,460 

7,666 

7,702 

7,928 

8,017 

8,134 

8,145 

8,202 

8,904 

+10 

+2 

Durable-goods  stores,  total . 

3, 127 

3,021 

3,009 

2,968 

2,972 

2, 909 

2, 990 

3,021 

3,071 

3, 113 

3,093 

3,029 

3,241 

+2 

0 

Nondurable-goods  stores,  total . 

5,571 

5,361 

5,303 

5,357 

5,488 

4,757 

4,712 

4,907 

4,946 

5,021 

5,052 

5,173 

5,663 

+15 

+2 

General  merchandise  group . 

5,164 

4,978 

4,920 

4,969 

5,049 

4,349 

4,  311 

4,494 

4,565 

4,642 

4,668 

4,797 

5,238 

+16 

+2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

4,019 

3,853 

3,809 

3,826 

3,907 

3,327 

3,  366 

3,517 

3,568 

3,632 

3,639 

3,695 

4,071 

+17 

+2 

Department  stores . 

3,607 

3,452 

3,413 

3,422 

3, 511 

2,984 

3, 02C 

3,144 

3, 191 

3,265 

3, 270 

3,  313 

3,655 

+18 

+3 

Apparel  group . 

339 

315 

313 

309 

327 

298 

28^ 

298 

293 

296 

303 

300 

353 

+10 

46 

Furniture  and  appliance  group . 

1,692 

1,631 

1,585 

1, 545 

1,  538 

1,449 

1,442 

1,486 

1,522 

1,545 

1,539 

1,528 

1,669 

46 

0 

Furniture,  heme  furnishings  stores . 

1,  293 

1,237 

1,  208 

1,180 

1,172 

1,091 

1,087 

1,140 

1,181 

1,166 

1,162 

1,161 

1,  271 

+7 

-1 

Household  appliance,  TV,  radio  stores . 

399 

394 

377 

365 

366 

358 

355 

345 

341 

379 

377 

367 

399 

♦2 

0 

Lumber,  building,  hardware,  farm  equip,  group. 

166 

155 

166 

174 

171 

200 

193 

195 

189 

207 

199 

172 

168 

-15 

-2 

Automotive  group . 

578 

570 

591 

613 

640 

654 

695 

699 

721 

709 

675 

683 

674 

-2 

44 

Tire,  battery,  accessory  dealers . 

243 

248 

264 

267 

279 

300 

344 

339 

325 

319 

303 

314 

322 

-7 

44 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  manthd  indicated.  Amounts  transferred  to  conmereial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  Included  in  these  totals  but  do  contribute  to  the  variation.  in  the  month- to-month  and 
year-to-year  percent  changes.  Sampling  variabilities  shown  in  table  22,  page  17. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  U.S.  and  group  totals  include  kinds  of  business  not  shovn  separately. 

3  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

*  Includes  both  franchised  and  n enfranchised  car  dealers. 
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Table  12 .  —ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS— Continued 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Percent 

change, 

May  1965 
from — 

Jan. 

Feb. 

Mar. 

r 

May1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

May 

1%4 

Apr. 

1965 

Data  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

1.6,038 

L6, 381 

16,  249 

16, 272 

16,449 

15,355 

15,270 

15,596 

15,626 

15,854 

15,767 

15,731 

15,798 

+7 

+1 

6,823 

6,907 

6,784 

6,734 

6,716 

6,508 

6,542 

6,511 

6,501 

6,678 

6,607 

6,528 

6,6% 

+3 

0 

Nondurable-goods  stores,  total . 

9,  215 

9,474 

9,465 

9,538 

9,733 

8,847 

8,728 

9,085 

9,125 

9,176 

9,160 

9,  203 

9,102 

+  10 

+  2 

357 

352 

353 

355 

350 

341 

341 

349 

349 

355 

348 

342 

350 

+3 

-1 

General  merchandise  group2 . 

5,797 

6,026 

6,002 

6,026 

6,113 

5,395 

5,384 

5,666 

5,743 

5,764 

5,772 

5,794 

5,727 

+  13 

+1 

4,085 

4,272 

4,250 

4,220 

4,329 

3,811 

3,800 

4,015 

4,074 

4,105 

4,099 

4,100 

4,088 

+  14 

+3 

Mail  order  houses  (department  store  mdse.).. 

978 

1,020 

1,018 

1,033 

1,011 

931 

887 

922 

931 

920 

930 

934 

945 

+9 

-2 

1,102 

1,110 

1,084 

1,109 

1,149 

1,043 

1,040 

1,118 

1, 112 

1,086 

1,086 

1,099 

1,090 

+10 

+4 

Women's  ready-to-wear  stores . 

477 

490 

483 

503 

517 

46C 

461 

481 

476 

460 

466 

466 

479 

+12 

+3 

2, 461 

2, 443 

2,404 

2,338 

2,304 

2,097 

2,117 

2, 266 

2,281 

2, 340 

2, 321 

2,  300 

2, 365 

+10 

-1 

Furniture,  home  furnishings  stores . 

1,841 

1,829 

1,817 

1,789 

1,763 

1,585 

1,612 

1,754 

1,782 

1,787 

1,780 

1,769 

1,776 

+  11 

-1 

1,630 

1,640 

1,627 

1,622 

1,590 

1,436 

1,440 

1,592 

1,611 

1,633 

1,620 

1,618 

1,602 

+11 

-2 

Household  appliance,  TV,  radio  stores . 

620 

614 

587 

549 

541 

512 

505 

512 

499 

553 

541 

531 

589 

+6 

-1 

Household  appliance  dealers . 

541 

536 

505 

488 

476 

453 

441 

441 

438 

456 

457 

454 

509 

+5 

-2 

Lumber,  building,  hardware,  farm  equipment 

1,841 

1, 870 

1,832 

1,837 

1,848 

1,95, 

1,914 

1,806 

1,749 

1,789 

1,805 

1,757 

1,780 

-5 

+  1 

Lumber  yards,  building  materials  dealers  .. . 

1,  283 

1,301 

1,307 

1, 285 

1, 331 

1,39, 

1,  355 

1,  267 

1,  227 

1,  256 

1,255 

1,  207 

1,225 

-4 

+4 

923 

944 

946 

895 

920 

1, 004 

937 

886 

863 

886 

900 

859 

865 

-8 

+3 

Automotive  group2 . 

1,546 

1,568 

1,554 

1, 571 

1,590 

1,535 

1,559 

1,521 

1,590 

1,641 

1,501 

1,538 

1,566 

+4 

+1 

Passenger  car  dealers  (franchised) . 

965 

962 

955 

941 

967 

90£ 

916 

881 

959 

1,002 

885 

919 

942 

+6 

+  3 

Tire,  battery,  accessory  dealers . 

453 

480 

494 

513 

503 

52C 

536 

513 

504 

500 

498 

497 

504 

-3 

-2 

Gasoline  service  stations . 

455 

476 

475 

472 

485 

454 

452 

453 

450 

458 

448 

448 

467 

+7 

+  3 

CHARGE  ACCOUNTS 

United  States,  total2 . 

7,776 

7,874 

7,794 

7,782 

7,883 

7,588 

7,555 

7,576 

7,492 

7,593 

7,464 

7,462 

7,555 

+4 

+1 

3,739 

3,837 

3,735 

3,677 

3,705 

3,561 

3,582 

3,529 

3,466 

3,577 

3,454 

3,468 

3,615 

+4 

+1 

Nondurable -goods  stores,  total . 

4,037 

4, 037 

4,059 

4,105 

4, 178 

4,0^7 

3, 973 

4,047 

4,026 

4,016 

4,010 

3,994 

3,940 

+4 

+  2 

General  merchandise  group . 

1,007 

977 

982 

986 

982 

971 

972 

1,052 

1,047 

1, 003 

1,023 

997 

973 

+  1 

0 

Department  stores . 

779 

760 

764 

763 

746 

766 

754 

793 

792 

746 

773 

747 

739 

-3 

-2 

Apparel  group . 

790 

802 

775 

801 

82; 

744 

748 

799 

806 

778 

779 

783 

769 

+10 

+  3 

Furniture  and  appliance  group . 

814 

824 

805 

749 

777 

658 

670 

754 

748 

785 

766 

767 

772 

+18 

+4 

Furniture,  heme  furnishings  stores . 

597 

609 

603 

566 

58S 

492 

512 

587 

590 

610 

603 

605 

577 

+  20 

+4 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,670 

1,717 

1,677 

1,666 

1,664 

1,743 

1,727 

1,625 

1,570 

1,590 

1,599 

1,578 

1,603 

-5 

0 

Lumber  yards,  building  materials  dealers3... 

1,  240 

1,260 

1,253 

1,  228 

1,  267 

1,  337 

1,  303 

1, 208 

1,161 

1, 181 

1,184 

1, 154 

1,175 

-5 

+  3 

Lumber  yards . 

898 

919 

919 

871 

892 

972 

906 

853 

823 

839 

854 

830 

839 

-8 

+2 

Automotive  group . 

936 

948 

937 

950 

945 

875 

891 

865 

891 

938 

827 

864 

916 

+8 

-1 

Passenger  car  dealers  (franchised) . 

670 

666 

668 

660 

675 

618 

622 

605 

630 

676 

592 

630 

675 

+9 

+2 

Gasoline  service  stations . . 

444 

465 

466 

462 

476 

441 

440 

443 

438 

449 

437 

440 

457 

+8 

+  3 

INSTALLMENT  ACCOUNTS 

8,262 

8,507 

8,455 

8,490 

8,566 

7,767 

7,715 

8,020 

8,134 

8,261 

8,303 

8,269 

8,243 

+10 

+  1 

Durable-goods  stores,  total . 

3,084 

3,070 

3,049 

3,057 

3,011 

2, 947 

2, 960 

2,982 

3,035 

3, 101 

3,153 

3, 060 

3,081 

+2 

-2 

Nondurable-goods  stores,  total . 

5,178 

5,437 

5,406 

5,433 

5,555 

4,820 

4,755 

5,038 

5,099 

5,160 

5,150 

5,209 

5,162 

+15 

+2 

General  merchandise  group . 

4,790 

5,049 

5,020 

5,040 

5,131 

4,424 

4,412 

4,614 

4,6% 

4,761 

4,749 

4,797 

4,753 

+  16 

+2 

Department  stores . 

3,306 

3,512 

3,486 

3,457 

3,583 

3,045 

3,047 

3,  221 

3, 283 

3,  359 

3,  327 

3,353 

3,  347 

+  18 

+4 

312 

308 

3G9 

308 

327 

,99 

292 

319 

306 

308 

307 

316 

321 

+9 

+6 

Furniture  and  appliance  group . 

1,647 

1,619 

1,599 

1,589 

1,527 

1,439 

1,450 

1,512 

1,533 

1,559 

1,561 

1,535 

1,585 

+6 

-4 

Furniture,  hone  furnishings  stores . 

1,244 

1, 220 

1,214 

1,  223 

1,174 

1,093 

1, 100 

1, 167 

1, 192 

1,177 

1,177 

1,164 

1, 199 

+7 

-4 

Household  appliance,  TV,  radio  stores . 

403 

399 

385 

366 

353 

346 

350 

345 

341 

382 

384 

371 

386 

+  2 

-4 

Automotive  group . 

610 

620 

617 

621 

645 

660 

668 

656 

699 

703 

674 

674 

650 

-2 

+4 

Tire,  battery,  accessory  dealers . 

250 

259 

279 

281 

290 

312 

325 

319 

306 

307 

316 

312 

314 

-7 

+  3 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to-month  and 
year-to-year  percent  changes.  Sampling  variabilities  shown  in  table  22,  page  17. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

3  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 
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Table  13 — ESTIMATED  END-OF-MDNTH  ACCOUNTS  RECEIVABLE,*  CHARGE  AND  INSTALLMENT,  FOR  ORGANIZATIONS  OPERATING  11  OR  MDRE  RETAIL  STORES: 

UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Percent 

change, 

May  1965 
from— 

Jan. 

Feb. 

Mar. 

Apr. 

May1 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

May 

1964 

Apr. 

1965 

Data  NOT  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

6,362 

6,146 

6,081 

6, 130 

6,274 

- 1 

5,564 

5,624 

5,624 

5,667 

5,782 

5,881 

6,021 

6,651 

+13 

+2 

Durable-goods  stores,  total . 

1, 197 

1, 195 

1,  211 

1,231 

1,251 

1, 200 

1,  262 

1,257 

1,  257 

1,  286 

1,302 

1,  278 

1,  290 

+4 

+2 

Nondurable-goods  stores,  total . 

5,165 

4, 951 

4,870 

4,  899 

5,023 

4,  364 

4,362 

4,367 

4,410 

4,496 

4,579 

4,743 

5,361 

+15 

+3 

General  merchandise  group . 

4,649 

4,461 

4,389 

4,424 

4,525 

3,936 

3, 925 

3,930 

3,982 

4,051 

4, 114 

4,273 

4,823 

+15 

+2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3, 845 

3,676 

3,619 

3,  638 

3,732 

3,  208 

3,229 

3,  240 

3,  290 

3, 352 

3,402 

3,510 

3,  994 

+16 

+3 

Department  stores . 

3,451 

3,  299 

3,248 

3,257 

3,359 

2,879 

2,  899 

2,908 

2,948 

3,007 

3,052 

3,142 

3,585 

+17 

+3 

Apparel  group . 

315 

291 

279 

287 

297 

248 

257 

260 

247 

251 

272 

278 

337 

+20 

+3 

Furniture  and  appliance  group . 

397 

395 

388 

386 

388 

361 

358 

364 

368 

377 

382 

381 

392 

+7 

+1 

Tire,  battery,  accessory  dealers . 

274 

276 

285 

305 

316 

302 

338 

345 

336 

337 

335 

337 

341 

+5 

+4 

CHARGE  ACCOUNTS 

United  States,  total . 

1,073 

998 

968 

972 

1,019 

995 

1,012 

991 

972 

981 

1,022 

1,021 

1,163 

+2 

+5 

Durable-goods  stores,  total . 

298 

291 

277 

299 

314 

313 

336 

338 

335 

344 

346 

335 

313 

0 

+5 

Nondurable-goods  stores,  total . 

775 

707 

691 

673 

705 

682 

676 

653 

637 

637 

676 

686 

850 

+3 

+5 

General  nv.  *chandise  group . 

432 

378 

362 

351 

371 

401 

391 

368 

350 

339 

365 

373 

497 

-7 

+6 

Department  stores  and  dry  goods,  general 

394 

343 

324 

317 

329 

355 

335 

314 

301 

292 

317 

328 

455 

-7 

+4 

Department  stores . 

367 

318 

300 

289 

303 

326 

306 

285 

271 

267 

293 

303 

424 

-7 

+5 

Apparel  group . 

155 

142 

139 

144 

147 

119 

124 

125 

122 

120 

132 

134 

166 

+24 

+2 

Furniture  and  appliance  group . 

47 

47 

40 

41 

42 

39 

41 

42 

40 

45 

47 

43 

44 

+8 

+2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

5,289 

5,148 

5,113 

5.158 

5,255 

4,569 

4,612 

4,633 

4,695 

4,801 

4,859 

5,000 

5,488 

+15 

+2 

Durable-goods  stores,  total . 

899 

904 

934 

932 

937 

887 

926 

919 

922 

942 

956 

943 

977 

+6 

+1 

Nondurable-goods  stores,  total . 

4,  390 

4,244 

4, 179 

4,226 

4, 318 

3,682 

3,686 

3,714 

3,773 

3,859 

3, 903 

4,057 

4,511 

+17 

+2 

General  merchandise  group . 

4,217 

4,083 

4,027 

4,073 

4,154 

3,535 

3,534 

3,562 

3,632 

3,712 

3,749 

3,900 

4,  326 

+18 

+2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,451 

3, 333 

3,  295 

3,321 

3,403 

2, 853 

2, 894 

2,926 

2,989 

3,060 

3,085 

3, 182 

3,539 

+19 

+2 

Department  stores . 

3, 084 

2, 981 

2,948 

2,968 

3,056 

2,553 

2,593 

2,623 

2,677 

2,740 

2,759 

2,839 

3,161 

+20 

+3 

Apparel  group . 

160 

149 

140 

143 

150 

129 

133 

135 

125 

131 

140 

144 

171 

+16 

+5 

Furniture  and  appliance  group . 

350 

348 

348 

345 

346 

322 

317 

322 

328 

332 

335 

338 

348 

+7 

0 

Data 

ADJUSTED  for  seasonal 

variations  and  holida 

y  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

1 

1 

United  States,  total . 

5,926 

6,236 

6,233 

6.267 

6.374 

5,658 

5,713 

5,799 

5,798 

5,889 

5,970 

5,995 

6,026 

+13 

+2 

Durable-goods  stores,  total . 

1,  205 

1,  242 

1,250 

1,268 

1,271 

1,220 

1,260 

1,238 

1,  219 

1, 254 

1,290 

1,257 

1,258 

+4 

0 

Nondurable-goods  stores,  total . 

4,721 

4,994 

4,983 

4,999 

5,103 

4,438 

4,453 

4,561 

4,579 

4,635 

4,680 

4,738 

4,768 

+15 

+2 

General  merchandise  group . 

4,  237 

4,433 

4,507 

4,  526 

4, 610 

4,016 

4,022 

4,105 

4,126 

4,165 

4,199 

4,264 

4,295 

+15 

+2 

Department  stores . 

3,  no 

3,  332 

3,  324 

3,313 

3,435 

2, 947 

2,972 

3,033 

3,054 

3,105 

3, 122 

3, 167 

3,198 

+17 

44 

Apparel  group . 

286 

287 

277 

285 

303 

253 

261 

283 

273 

271 

282 

284 

274 

+20 

+6 

Furniture  and  appliance  group . 

394 

362 

387 

391 

392 

365 

363 

365 

372 

382 

381 

378 

374 

+7 

0 

Tire,  battery,  accessory  dealers . 

285 

291 

305 

320 

321 

308 

322 

323 

318 

322 

343 

337 

333 

+4 

0 

CHAR®  ACCOUNTS 

United  States,  total . 

1,015 

1,027 

1,012 

1,020 

1,030 

1,008 

1,027 

1,036 

1,000 

994 

1,022 

997 

1,013 

+2 

♦1 

Durable-goods  stores,  total . 

325 

333 

302 

311 

320 

319 

331 

324 

311 

321 

316 

316 

316 

0 

♦3 

Nondurable-goods  stores,  total . 

690 

694 

710 

709 

710 

689 

696 

712 

689 

673 

706 

681 

697 

+3 

0 

General  merchandise  group . 

368 

366 

385 

387 

380 

412 

412 

418 

386 

354 

382 

364 

382 

-8 

-2 

Department  stores . 

309 

306 

319 

321 

310 

335 

330 

327 

303 

28 4 

308 

295 

315 

-7 

-3 

Apparel  group . 

140 

140 

139 

143 

150 

121 

125 

132 

139 

131 

136 

140 

132 

+24 

♦5 

Furniture  and  appliance  group . 

51 

46 

41 

40 

44 

41 

41 

40 

41 

46 

45 

43 

41 

+7 

♦10 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,911 

5,209 

5,221 

5,247 

5,  344 

4,650 

4,686 

4,763 

4,798 

4,895 

4,948 

4,998 

5,013 

+15 

♦2 

Durable-goods  stores,  total . 

880 

909 

948 

957 

951 

901 

929 

914 

908 

933 

974 

941 

942 

+6 

-1 

Nondurable-goods  stores,  total . 

4,031 

4,300 

4,273 

4,290 

4, 393 

3,749 

3,757 

3,849 

3,890 

3,962 

3,974 

4,057 

4,071 

♦17 

♦2 

General  merchandise  group . 

3,869 

4, 133 

4,122 

4,139 

4, 230 

3,603 

3,610 

3,687 

3,740 

3,811 

3,  £18 

3,900 

3,911 

♦17 

♦2 

Department  stores . 

2,801 

3,026 

3,005 

2,992 

3,125 

2,613 

2,643 

2,707 

2,751 

2,822 

2,815 

2,871 

2, 881 

♦20 

♦4 

Apparel  group . 

146 

147 

138 

142 

153 

132 

136 

151 

134 

140 

146 

144 

142 

♦16 

♦8 

Furniture  and  appliance  group . 

343 

316 

346 

351 

348 

324 

322 

325 

331 

336 

336 

335 

333 

♦7 

-1 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  camaerclal 
banks’  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and 
year-to-year  percent  changes.  Sampling  variabilities  are  shown  in  table  21,  page  16. 

1  Preliminary  estimates,  see  Explanatory  Materials,  page  21. 


14 


Table  14. --ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OE  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent ) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month- to-month 
percent  change1 

Range 

Median 

.Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1 .4 

1.3 

1.3-1. 4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5. 8-6 .3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6. 5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2 .4 

2.3 

2 .2-2 .4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2 .9 

2.8 

2.6 -2.8 

2.7 

0.5-1 .3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0.5-1. 2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1 .4 

1.4 

1.3-1. 5 

1.4 

0. 2-0.3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

( 2 ) —0 .3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(Z) 

(z) 

(Z) 

(z) 

(z) 

(z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3 .2 

3.1 

0.6-1 .9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6. 3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0.8-1. 2 

1.1 

Women's  ready-to-wear  stores . 

3 .3-4 .2 

3.7 

3 .2-4 .0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4.3 

4.2 

3.8-4 .0 

4.0 

0. 9-2.0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4 .0-4 .3 

4.2 

3 .7-4 .0 

3.9 

1.6-2 .3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3.1-3 .4 

3.3 

1.4-2 .1 

1.6 

Lumber  yards,  building  materials  dealers . 

3. 9-4 .3 

4.1 

3.8-4 .2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5.0-5 .3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5 .7 

5.1 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . ; . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0. 8-1.2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5.0-6 .6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1.8-2 .0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2.4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2. 9 

2.9 

2 .4-2 .9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and 
trading  day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percent  change  in  sales,  the  ranges  of  sampling  error  are  based 
on  unadjusted  data  for  January  through  June  1960. 

(Z)  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the 
previous  month.  (See  Explanatory  Material,  page  21.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  2 
months. 


Table  15.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  THE  SALES  OF  RETAIL  STORES  FOR  2  CONSECUTIVE  MONTHS: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


l Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

1 .2-3.5 

Candy,  nut,  confectionery  stores . 

1.7-3 .4 

2.7 

Fuel  dealers,  except  fuel  oil . 

1. 9-8.1 

3.1 

Delicatessen  stores . 

2. 0-3.0 

2.6 

Fuel  oil  dealers . 

1.6-5. 9 

4.6 

Men's,  boys'  clothing  stores . 

1. 8-3.1 

2.5 

Jewelry  stores . 

2. 6-3. 6 

3.2 

lien '8,  boys'  furnishings  stores . 

3.0-5. 9 

3.6 

Florists . 

3. 0-7. 8 

4.6 

Women's  apparel,  accessory,  specialty  stores . 

3. 1-5. 9 

4.1 

Book  stores . 

2.2-10.3 

5.1 

Stationery  stores . 

2. 3-8. 5 

4. ,2 

4. 4-7. 5 

6.0 

4.8 

2. 2-4. 2 

3.7 

Paint,  glass,  wallpaper  stores . 

2 .0-4.8 

4.4 

5. 0-9. 5 

1 .4-6.7 

3.1 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

'5.7 

Note:  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for 
the  previous  month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  22.  The  ranges  of  sampling 
error  shown  above  are  based  on  the  month- to-month  percent  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges  in  Tables  16-20 
Dollar  volume  sales  and  percent  change  from  the  same  month  a  year  ago1  Percent  change  over  2  consecutive  months2 

A  =  0  to  3.5*,  B  =  3.6  to  7.0*,  C  -  7.1  to  10.5*.  a  =  0  to  1.5*,  b  =  1.6  to  3.0*,  c  =  3.1  to  4.5*. 

1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling  variability  of  the  year-to-year  percent  change  for  2  or  more 
months  combined  have  not  been  computed  but,  in  general,  tend  to  be  seme what  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for  the  previous  month.  Sampling  variability  based  on  final 

stlmates  for  2  consecutive  months  Is  somewhat  higher. _ 


Table  16 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  REGIONS  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Dollar  volume  estimates 

Percent  change  from  same 
month  a  year  ago 

Month- to-month  percent  change  over 

2  consecutive  months 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable -goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

B 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

B 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 

Table  17 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

P) 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . . . 

B 

t1) 

A 

B 

t1) 

B 

B 

C 

B 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

B 

A 

A 

B 

B 

B 

B 

B 

General  merchandise  group . 

B 

A 

A 

B 

A 

B 

B 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

c 

B 

B 

C 

B 

C 

C 

c 

C 

Percent  change  frem 

same  month 

a  year  ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

— PV~ 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

(l) 

A 

A 

t1) 

B 

B 

B 

A 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

B 

A 

A 

A 

A 

B 

A 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

c 

B 

B 

C 

B 

C 

C 

c 

C 

Percent  change  over 

consecutive  months 

Total . 

b 

Durable -goods  stores . 

b 

b 

a 

b 

b 

c 

b 

— pj 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

t1) 

a 

a 

<i) 

a 

b 

a 

a 

Eating  and  drinking  places . 

a 

a 

b 

b 

b 

c 

b 

b 

a 

GAF,  total . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

a 

a 

a 

a 

a 

b 

a 

a 

a 

Apparel  group . 

b 

a 

a 

b 

b 

a 

a 

c 

b 

Gasoline  service  stations . 

b 

a 

a 

b 

a 

a 

c 

b 

a 

Drug  and  proprietary  stores . 

b 

b 

a 

a 

b 

a 

c 

c 

a 

i1)  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30*  of  food  store  sales  in  these  geographic  divisions  have  reported 
company  totals  only.  (See  page  19,  "Group  II  Organizations.")  (2)  More  than  10.5  percent.  (3)  More  than  4.5  percent. 


State 

Dollar  volume 
sales  estimates 

Percent  change  from 
same  month  a  year  ago 

Percent  change  over 

2  consecutive  months 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

California . 

B 

B 

B 

B 

B 

B 

Florida . 

B 

B 

C 

B 

B 

c 

b 

Illinois . . 

B 

B 

B 

A 

B 

B 

Indiana . 

B 

_ 

C 

B 

B 

c 

b 

Massachusetts . 

B 

B 

C 

B 

B 

c 

b 

Michigan . 

B 

B 

B 

B 

B 

Minnesota . 

B 

C 

_ 

B 

c 

B 

Missouri . 

B 

_ 

_ 

B 

B 

B 

New  Jersey . 

B 

B 

_ 

B 

B 

B 

b 

New  York . 

B 

A 

A 

A 

A 

A 

North  Carolina . 

B 

C 

B 

C 

B 

b 

b 

B 

B 

C 

B 

B 

c 

Pennsylvania . 

B 

A 

A 

A 

A 

A 

Texas . 

B 

B 

B 

P 

P 

Wisconsin . 

B 

C 

- 

B 

C 

B 

a 

a 
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Table  19 . —ESTIMATED  RANCE  OF  SAMPLING  VARIABILITY  OF  RETAIL  SALES  FOR  2  CONSECUTIVE  NINTHS, 
BY  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Area 

Percent  change  over  2 
consecutive  months 

Area 

Percent  change  over  2 
consecutive  months 

Total 

Nondurable 

GAF 

Total 

Nondurable 

GAF 

Standard  Consolidated  Areas 

Detroit,  Mich . 

b 

a 

b 

Houston,  Tex . 

a 

a 

b 

b 

a 

a 

a 

Minneapolis-St.  Paul,  Minn . 

a 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Newark,  N.J . 

b 

a 

b 

New  York,  N.Y . 

a 

a 

a 

Pa terson-Clif ton- Passaic,  N.J . 

b 

b 

a 

b 

b 

b 

Buffalo,  N.Y . 

a 

b 

a 

■ 

a 

Dallas,  Tex . 

a 

a 

b 

Washington,  D.C.-Md.-Va . 

a 

a 

a 

Table  20 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  5  LARCEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND 

STANDARD  CONSOLIDATED  AREAS 


Area 

Dollar  volume 
sales  estimates 

Percent  change  from  same 
month  a  year  ago 

Total 

Nondurable 

GAF 

Total 

Nondurable 

GAF 

Standard  Condolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

B 

B 

B 

B 

B 

New  York-Northeastern  New  Jersey . 

B 

A 

B 

B 

A 

B 

Standard  Metropolitan  Statistical  Areas 

Chicago,  HI . . 

B 

B 

B 

B 

B 

B 

Detroit,  Mich . 

B 

C 

B 

B 

C 

B 

Los  Angeles-Long  Beach,  Calif . 

B 

A 

B 

B 

A 

B 

New  York,  N.Y . 

B 

A 

B 

B 

A 

B 

Philadelphia,  Pa. -N.J . 

B 

B 

B 

B 

B 

B 

Table  21.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALIMENT,  FOR  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 

percent 

change 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-0.1 

0.1 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

0. 3-0.4 

0.4 

0. 3-0.4 

0.4 

(Z)-0.1 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

1.8-2. 2 

2.0 

1.8-1. 9 

1.9 

0.2-0. 5 

0.4 

0.8-1. 3 

1.0 

0. 9-1.4 

1.0 

(Z)-0.1 

0.1 

1. 2-1.5 

1.3 

1.0-1. 3 

1.2 

0. 1-0.5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

2.7 -2.8 

2.7 

2. 6-2. 7 

2.7 

0.5-0. 8 

0.6 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0.3-0. 9 

0.3 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

0. 7-1.1 

0.9 

(X) 
0.3-0. 5 

0.8 

(Z) -1.4 
(Z)-0.1 

(Z) 

0.3-0. 4 

0.4 

0.4 

(Z) 

3. 7-4. 4 

4.0 

3. 7-3. 8 

3.8 

n  ?_n  7 

0.7 

3. 1-3.7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

0.3-0 .4 

0.3 

0. 3-0.4 

0.3 

(Z) -0.2 

0.1 

0. 9-1.4 

1.1 

0. 9-1.4 

1.1 

0.1-0. 2 

0.1 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z) -0.2 

0.1 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

( Z) —0 . 2 
( Z )  —0 . 3 

(z) 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(Z)-0.1 

(Z)-0.5 

(X) 

(z) 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

i.,  <Z1 — 
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Table  22.— ESTIMATED  RANCE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to- month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Med  ian 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0.5-0. 6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Food  group . 

4.0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

Grocery  stores . . 

3. 7-4. 6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6.6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Department  stores . 

1. 9-3.0 

2.1 

1. 7-3.0 

2.1 

0. 2-1.1 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1.2-5. 4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 3 

3.4 

3. 2-3.6 

3.3 

0. 5-1.0 

0.8 

4.0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Furniture  stores . 

4.2-4 .6 

4.4 

4. 1-4. 6 

4.3 

0.6-1. 4 

1.1 

4. 4-5. 3 

5.0 

4.1-5 .4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4. 4 

4.3 

4. 0-4 .4 

4.1 

0.8-1. 5 

0.9 

Lumber  yards . 

5. 1-5. 6 

5.3 

4. 7-5. 3 

5.1 

0. 9-2.0 

1.1 

Automotive  group . 

3.8-5 .0 

4.3 

3. 7-5.0 

4.2 

1.1-1. 7 

1.3 

Passenger  car  dealers . 

5. 1-6. 5 

5.3 

5.0-6. 5 

5.1 

1.5-2. 3 

1.7 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9.8 

6.7 

3. 7-8. 6 

7.0 

0.8-1. 4 

1.0 

Gasoline  service  stations . 

4.4-5 .4 

4.7 

4. 1-5. 4 

4.3 

1.4-1. 9 

1.7 

Other  retail  stores . 

3. 9-5.6 

4.1 

3. 7-5.1 

4.0 

1. 1-5.0 

1.5 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total. . 

2. 3-2.6 

2.4 

2. 2-2.4 

2.4 

0.7-1. 1 

0.9 

Nondurable-goods  stores,  total . 

2.3-3-: 

2.6 

2. 1-2.7 

2.4 

0.7-1. 3 

1.0 

Food  group . 

4. 0-4 .6 

4.5 

4. 0-4 .4 

4.1 

1.0-2. 5 

1.6 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4.4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3. 1-4.6 

4.3 

0.6-1. 2 

0.9 

Department  stores . 

3. 0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

Apparel  group . 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

2.2 

Furniture  and  appliance  grcxip . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1. 8-2.6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5.6-6. 3 

5.8 

2. 1-3.6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3.6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Lumber  yards . 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0.9-2. 1 

1.3 

Automotive  groun . 

4.4-6. 1 

4.9 

3. 9-5.4 

5.1 

1. 5-3.1 

2.2 

Passenger  car  dealers  ( franchised ) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4.7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3. 4 

2.7 

0.7-1. 7 

0.8 

Nondurable -goods  stores,  total . 

1.6-2. 1 

1.6 

1.4-2. 1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

1.7-2. 8 

1.8 

1. 5-2.8 

1.7 

0. 1-1.0 

0.5 

Apparel  group . 

6. 4-7. 8 

7.2 

5.6-7. 3 

7.2 

1. 3-3.0 

2.0 

Furniture  and  appliance  group . 

3. 9-4. 4 

4.1 

3. 9-5.4 

3.9 

0.7-3. 1 

1.1 

Furniture,  home  furnishings  stores . 

4.7-5 .4 

5.0 

4. 8-5.4 

4.9 

0. 3-2.3 

1.4 

Household  appliance,  TV,  radio  stores . 

4.4-6. 0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7.6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . 

5. 5-7.0 

6.1 

5. 7-6. 5 

6.0 

1.0-2. 3 

1.6 

Tire,  battery,  accessory  dealers . 

3.7-4. 1 

3.9 

3.7-3. 9 

3.8 

0.9-1. 5 

1.1 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  foilwing  months:  Preliminary  estimates:  June  1959  and 
January  through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month- to- month  percent  changes:  May,  June  and  December 
1959  and  January  through  April  1960. 

(Z)  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shewn  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory 
Material,  page  21.)  This  month- to- month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  2  months. 
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EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of 
sales  of  retail  stores  in  the  United  States  by  kind 
of  business  and  geographic  area — regions,  divisions, 
selected  States,  and  standard  metropolitan  statis¬ 
tical  areas  (SMSA) — and  (2)  provide  national  esti¬ 
mates  of  accounts  receivable  balances  of  retail 
stores,  by  kind  of  business .  The  retail  sales  and 
accounts  receivable  estimates  in  this  report  are  de¬ 
veloped  as  a  direct  measure  from  a  sample  represent¬ 
ing  all  sizes  of  stores,  firms  or  organizations,  and 
kinds  of  retail  business  throughout  the  country. 
The  sample  has  been  designed  so  that  estimates  can 
be  evaluated  in  terms  of  their  sampling  errors. 

The  first  publication  in  this  series  was  the  Monthly 
Retail  Trade  Report  for  March  1952,  which  contained 
sales  estimates  of  retail  stores  for  15  months  be¬ 
ginning  with  January  1951,  the  initial  month  for 
which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage 
change  in  the  data  for  the  first  12  months  of  tran¬ 
sition  were  subject  to  a  considerably  higher  sampling 
error  than  would  usually  be  expected.  Other  changes 
have  been  made  since  May  1953  (the  most  recent  of 
which  was  January  1961,  which  incorporated  informa¬ 
tion  derived  from  the  1958  Census  of  Business),  but 
these  changes  have  had  a  much  smaller  effect  on  con¬ 
tinuity  of  the  data  ( see  Monthly  Retail  Trade  Reports 
for  July  1953,  December  1958,  and  January  1961,  for 
descriptions  of  sample  changes) .  Monthly  sales  data 
for  geographic  areas  were  introduced  effective  with 
April  1962.  Beginning  with  June  1960,  statistics  on 
accounts  receivable  balances  of  retail  stores  were 
incorporated  into  the  report,  including  monthly  data 
from  January  1959.  Monthly  data  for  periods  prior 
to  January  1959  are  not  available. 

Sales 

Total  receipts  from  customers  after  deductions  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales 
data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in 
retail  trade.  They  do  not  include  sales  at  retail 
by  manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 


against  which  the  firm  may  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
credit  cards  used  by  other  organizations,  such  as 
oil  companies,  Central  Charge  Service,  Diners'  Club, 
etc . 

Charge  account  receivables  are  receivables  out¬ 
standing  for  which  full  payment  was  scheduled  to  be 
made  at  the  end  of  the  customary  billing  period. 

Installment  account  receivables  are  receivables 
outstanding  for  which  payment  was  scheduled  to  be 
paid  in  two  or  more  parts. 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  from  which  the  dollar  volume  sales  esti¬ 
mates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which 
in  the  1958  Census  of  Business  were  reported  as 
operating  11  or  more  retail  stores  in  the  United 
States,  are  included  in  the  sample  regardless  of 
location  in  the  United  States. 

B.  Group  I  stores;  i.e.,  all  remaining  retail 
stores  in  the  sample,  are  included  on  the  following 
basis : 

1.  Retail  stores  with  1954  sales  volume,  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States.  (These 
stores  are  called  "National  List  Stores.") 

2.  All  remaining  retail  s’tores  are  represented 
by  a  sample  of  stores  located  in  243  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  2  or  3  counties 
were  chosen  at  random  (l  from  each  of  the  243 
primary  strata)  with  known  probability  of  se¬ 
lection.  The  sample  within  these  areas  consists 
of  (a)  "Large"  stores  (all  stores  located  any¬ 
where  in  the  Census  sample  areas  which  meet  cer¬ 
tain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments)  se¬ 
lected  at  random,  with  known  probability  of  se¬ 
lection,  within  Census  sample  areas .  Certain  of 
these  stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  .year. 
The  enumeration  of  approximately  2,000  area  seg¬ 
ments  each  month  by  Bureau  of  the  Census  field 
interviewers  makes  it  possible  to  account  for 
new  stores,  regardless  of  size,  which  have  come 
into  existance  subsequent  to  the  establishment 
of  the  sample . 
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The  following  criteria  were  used  to  select  the 
various  components  of  this  sample. 

Group  II  Organizations 

As  indicated  above,  Group  II  organizations  (those 
which  operated  11  or  more  retail  stores  in  1958)  are 
taken  into  the  sample  with  certainty  and  report 
monthly  the  combined  sales  of  all  their  retail  stores 
in  the  United  States .  For  those  Group  II  firms  with 
retail  stores  in  more  than  1  kind  of  business,  the 
reported  figures  are  prorated  among  the  different 
kinds  of  business  on  the  basis  of  the  percentage  dis¬ 
tribution  of  the  firm's  total  sales  by  kind  of  busi¬ 
ness  as  reported  in  the  1958  Census  of  Business . 

For  purposes  of  developing  the  geographic  area 
estimates  published  in  this  report,  Group  II  organi¬ 
zations  are  also  requested  to  report  separately  for 
a  sample  of  their  establishments  or  by  county.  Those 
Group  II  firms  reporting  separate  establishment  fig¬ 
ures  are  included  on  the  following  basis:  1.  Firms 
with  September  1961  sales  of  approximately  $10  mil¬ 
lion  or  more  are  canvassed  each  month  for  sales  data 
for  1  or  more  of  their  establishments;  2.  Firms 
with  sales  below  this  amount  are  sampled,  with  se¬ 
lection  proportionate  to  their  sales  size,  and  can¬ 
vassed  for  selected  month(s)  of  the  year.  For  both 
types  of  firms,  the  specific  establishments  for  which 
sales  data  are  tabulated  are  selected  in  the  follow¬ 
ing  manner: 

A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month. 
For  general  merchandise,  apparel  and  furniture  and 
appliance  stores  located  in  the  20  largest  standard 
metropolitan  statistical  areas,  the  criterion  was 
lowered  to  $215,000  in  some  areas  and  to  $425,000 
in  others . 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled  with  selection  proportionate  to  rela¬ 
tive  sales  size, for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the 
year  report  newly  acquired  stores  each  month, 
whether  newly  constructed  or  purchased  from  others. 
Firms  canvassed  for  only  selected  mcnth(s)  report 
newly  acquired  stores  once  each  year.  Data  for  all 
such  newly  acquired  stores  are  included  in  the 
statistics  forthe  month  In  which  they  are  initially 
reported.  For  subsequent  months,  they  are  sampled 
on  the  basis  of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.S.  food  store  sales,  have  been  distributed  by  ge¬ 
ographic  area  in  accordance  with  the  distribution  of 
their  sales  as  reported  in  the  most  recent  Annual 
Retail  Trade  Survey.  Data  for  a  few  firms  are  dis-' 
tributed  geographically  based  on  their  sales  dis¬ 
tribution  in  the  1958  Census  of  Business.  The  few 
firms  in  other  kinds  of  business  which  report  only 
national  organizational  sales  totals  represent  less 
than  2  percent  of  total  U.S.  retail  sales,  exclusive 
of  food  store  sales  and  for  no  separate  kind-of- 
business  category  for  which  geographic  area  data  are 


shown  in  this  report  do  they  account  for  as  much  as 
5  percent  of  the  national  total.  Data  for  these 
firms,  as  in  the  case  of  food  firms  which  report  only 
national  totals,  are  distributed  by  geographic  area 
in  accordance  with  the  geographic  breakdown  reported 
in  the  most  recent  Annual  Retail  Trade  Survey. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  retail 
stores  at  the  time  of  the  1958  Census  of  Business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business) .  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more.  All  National 
List  Stores  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known  de¬ 
partment  stores  with  sales  less  than  $5, 000, 000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from  ap¬ 
proximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas .  Large  Group  I  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

Special  Area  Segment  Stores  are  Group  I  establish¬ 
ments  (not  on  1  of  the  above  lists)  located  in  area 
segments  whose  dollar  volume  of  sales  in  1954  (or  a 
comparable  amount  at  a  later  date)  exceeded  a  certain 
amount  (either  $150,000,  $225,000  or  $300,000)  de¬ 
pending  on  kind  of  business.  Special  Area  Segment 
Stores  report  monthly  by  mail. 

Special  Rules  for  GAF  Group  I  Stores 

In  order  to  permit  publication  of  sales  data  for 
general  merchandise,  apparel,  furniture  and  appli¬ 
ance  stores  in  the  20  largest  SMSA's,  the  sales  cri¬ 
teria  for  these  kinds  of  business  were  reduced  and 
the  "large"  store  panel  was  supplemented  cnthe  basis 
of  information  reported  for  the  1958  Census  of  Busi¬ 
ness  .  Large  new  GAF  establishments  in  these  areas 
are  identified  and  are  added  to  the  "large"  store 
panel  or  to  the  Special  Area  Segment  Stores  panel. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  2  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled 
on  the  basis  of  their  accounts  receivables  as  of 
December  31,  1957,  as  reported  in  the  1957  Annual 
Retail  Trade  Survey. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed" 
panel  which  is  canvassed  monthly  for  accounts 
receivable  data.  These  criteria  vary  by  Census 
Sample  Area  and  by  sample  component,  with  one 
set  of  criteria  established  for  the  Special  Area 
Segment  Stores  and  another  for  the  other  sanple 
components . 

2.  Those  with  total  receivables  below  these 
criteria  were  divided  into  12  "rotating"  panels. 
Such  panels  report  for  only  2  sucessive  months 
each  year,  depending  upon  the  "rotating"  panel  to 
which  they  are  assigned.  For  example,  the  Janu¬ 
ary  panel  is  canvassed  for  end-of -month  January 
and  February  receivables,  the  February  panel  for 
February  and  March  receivables,  etc. 

B.  Group  II  firms  added  in  the  panel  revision  of 
January  1961  were  subsampled  on  the  basis  of  their 
accounts  receivable  as  of  November  30,  1960.  Group 
I  general  merchandise,  apparel,  furniture  and  ap¬ 
pliance  stores  added  to  the  panel  as  a  result  of 
the  supplementation  in  these  standard  metropolitan 
statistical  areas  are  assigned  to  the  "fixed "  panel 
if  they  sell  on  credit  and  to  the  "rotating"  panel 
if  they  do  not  sell  on  credit. 

C.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the 
month  that  they  are  enumerated  for  sales  figures. 
For  both  sales  and  receivables  data,  these  estab¬ 
lishments  are  also  canvassed  for  figures  for  the 
previous  month,  thus  providing  data  for  2  consecu¬ 
tive  months  each  year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin,  should 
take  into  account  the  following  differences: 

A.  The  Federal  Reserve  Board  series  is  limited  to 
amounts  owed  by  consumers  only.  The  Board  subtracts 
from  credit  held  by  retailers  amounts  estimated  to 
reflect  nonconsumer  credit,  e.g.,  credit  outstand¬ 
ing  on  sales  by  retail  stores  made  to  contractors 
or  other  businesses.  Conversely,  an  amount  is 
added  which  represents  an  estimate  of  credit  out¬ 
standing  on  sales  to  consumers  by  wholesale  estab¬ 
lishments  . 


B.  The  Federal  Reserve  Board  compiles  retail  cre¬ 
dit  statistics  independently  of  the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores, and  household  appliance 
dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results . 

C.  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business  in 
which  the  organization  is  engaged.  The  Census 
Bureau  distributes  accounts  receivable  data  reported 
by  these  organizations  among  the  various  kinds  of 
business  in  which  they  were  engaged  as  reported  in 
the  1958  Census  of  Business.  (See  "Detailed  De¬ 
scription  of  Sources  and  Methods  Used  in  Revision 
of  Short-  and  Intermediate-Term  Consumer  Credit 
Statistics,  April  1953,  Board  of  Governors  of  the 
Federal  Reserve  System,"  and  the  Census  Bureau's 
"Description  of  the  Sample  for  the  Monthly  Retail 
Trade  Report,  Revised".) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale,  and  receipts  from  services),  and 
are  not  limited  to  sales  of  the  major  product  or 
products.  Similarly,  the  accounts  receivable  esti¬ 
mates  include  amounts  owed  to  the  retail  stores  on 
all  sales  made  on  credit  at  the  establishment  includ¬ 
ing  sales  at  wholesale  and  receipts  of  services. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group;  the 
lumber,  building  materials,  hardware,  farm  equipment 
group  and  the  automotive  group.  Also  included  in  the 
durable-goods  category  are  jewelry  stores;  book 
stores;  sporting  goods  stores;  bicycle  shops; second¬ 
hand  stores;  luggage  and  leather  goods  stores;  gift, 
novelty,  souvenir  shops;  typewriter  stores;  optical 
goods  stores;  music  stores;  camera,  photographic 
supply  stores;  and  miscellaneous  retail  stores  not 
elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  sta¬ 
tions.  Also  included  in  the  nondurable-goods  cate¬ 
gory  are  liquor  stores;  drug  and  proprietary  stores; 
fuel,  fuel  oil  dealers;  florists;  hay,  grain,  feed 
stores;  farm  and  garden  supply  stores;  stationery 
stores;  newsstands  and  news  dealers;  cigar  stores; 
and  ice  dealers . 
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Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  an  a  probabil¬ 
ity  sample  and  therefore  the  sampling  variability  of 
these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  13  through 
21.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates,  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  1-sigma  level,  the  chances  are  that 
2  out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  expected  value  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu¬ 
meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  expected 
value  approximately  19  out  of  20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  table 
13  is  1.3  percent  (or  .013).  Multiplying  $4,698  mil¬ 
lion  by  .013,  we  obtain  $61  million.  The  chances  are 
2  out  of  3  that  the  expected  value  is  between  $4,637 
and  $4,759  million  (i.e.,  $4,698  million  plus  and 
minus  $61  million)  and  the  chances  are  19  out  of  20 
that  the  expected  value  lies  between  $4,576  and 
$4,820  million  (i.e.,  $4,698  million  plus  and  minus 
$122  million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3  percent.  This  percentage 
change  is  equivalent  to  a  month-to-month  ratio  of  .97. 
The  median  sampling  variability  for  this  statistic, 
shown  in  table  13,  is  0.9  percent  (or  .009).  The 
result  of  multiplying  .97  by  .009  is  .009.  The 
probability  is  2  out  of  3  that  the  expected  ratio  is 
contained  in  the  range  .961  to  .979,  while  there  is 
a  probability  of  19  out  of  20  that  the  expected  ratio 
is  contained  in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  pos¬ 
sibly  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size. 

It  is  also  to  be  noted  that  measures  of  sampling 
variability  shown  in  this  report  do  not  include  biases 
which  might  arise  from  such  sources  as  nonreporting 
or  response  errors.  Nonresponse  for  the  national 
estimates  for  all  kinds  of  business  combined  amounts 
to  about  6  percent  for  sales  and  11  percent  for  ac¬ 
counts  receivable. 


Preliminary  versus  Final  Volume  Estimates 

I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  2  consecutive 
months,  with  a  different  group  of  area  segments  enu¬ 
merated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ( current  month),  and  one 
for  January  (previous  month)  and  in  April,  a  differ¬ 
ent  group  of  retail  establishments  report  a  sales 
figure  for  March  ( current  month),  and  one  for  Feb¬ 
ruary  (previous  month).  Hence,  1  month  later  ad¬ 
ditional  data  for  the  "small"  Group  I  stores  are 
available  for  the  previous  month;  e.g.,  in  the  fore¬ 
going  example,  sales  figures  for  February  are  avail¬ 
able  from  retail  establishments  located  within  2 
different  groups  of  land  segments  (once  as  the  current 
month,  and  once  as  the  previous  month) . 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  are  labelled 
preliminary,  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  final  estimates.  The 
new  month's  sales  data  for  Group  II  stores  shown  in 
table  3  are  always  final  since  the  same  firms  are 
requested  to  report  each  month.  As  the  preliminary 
figures  are  derived  from  reports  for  the  month  enu¬ 
merated  as  a  current  month,  they  in  fact  correspond 
to  the  dollar  volume  estimates  which  prior  to  Jan¬ 
uary  1960  regularly  have  been  carried  in  the  Monthly 
Retail  Trade  Report.  In  the  Monthly  Retail  Trade  Re¬ 
port  for  the  next  month  after  the  one  in  which  the 
preliminary  estimates  are  issued,  these  preliminary 
estimates  are  replaced  by  revised  or  final  estimates 
which  are  based  on  reports  for  the  month  enumerated 
both  as  a  current  and  as  a  previous  month.  The  use 
of  both  current  and  previous  month  samples  results 
in  a  generally  lower  sampling  variability  of  the 
estimates  than  would  be  expected  from  use  of  only  a 
current  month  sample. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  1.1  percent  for  eating  and  drinking  places. 

A  more  detailed  and  technical  description  of  the  de¬ 
velopment  of  these  estimates  may  be  obtained  upon 
request  to  the  Bureau  of  the  Census.  A  description 
of  the  sample  as  constituted  in  October  1955,  esti¬ 
mating  procedure  used  and  additional  information  on 
the  reliability  of  the  estimates  is  available  in  a 
pamphlet  entitled  "Description  of  the  Sample  for  the 
Monthly  Retail  Trade  Report." 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
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Group  II  firms  shown  in  table  12,  are  labelled  pre¬ 
liminary  to  be  replaced  in  the  next  issue  of  the  Mon¬ 
thly  Retail  Trade  Report  by  final  estimates.  Over 
the  last  full  calendar  year,  the  average  change  in 
total  accounts  receivable  balances  from  the  prelim¬ 
inary  to  the  final  estimates  was  .5  percent  for  all 
retail  stares  combined.  For  individual  kinds-of-busi- 
ness  groups,  revisions  have  been  greater,  ranging 
on  the  average  from  .9  percent  for  the  general  mer¬ 
chandise  group  to  2.2  percent  for  tale  food  group  (the 
eating  and  drinking  group,  relatively  unimportant  in 
accounts  receivable  balances,  averaged  3.7  percent). 
Unlike  the  new  month's  sales  data  for  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  are  not  final  since  the  same  firms  are  not 
requested  to  report  each  month;  i.e.,  a  portion  of 
the  Group  II  accounts  receivable  estimates  is  derived 
from  rotating  panels  ( see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  (Table  2) 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  estimates 
in  table  1.  Because  the  sampling  variability  of  dol¬ 
lar  estimates  for  those  kinds  of  business  with  an 
asterisk  is  relatively  large,  such  estimates  are  not 
published;  however,  the  percentage  changes  which  are 
derived  from  such  estimates  have  a  smaller  sampling 
variability  than  the  estimates  themselves  and  are 
shown  in  table  2. 

Sales  and  Accounts  Receivable  Balances  of  Stores 
of  Firms  Operating  11  or  More  Retail 

Stores  (Tables  3  and  12j 

Separate  data  are  presented  in  tables  3  and  12  for 
stores  of  organizations  which,  in  the  1958  Census  of 
Business,  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (table  12)  are  subject  to  sampling  variability 
(see  table  20 )  since  a  portion  of  such  estimates  are 
derived  from  a  sample;  i.e.,  rotating  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores  (Table  4-7 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by  sum¬ 
ming  the  sales  of  Group  II  stores  ( see  above )  and  the 
weighted  sales  of  Group  I  retail  stores  operated  by 
organizations  which  have  4  to  10  retail  stores. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  and  geographic 
areas  not  separately  shown  in  this  report,  are  pro¬ 
duced  as  a  byproduct  of  the  regularly  published  sta¬ 
tistics.  These  additional  data  have  not  been  in¬ 
cluded  in  this  publication  basically  because  their 
sampling  variability  is  so  high  relative  to  the 


changes  from  month  to  month,  or  between  other  periods, 
that  might  be  anticipated  actually  to  occur,  as  to 
make  them  potentially  misleading.  The  Bureau  of  the 
Census,  on  request,  will  release  such  figures  for 
individual  use,  though  not  for  publication.  For  ex¬ 
ample,  unpublished  geographic  area  data  identified 
in  this  report  as  subject  to  sampling  variability  of 
"C"  or  "c"  magnitude  are  available  on  request.  Se¬ 
lected  additional  data,  providing  greater  detail  by 
geographic  area  and  by  kind  of  business,  may  be  de¬ 
veloped  on  a  reimbursable  basis.  It  should  be  noted 
that  in  some  cases  unpublished  figures  can  be  derived 
directly  from  this  report  by  subtracting  published 
data  from  their  respective  totals.  However,  in  these 
cases,  the  figures  obtained  by  such  subtraction  would 
be  subject  to  the  high  sampling  variability  described 
above  for  unpublished  kinds  of  business  and  their  use 
would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties;  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of-business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  U.S.  population  and  such  tabulations 
should  be  limited  to  statistics  for  all  kinds  of 
business  combined  and  for  large  and  statistically 
reliable  combinations  of  kind-of-business  categories, 
such  as  the  GAF  combination. 

Data  Adjusted  for  Seasonal  Variations  and 

Trading  Day  Differences 

The  national  data  in  this  publication  have  been 
ad justed  on  the  basis  of  adjustment  factors  developed 
from  the  X-9  versioncf  the  Census  Method  II  seasonal 
adjustment  program.  The  new  trading  day  factors 
used  for  adjusting  the  national  sales  estimates  were 
developed  in  accordance  with  the  method  described  in 
Seasonal  Adjustment  on  Electronic  Computers,  the 

"Measurement  of  Calendar  Variation,"  pp.  343-360, 
Organization  for  Economic  Cooperation  and.  Development, 
Paris,  1961.  Details  concerning  the  new  seasonal  and 
trading  day  factors  may  be  obtained  from  the  Chief, 
Economic  Research  and  Analysis  Division,  Bureau  of 
the  Census,  Washington,  D.C.,  20233. 

Tables  22-23,  pp.  23-24  present,  by  kind  of  busi¬ 
ness,  the  combined  seasonal  and  trading  day  adjust¬ 
ment  factors  for  the  sales  estimates  and  seasonal 
adjustment  factors  for  end-of -month  accounts  receiv¬ 
able  that  are  used  in  adjusting  data.  The  factors 
shown  for  data  at  the  kind-of-business  group  and 
total  levels  are  approximations  and  may  show  small 
differences  from  the  published  data.  Summary  mea¬ 
sures  of  the  seasonal,  cyclical,  and  irregular  com¬ 
ponents  of  the  data  by  kind  of  business  groups  and 
totals  are  presented  in  babies  24-25,  pp.  25-26. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjusted 
data . 


Table  23.— COMBINED  SEASONAL,  TRADING  DAY,  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  SALES  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  RETAIL  STORES— JANUAHY  1964— DECEMBER  1965 
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Table  24.— COMBINED  SEASONAL  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  ACCOUNTS  RECEIVABLES  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  STORES, 

BY  CHARGE  AND  INSTALLMENT  ACCOUNTS:  JULY  1964- JUNE  1965 


Kind  of  business 

1964 

1965 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total1* . 

99 .4 

99.6 

99.1 

100 .0 

100.7 

106.9 

101.9 

96.7 

96.8 

98.7 

100.3 

100.2 

Durable-goods  stores,  total . 

102.8 

103.5 

102.4 

103.1 

101.9 

102.7 

97.1 

93.8 

94.8 

96.8 

99.8 

101.6 

Nondurable -goods  stores,  total1* . 

96.5 

96.3 

96.4 

97.4 

99.6 

110.4 

105.9 

99.0 

98.5 

100.1 

100.8 

99.1 

Food  group . 

100.6 

104.5 

103.8 

102.1 

99.3 

103.0 

98.7 

97.0 

98.1 

95.8 

98.2 

99.1 

General  merchandise  group1* . 

96.2 

96.0 

96.9 

97.7 

100.4 

113.8 

108.7 

99.2 

97.4 

97.8 

98.5 

97.1 

Department  stores1* . 

95.9 

95.6 

96.3 

97.4 

99.6 

114.8 

110.5 

99.1 

97.0 

97.5 

98.1 

97.7 

Mail  order  houses  (department  store  merchandise)1* . 

96.5 

97.9 

98.9 

100.0 

103.5 

108.7 

103.7 

97.7 

97.9 

97.7 

100.0 

97.3 

Apparel  group . 

89.5 

90.6 

96.1 

99.8 

101.1 

121.8 

109.5 

99.2 

100.2 

100.7 

96.6 

95.9 

Women's  ready-to-wear  stores . 

87.2 

88.7 

96.0 

99.6 

100.8 

120.1 

106.6 

98.2 

103.9 

104.8 

99.5 

95.5 

Furniture  and  appliance  group . 

97.2 

98.7 

98.7 

99.8 

100.5 

107.0 

102.6 

100.2 

98.3 

97.4 

100.2 

99.8 

Furniture,  home  furnishings  stores . 

96.8 

98.8 

99.7 

100.0 

100.4 

106.8 

103.2 

100.1 

98.1 

97.5 

100.1 

99.1 

Furniture  stores . 

97.1 

99.7 

98.9 

98.8 

98.6 

106.6 

104.6 

100.2 

98.7 

97.2 

100.5 

99.9 

Household  appliance,  TV,  radio  stores . 

98.8 

98.3 

96.0 

99.9 

101.4 

106.5 

100.0 

99.9 

97.9 

98.3 

101.0 

102.3 

Household  appliance  dealers . 

101.2 

98.5 

96.0 

98.9 

101.4 

105.8 

99.4 

99.7 

99.4 

96.9 

100.8 

102.6 

Lumber,  building,  hardware,  farm  equipment  group . 

108.8 

110.9 

108.9 

109.9 

103.8 

94.6 

88.6 

86.7 

88.8 

95.7 

100.4 

102.6 

Lumber  yards,  building  materials  dealers . 

107.0 

110.4 

108.7 

110.9 

107.8 

96.3 

90.0 

87.4 

87.1 

95.3 

99.5 

99.9 

Lumber  yards . 

108.9 

111.3 

108.9 

109 .4 

105.9 

95.8 

89.3 

87.4 

85.7 

95.4 

100.0 

102.8 

Automotive  group . 

104.6 

101.4 

99.4 

102.6 

101.7 

102.3 

96.5 

92.9 

95.7 

98.8 

101.2 

103.2 

Passenger  car  dealers  ( franchised ) . 

103.5 

99.7 

97.8 

103.8 

101.9 

103.2 

97.3 

93.0 

96.3 

100.6 

101 .4 

101.2 

Tire,  battery,  accessory  dealers . 

107.7 

104 .7 

103.3 

99.7 

101.2 

101.2 

95.0 

92.8 

94.2 

94.0 

100.2 

106.7 

Gasoline  service  stations . 

101.6 

102.5 

99.9 

102.7 

102.6 

94.9 

96.9 

94.0 

98.4 

100.1 

102.6 

104.0 

CHAR®  ACCOUNTS 

United  States,  total . 

99.6 

100.3 

99.6 

101.8 

102.1 

106.2 

99.0 

94.9 

95.4 

99.2 

101.8 

100.6 

Durable-goods  stores,  total . 

104.0 

105.4 

104.0 

107.3 

104.3 

100.8 

93.6 

90.0 

91.6 

96.6 

100.7 

102.0 

Nondurable -goods  stores,  total . 

95.5 

95.6 

95.5 

96.7 

100.0 

111.2 

104.1 

99.4 

98.9 

101.6 

102.9 

99.2 

General  merchandise  group . 

91.7 

91.3 

94.8 

95.0 

101.8 

127.5 

112.3 

101.4 

95.2 

94.9 

99.1 

95.4 

Department  stores . 

90.5 

90.5 

93  .4 

94.7 

102.3 

133.1 

115.1 

101.6 

94.0 

93.0 

98.3 

93.7 

Apparel  group . 

87.9 

88.6 

96.1 

100.1 

103.5 

126.4 

109.8 

98.1 

99.7 

100.8 

95.3 

94.5 

Furniture  and  appliance  group . 

94.9 

97.5 

97.7 

102.3 

102.7 

110.6 

102.1 

98.8 

96.6 

97.8 

99.4 

100.2 

Furniture,  home  furnishings  stores . 

94.7 

98.1 

100.9 

102.9 

101.9 

108.4 

101.7 

97.1 

94.8 

99.7 

100.8 

99.2 

Lumber,  building,  hardware,  farm  equipment  group . 

108.9 

111.5 

109.5 

111.6 

104.7 

94.6 

87.7 

85.4 

87.1 

95.1 

101.2 

102.6 

Lumber  yards,  building  materials  dealers . 

107.4 

111.0 

109.2 

111.5 

108.3 

96.2 

89.2 

86.4 

86.2 

94.9 

99 .4 

100.1 

Lumber  yards . 

109.2 

111.9 

109.5 

110.3 

106.5 

95.5 

88.3 

86.4 

84.8 

94.6 

99.9 

103.3 

Automotive  group . 

103.0 

100.2 

98.2 

104 .5 

101.9 

101.3 

97.8 

93.7 

95.6 

98.9 

102.7 

102.7 

Passenger  car  dealers  (franchised) . 

101.3 

99.1 

96.4 

103 .4 

101.9 

101.5 

99 .4 

95.0 

96.7 

101.5 

102.3 

101.2 

Gasoline  service  stations . 

101 .4 

103.0 

99.9 

103.0 

102.6 

94.7 

96.7 

94.4 

98.2 

100.2 

102.5 

104.0 

INSTALLMENT  ACCOUNTS 

United  States,  total1* . 

99.0 

98.8 

98.6 

98.1 

99.2 

107.8 

105.0 

98.5 

98.4 

98.0 

98.8 

100.0 

Durable-goods  stores,  total . 

101.3 

101.2 

100.4 

98.1 

99.0 

105.2 

101.4 

98 .4 

98.7 

97.1 

98.7 

101.1 

Nondurable-goods  stores,  total1* . 

97.4 

97.0 

97.3 

98.1 

99.3 

109.7 

107.6 

98.6 

98.1 

98.6 

98.8 

99.1 

General  merchandise  group1* . 

97.4 

97.2 

97.5 

98.3 

100.0 

110.2 

107.8 

98.6 

98.0 

98.6 

98.4 

97.6 

Department  stores1* . 

97.6 

97.2 

97.2 

98.3 

98.8 

109.2 

109.1 

98.3 

97.9 

99.0 

98.0 

99.0 

Apparel  group . 

93.5 

95.7 

96.2 

98.8 

94.? 

109.8 

108.8 

102.2 

101 .4 

100.3 

99.9 

99.6 

Furniture  and  appliance  group . 

98.2 

99.3 

99.1 

98.7 

99.6 

105.4 

102.7 

100.8 

99.1 

97.2 

100.6 

99.5 

Furniture,  home  furnishings  stores . 

97.7 

99.1 

99.1 

98.7 

99.7 

106.0 

103.9 

101.4 

99.5 

96.5 

99.8 

99.0 

Household  appliance,  TV,  radio  stores . 

100.0 

99.9 

99.1 

98.7 

99.0 

103.3 

98.9 

98.7 

98.0 

99.7 

103.6 

101.4 

Automotive  group . 

106.6 

103.1 

100.9 

100.1 

101.3 

103.7 

94.7 

92^0 

95.8 

98.7 

99.3 

103.9 

Tire,  battery,  accessory  dealers . 

106.4 

106.2 

104.0 

95.8 

100.7 

102.7 

97.2 

95.7 

94.6 

95.0 

96.2 

105.8 

Group  II  Stores 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total1* . 

97.1 

97.9 

98.4 

98.7 

100.5 

110.3 

107.0 

98.5 

97.5 

97.7 

98.5 

98.3 

Durable-goods  stores,  total . 

101.6 

103.2 

102.7 

101.3 

101.7 

102.5 

99 .4 

96.2 

96.6 

97.0 

98 .4 

100.2 

Nondurable-goods  stores,  total1* . 

95.6 

96.2 

97.0 

97.7 

100.1 

112.8 

109.5 

99.2 

97.7 

97.9 

98.5 

97.8 

General  merchandise  group1* . 

95.6 

96.3 

97.2 

97.9 

100.3 

112.9 

109.9 

99.3 

97.3 

97.5 

98.1 

97.4 

Department  stores1* . 

95.6 

96.3 

96.7 

97.6 

99.4 

113.1 

111.3 

99.2 

97.6 

98.0 

97.8 

97.2 

Apparel  group . 

92.0 

90.7 

92.7 

96.3 

97.9 

122.5 

110.0 

101.1 

100.7 

100.6 

98.0 

98.4 

Furniture  and  appliance  group . 

99.8 

98.9 

98.6 

100.0 

100.7 

104.7 

100.9 

100.2 

100.3 

98.7 

98.8 

98.4 

Tire,  battery,  accessory  dealers . 

106.9 

105.8 

104.6 

97.6 

100.1 

102.3 

96.1 

94.7 

93.5 

95.4 

98.3 

104.9 

CHAR®  ACCOUNTS 

United  States,  total . 

95.9 

97.6 

98.9 

100.3 

102.5 

114 .3 

105.5 

97.0 

95.4 

95.3 

98.8 

98.7 

Durable-goods  stores,  total . 

104.3 

107.8 

107.3 

109.6 

105.9 

99.1 

91.8 

87.5 

91.7 

96.1 

98.0 

101.3 

Nondurable-goods  stores,  total . 

91.7 

92.5 

94.7 

95.7 

100.8 

122.0 

112.3 

101.8 

97.3 

94.9 

99.3 

97.4 

General  merchandise  group . 

88.0 

90.7 

95.7 

95.6 

102.5 

130.0 

117.5 

103.3 

94.0 

90.8 

97.6 

95.0 

Department  stores . 

87.2 

89.4 

94.1 

95.2 

102.6 

134.8 

118.9 

103.9 

94.1 

90.1 

97.7 

92.7 

Apparel  group . 

94.9 

87.7 

91.4 

96.7 

95.7 

125.3 

110.6 

101.1 

99.7 

100.5 

98.2 

99.1 

Furniture  and  appliance  group . 

105.0 

98.1 

97.7 

103.8 

99.7 

107.2 

92.9 

101.4 

97.2 

102.1 

94.8 

100.1 

INSTALLMENT  ACCOUNTS 

97.4 

98.0 

98.2 

98.2 

100.0 

109.2 

107.4 

98.9 

98.0 

98.2 

98.4 

98.3 

Durable-goods  stores,  total . 

100.5 

101.5 

101.0 

98.2 

100.2 

103.7 

102.2 

99 .4 

98.5 

97.4 

98.5 

99.7 

Nondurable-goods  stores,  total1* . 

96.5 

97.0 

97.4 

98.2 

100.0 

110.8 

108.9 

98.7 

97.8 

98.5 

98.3 

97.9 

General  merchandise  group1* . 

96.6 

97.1 

97.4 

98.2 

100.0 

110.6 

109.0 

98.8 

97.7 

98 .4 

98.2 

97.7 

Department  stores1* . 

96.9 

97.3 

97.1 

98.0 

98.9 

109.7 

110.1 

98.5 

98.1 

99.2 

97.8 

97.9 

Apparel  group . 

89.4 

93.5 

93.8 

95.9 

99.8 

120.0 

109.4 

101.1 

101.6 

100.8 

97.8 

97.7 

Furniture  and  appliance  group . 

99.1 

99.0 

98.8 

99.6 

100.8 

104.4 

101.9 

110.0 

100.7 

98.3 

99.3 

98.2 

Note:  The  adjustment  factors  shown  in  this  table  have  been  developed  from  unadjusted  data  compiled  in  this  survey  from  January  1959  through  June  1964  using 
the  X-9  version  of  the  Census  Method  II  seasonal  adjustment  program.  A  description  of  this  technique  may  be  obtained  from  the  Chief,  Economic  Research  and 
Analysis  Division,  Bureau  of  the  Census. 


The  adjustment  factors  shown  above  for  accounts  receivables  are  a  combination  of  seasonal  and  holiday  factors.  Adjustment  factors  are  not  included  in  this 
table  for  those  kinds  of  business  for  which  adjusted  data  are  not  published  separately. 

Adjusted  accounts  receivable  data  shown  in  tables  12  and  13  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors 
shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the  summary  trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the 
individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data, 
r  Revised  data:  July  1964  through  June  1965. 


25 


Table  25.— AVERAGE  M3 NTH-TO -MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

TT 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

17c 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.48 

7.41 

40.4 

.84 

.70 

.42 

1.67 

2 

2.23 

1.66 

14.30 

3.30 

Durable-goods  stores,  total . 

7.44 

7.37 

26.5 

1.87 

1.65 

.77 

2.14 

3 

2.10 

1.59 

11.92 

3.92 

Nondurable-goods  stores,  total . 

7.99 

7.90 

47.0 

.65 

.52 

.36 

1.44 

2 

2.20 

1.61 

47.67 

3.16 

Food  group . 

5.81 

5.86 

19.4 

.72 

.62 

.35 

1.77 

2 

1.86 

1.61 

47.67 

4.06 

Grocery  stores . 

6.02 

6.09 

19.3 

.74 

.64 

.39 

1.64 

2 

1.86 

1.51 

39.00 

4.30 

Eating  and  drinking  places . 

5.13 

3.60 

20.3 

.84 

.75 

.36 

2.08 

3 

1.99 

1.59 

10.21 

4.70 

General  merchandise  group . 

16.81 

16.71 

115.0 

1.36 

1.24 

.45 

2.76 

3 

1.81 

1.64 

17.88 

3.71 

Department  stores . 

17.78 

16.04 

110.1 

1.58 

1.45 

.50 

2.90 

3 

1.79 

1.63 

13.00 

3.53 

Variety  stores . 

20.35 

18.87 

131.2 

1.65 

1.59 

.53 

3.00 

3 

1.88 

1.55 

17.88 

4.03 

Mail  order  houses  (department  store  merchandise) 

16.75 

14 .80 

91.1 

2.26 

2.20 

.65 

3.38 

4 

1.86 

1.57 

13.00 

5.19 

Apparel  group . 

19.99 

19.73 

112.6 

1.75 

1.68 

.47 

3.57 

4 

1.57 

1.47 

9.53 

2.86 

Men's,  boys'  wear  stores . 

22.40 

20.16 

125.1 

2.51 

2.28 

.80 

2.85 

4 

1.91 

1.61 

6.81 

3.26 

Women's  apparel,  accessory  stores . 

19.47 

16.51 

96.1 

1.86 

1.72 

.55 

3.13 

4 

1.79 

1.63 

13.00 

4.24 

Shoe  stores . 

20.50 

17.45 

63.2 

2.28 

2.17 

.55 

3.95 

4 

1.74 

1.70 

8.94 

4.52 

Furniture  and  appliance  group . 

8.64 

8.45 

49.7 

1.39 

1.27 

.54 

2.35 

3 

1.63 

1.38 

14.30 

4.41 

Furniture,  home  furnishings  stores . 

8.59 

7.75 

38.9 

1.47 

1.33 

.63 

2.11 

3 

1.96 

1.39 

11.92 

4.86 

Household  appliance,  TV,  radio  stores . 

9.94 

8.75 

54.9 

2.31 

2.13 

.72 

2.96 

4 

1.86 

1.57 

10.21 

4.67 

Lumber,  building,  hardware,  farm  equipment  group.. 

8.84 

8.88 

45.3 

1.95 

1.77 

.57 

3.11 

4 

2.04 

1.55 

7.53 

3.68 

Lumber  yards,  building  materials  dealers . 

9.50 

8.55 

46.5 

2.00 

1.84 

.67 

2.75 

3 

1.81 

1.57 

8.94 

3.71 

Hardware  stores . 

12.12 

10.72 

61.1 

1.81 

1.70 

.54 

3.15 

4 

1.93 

1.79 

8.94 

4.83 

Automotive  group . 

7.60 

7.32 

27.0 

3.13 

2.80 

1.07 

2.62 

3 

1.93 

1.46 

8.94 

3.07 

Passenger  car,  other  automotive  dealers . 

7.75 

7.31 

33.2 

2.96 

2.60 

1.15 

2.26 

3 

1.94 

1.49 

10.00 

3.14 

Tire,  battery,  accessory  dealers . 

12.35 

10.40 

52.6 

2.35 

2.15 

.88 

2.44 

3 

1.91 

1.57 

7.94 

4.70 

Gasoline  service  stations . 

4.25 

2.57 

11.5 

.79 

.58 

.50 

1.16 

2 

2.31 

1.70 

47.67 

3.64 

Drug  and  proprietary  stores . 

6.95 

6.02 

34.6 

.93 

.73 

.47 

1.55 

2 

2.42 

1.77 

13.00 

4.58 

Liquor  stores . 

11.57 

9.16 

62.9 

1.12 

.94 

.57 

1.65 

2 

2.13 

1.54 

20.43 

4.06 

GROUP 

II  STORES 

United  States,  total . 

11.81 

10.81 

65.0 

1.23 

1.12 

.73 

1.53 

2 

2.01 

1.63 

20.43 

3.02 

Grocery  stores . 

7.85 

2.33 

10.5 

1.03 

.89 

.52 

1.71 

2 

1.81 

1.34 

71.50 

4.06 

Eating  and  drinking  places . 

4.40 

2.84 

15.5 

1.55 

1.42 

.66 

2.15 

3 

2.34 

1.93 

17.88 

6.41 

General  merchandise  group . 

17.45 

17.45 

116.4 

2.29 

2.26 

1.00 

2.26 

3 

1.63 

1.68 

15.89 

4.86 

Department  stores . 

16.85 

15.31 

105.0 

2.85 

2.78 

1.06 

2.62 

3 

1.64 

1.51 

13.00 

4.27 

Variety  stores . 

21.13 

19.68 

132.7 

1.59 

1.53 

.47 

3.26 

4 

1.81 

1.68 

14. 30 

4.67 

Apparel  group . 

23.23 

22.18 

115.4 

2.98 

2.88 

.82 

3.51 

4 

1.72 

1.57 

11.92 

3.68 

Men's,  boys'  wear  stores . 

27.40 

23.64 

131.7 

5.27 

5.10 

1.04 

4.90 

5 

2.23 

2.17 

14.30 

6.32 

Women's  apparel,  accessory  stores . 

22.17 

18.92 

111.4 

3.32 

3.16 

.80 

3.95 

4 

1.81 

1.54 

11.00 

4.52 

Shoe  stores . 

24.22 

20.32 

72.7 

3.61 

3.65 

.56 

6.52 

6 

1.61 

1.47 

14.30 

4.93 

Tire,  battery,  accessory  dealers . 

14.11 

12.38 

*63.4 

2.84 

2.73 

.76 

3.54 

4 

1.86 

1.72 

11.92 

5.00 

Drug  and  proprietary  stores . 

10.54 

9.37 

59.7 

1.49 

1.44 

.62 

2.32 

3 

2.23 

1.66 

23.83 

11.75 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 


0  is  the  average  month -to -month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  1  calendar  year.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

7  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

!7c  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb. -Mar., 
etc.)  2-manth  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5  month-spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations .  When  there  is  no  change  between  2  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  1  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95^  of  the  time.  Over  spans 
greater  than  1  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.86  for  household  appliances.  This  indicates 
that  1-month  changes  in  the  seasonally  adjusted  series,  an  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  2  colucns,  1.57  for  I  and 
10.21  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 

4.67  for  MCD  indicates  that  a  4-month  moving  average  of  the  seasonally  adjusted  series  (4-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.86  for  Cl  to  4.67  for  the  MCD  moving  average  Indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 

These  averages  are  based  cn  a  seasonally  adjusted  series  which  is  adjusted  historically;  that  is,  the  months  used  to  compute  the  measures  were  the  same  months 
used  to  estimate  the  seasonal  factors.  Current  data,  however,  are  adjusted  by  use  of  factors  projected  one  year  ahead,  and  are  thus  subject  to  additional  error. 
Tests  to  date  indicate  that  MCD  are  Drobably  2  months  greater  than  those  shown  above  for  individual  kinds  of  business  and  approximately  1  month  for  total  retail 
sales;  Cl  and  I  are  approximately  l|  times  the  averages  shown  for  individual  kinds  of  business,  with  the  increase  in  irregularity  somewhat  smaller  for  total 
retail  sales. 
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Table  26.—  AVERAGE  MONTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  ACCOUNTS  RECEIVABLE: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

cT 

T 

C 

w 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total . . 

2.47 

2.10 

11.8 

.83 

.58 

.57 

1.02 

2 

2.95 

1.67 

21.67 

7.11 

Durable-goods  stores,  total . 

2.02 

1.92 

8.6 

.61 

.50 

.35 

1.43 

2 

2.03 

1.71 

16.25 

3.05 

Nondurable-goods  stores,  total . 

3.47 

2.92 

14.2 

1.32 

.85 

.85 

1.00 

2 

3.10 

1.67 

16.25 

5.82 

Food  group . 

2.43 

1.53 

8.5 

1.68 

1.60 

.34 

4.71 

6 

1.63 

1.55 

9.29 

4.00 

General  merchandise  group . 

4.60 

3.53 

19.7 

2.13 

1.47 

1.37 

1.07 

2 

3.61 

1.55 

21.67 

7.11 

Department  stores . 

5.09 

4.20 

22.2 

2.15 

1.60 

1.42 

1.13 

2 

2.95 

1.63 

21.67 

4.92 

Mail  order  houses  (department  store  merchandise). 

3.73 

2.54 

13.4 

2.33 

1.41 

1.62 

.87 

1 

2.83 

1.51 

16.25 

2.83 

Apparel  group . 

5.63 

5.37 

32.0 

1.31 

1.22 

.44 

2.77 

4 

1.91 

1.76 

7.22 

3.65 

Women's  ready-to-wear  stores . 

6.26 

5.98 

32.7 

1.39 

1.19 

.57 

2.09 

3 

1.91 

1.71 

6.50 

3.50 

2.07 

1.80 

9.4 

1.00 

.83 

.45 

1 .84 

3 

1.97 

Furniture,  home  furnishings  stores . 

2.26 

2.05 

9.9 

1.12 

.93 

.44 

2.11 

3 

1.97 

1.86 

7.22 

3.50 

Furniture  stores . 

2.28 

1.95 

9.4 

1.09 

.90 

.47 

1.91 

3 

1.81 

1.59 

6.50 

3.50 

Household  appliance,  TV,  radio  stores . 

2.34 

1.73 

9.7 

1.40 

1.21 

.60 

2.02 

3 

2.03 

1.59 

7.22 

3.32 

Household  appliance  dealers . 

2.40 

1.79 

9.0 

1.40 

1.15 

.75 

1.53 

2 

2.17 

1.76 

7.22 

3.76 

Lumber,  building,  hardware,  farm  equipment  group... 

4.22 

4.08 

24.2 

.96 

.91 

.40 

2.28 

3 

1.91 

1.59 

13.00 

3.15 

Lumber  yards,  building  materials  dealers . 

4.46 

3.76 

23.4 

1.57 

1.45 

.65 

2.23 

4 

2.17 

1.63 

7.22 

3.44 

Lumber  yards . 

4.47 

3.95 

24.4 

1.36 

1.20 

.60 

2.00 

3 

1.71 

1.91 

8.13 

3.50 

Automotive  group . 

3.28 

2.84 

11.7 

1.11 

1.03 

.43 

2.40 

3 

1.51 

1.48 

9.29 

3.50 

Passenger  car  dealers  ( franchised ) . 

3.25 

2.86 

10.4 

1.39 

1.16 

.66 

1.76 

3 

1.91 

1.63 

8.13 

5.25 

Tire,  battery*  accessory  dealers . 

2.91 

2.40 

14.7 

1.37 

1.21 

.67 

1.81 

2 

2.17 

1.86 

10.83 

2.91 

Gasoline  service  stations . 

2.36 

2.09 

9.4 

1.14 

1.02 

.43 

2.37 

4 

2.32 

1.67 

5.91 

4.77 

CHARGE  ACCOUNTS 

United  States,  total . 

2.47 

2.33 

11.2 

.63 

.52 

.31 

1.68 

2 

2.24 

1.97 

9.29 

3.76 

Durable-goods  stores,  total . 

3.11 

2.99 

17.2 

.75 

.62 

.36 

1.72 

2 

1.91 

1.44 

8.13 

3.05 

Nondurable-goods  stores,  total . 

3.61 

3.42 

16.1 

.86 

.71 

.39 

1.82 

3 

2.03 

1.81 

6.50 

5.25 

General  merchandise  group . 

6.97 

6.80 

37.0 

1.31 

1.20 

.47 

2.55 

3 

1.81 

1.30 

5.00 

3.71 

Department  stores . 

7.90 

7.68 

43.2 

1.43 

1.22 

.51 

2.39 

4 

1.91 

1.63 

4.64 

3.88 

Apparel  group . 

6.79 

6.33 

38.4 

1.79 

1.68 

.52 

3.23 

4 

1.91 

1.67 

10.83 

3.44 

Furniture  and  appliance  group . 

3.10 

2.63 

14.9 

1.59 

1.51 

.48 

3.15 

4 

1.86 

1.71 

7.22 

4.77 

Furniture,  home  furnishings  stores . 

3.31 

3.00 

13.4 

2.08 

2.01 

.61 

3.30 

4 

2.17 

1.91 

7.22 

4.77 

Lumber,  building,  hardware,  farm  equipment  group. . . 

4.64 

4.49 

26.0 

.93 

.84 

.41 

2.05 

3 

1.91 

1.7] 

9.29 

3.50 

Lumber  yards,  building  materials  dealers . 

4.66 

4.04 

25.1 

1.56 

1.38 

.64 

2.16 

4 

2.17 

1.81 

6.50 

3.10 

Lumber  yards . 

4.73 

4.24 

25.9 

1.49 

1.33 

.61 

2.18 

3 

1.71 

1.81 

8.13 

3.50 

Automotive  group . 

3.33 

2.59 

10.6 

1.84 

1.63 

.63 

2.59 

3 

1.81 

1.71 

6.50 

3.50 

Passenger  car  dealers  (franchised) . 

3.63 

2.74 

7.8 

1.93 

1.72 

.63 

2.73 

4 

1.81 

1.63 

8.13 

3.10 

Gasoline  service  stations . 

2.40 

2.14 

9.3 

1.07 

.96 

.47 

2.04 

3 

2.17 

1.67 

7.22 

3.71 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

2.70 

2.06 

12.4 

1.34 

.97 

.95 

1.02 

2 

4.06 

1.63 

16.25 

7.11 

Durable-goods  stores,  total . 

1.96 

1.67 

7.4 

.81 

.73 

.38 

1.92 

3 

1.63 

1.63 

13.00 

5.73 

Nondurable -goods  stores,  total . 

3.37 

2.59 

16.1 

1.66 

.81 

1.31 

.62 

1 

5.42 

1.63 

21.67 

5.42 

General  merchandise  group . 

3.65 

2.66 

17.1 

1.95 

.95 

1.54 

.62 

1 

6.50 

1.71 

21.67 

6.50 

Department  stores . 

4.08 

3.16 

18.5 

1.99 

1.12 

1.51 

.74 

1 

3.25 

1.63 

16.25 

3.25 

Apparel  group . 

3.98 

3.01 

16.2 

2.17 

1.78 

.96 

1.85 

3 

2.10 

1.71 

5.91 

5.73 

Furniture  and  appliance  group . 

2.19 

1.64 

7.2 

1.17 

1.00 

.54 

1.85 

3 

2.10 

1.86 

9.29 

3.71 

Furniture,  home  furnishings  stores . 

2.53 

1.91 

8.5 

1.34 

1.19 

.50 

2.38 

3 

1.67 

1.51 

9.29 

3.71 

Household  appliance,  TV,  radio  stores . 

2.42 

1.43 

6.0 

1.75 

1.52 

.76 

2.00 

3 

1.81 

1.71 

8.13 

3.00 

Automotive  group . 

3.28 

2.84 

13.8 

1.44 

1.32 

.45 

2.93 

3 

1.71 

1.63 

10.83 

3.71 

Tire,  battery,  accessory  dealers . 

3.45 

2.73 

11.5 

1.78 

1.64 

.63 

2.60 

4 

1.81 

1.63 

7.22 

3.65 

TOTAL  ACCOUNTS  RECEIVABLE 

Group  II  Stores 

3.70 

2.81 

8.2 

1.97 

1.38 

1.52 

.91 

1 

5.82 

1.64 

16.00 

5.82 

Durable-goods  stores,  total . 

1.92 

1.58 

7.1 

1.18 

1.09 

.56 

1.95 

3 

1.63 

1.55 

16.25 

4.85 

Nondurable-goods  stores,  total . 

4.59 

3.41 

19.2 

2.59 

1.69 

1.93 

.88 

1 

5.42 

1.91 

16.25 

5.42 

General  merchandise  group . 

4.85 

3.46 

20.0 

2.99 

1.90 

2.24 

.85 

1 

6.50 

2.17 

21.67 

6.50 

Department  stores . 

5.76 

5.12 

21.6 

1.97 

1.12 

1.44 

.78 

1 

3.61 

1.81 

21.67 

3.61 

Apparel  group . 

6.59 

5.63 

31.8 

2.70 

2.48 

1.07 

2.32 

3 

2.03 

1.48 

8.13 

5.25 

Furniture  and  appliance  group . 

2.11 

1.34 

6.0 

1.51 

1.34 

.74 

1.81 

3 

2.24 

1.76 

10.83 

4.50 

Tire,  battery,  accessory  dealers . 

2.49 

2.07 

12.4 

1.24 

1.05 

.58 

1.81 

2 

2.50 

1.71 

9.29 

4.27 

CHARGE  ACCOUNTS 

United  States,  total . 

4.44 

4.07 

20.5 

1.53 

1.36 

.65 

2.09 

3 

2.10 

1.76 

9.29 

3.32 

Durable -goods  stores . 

4.46 

3.76 

22.1 

2.40 

2.23 

.76 

2.93 

3 

1.86 

1.51 

8.13 

2.82 

Nondurable -goods  stores . 

6.26 

5.89 

31 .0 

1.67 

1.45 

.79 

1.84 

3 

2.10 

1.76 

9.29 

4.85 

General  merchandise  group . 

8.21 

7.96 

42.8 

2.11 

1.69 

.99 

1.71 

3 

2.50 

1.81 

5.91 

3.71 

Department  stores . 

8.68 

8.46 

47.9 

2.12 

1.72 

.89 

1.93 

3 

2.50 

2.03 

5.91 

4.20 

Apparel  group . 

8.96 

7.19 

38.1 

5.0; 

4.86 

1.49 

3.26 

4 

1.55 

1.48 

6.50 

4.43 

Furniture  and  appliance  group . 

8.21 

6.56 

13.5 

5.29 

5.21 

1.85 

2.82 

3 

1.91 

1.55 

7.22 

5.25 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3.85 

2.53 

15.8 

2.43 

1.64 

1.89 

.87 

1 

7.22 

1.76 

16.25 

7.22 

Durable-goods  stores,  total . 

1.90 

1.61 

6.7 

1.24 

1.16 

.66 

1.76 

3 

1.76 

1.67 

10.83 

4.20 

Nondurable -goods  stores,  total . 

4.05 

3.04 

18.9 

2.11 

.99 

1.75 

.57 

1 

9.29 

2.10 

16.25 

9.29 

General  merchandise  group . 

3.99 

2.93 

18.9 

2.18 

.96 

1.77 

.54 

1 

7.22 

2.10 

16.25 

7.22 

Department  stores . 

4.42 

3.32 

20.2 

2.26 

1.20 

1.70 

.71 

1 

3.61 

1.81 

16.25 

3.61 

Apparel  group . 

6.02 

4.97 

30.6 

2.92 

2.84 

1.08 

2.63 

3 

2.10 

1.59 

10.83 

4.85 

Furniture  and  appliance  group . 

1.85 

1.15 

6.2 

1.32 

1.00 

.73 

1.37 

2 

1.97 

1.67 

13.00 

3.05 

Note:  See  explanatory  notes  at  the  end  of  table  25 
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GEOGRAPHIC  REGIONS  AND  DIVISIONS 


NORTHEASTERN  STATES 


NORTH  CENTRAL  STATES 


THE  SOUTH 


THE  VEST 


New  England  Division 

Maine 

New  Hampshire 
Vermont 
Massachusetts 
Rhode  Island 
Connecticut 

Middle  Atlantic  Division 

New  York 
New  Jersey 
Pennsylvania 


East  North  Central  Division 

South  Atlantic  Division 

Mountain  Division 

Ohio 

Delaware 

Montana 

Indiana 

Maryland 

Idaho 

Illinois 

District  of  Columbia 

Wyoming 

Michigan 

Virginia 

Colorado 

Wisconsin 

West  Virginia 

New  Mexico 

North  Carolina 

Arizona 

West  North  Central  Division 

South  Carolina 

Utah 

Minnesota 

Georgia 

Nevada 

Iowa 

Florida 

Missouri 

Pacific  Division 

North  Dakota 

East  South  Central  Division 

Washington 

South  Dakota 

Kentucky 

Oregon 

Nebraska 

Tennessee 

California 

Kansas 

Alabama 

Alaska 

Mississippi 

West  South  Central  Division 

Hawaii 

Arkansas 

Louisiana 

Oklahoma 

Texas 

DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


CHICAGO,  ILLINOIS— NORTHEASTERN  INDIANA: 

CHICAGO,  I11IN0IS  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

Cook,  DuPage,  Kane,  Lake,  McHenry,  and  Will  counties,  Illinois 

GARY -HAMCND-EAST  CHICAGO,  INDIANA  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  lake,  Porter  counties,  Indiana 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.Y.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

New  York  City  and  Nassau,  Rockland,  Suffolk,  and 
Westchester  counties,  N.Y. 


Consolidated  Areas 

NEW  YORK -NORTHEASTERN  NEW  JERSEY— Continued 

JERSEY  CITY,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Hudson  County,  N.J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Essex,  Morris,  and  Union  oountieE,  N.J. 

PATH^SON- CLIFT  ON -PASSAIC,  N.J.  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Bergen  and  Passaic  counties,  N.J. 

Middlesex  and  Somerset  counties,  N.J. 


Selected  Standard  Metropolitan  Statistical  Areas 


Baltimore,  Ml.:  Baltimore  City,  Anne  Arundel,  Baltimore,  Carroll, 
and  Howard  counties,  Md. 

♦Boston,  Mass.:  Suffolk  and  parts  of  Essex,  Middlesex,  Norfolk, 
and  Plymouth  counties,  Efess. 

Buffalo,  N.  Y.:  Eire  and  Niagra  Counties,  N.Y. 

Chicago,  Ill.!  Cook,  DuPage,  Kane,  Lake,  McHenry  and  Will 
Counties,  Ill . 

♦Cleveland,  Ohio:  Cuyahoga  and  Lake  Counties,  Ohio 

Dallas,  Tex.!  Collin,  Dallas,  Denton,  and  Ellis  Counties,  Tex. 

Detroit,  Mich.:  Macomb,  Oakland,  and  Wayne  Counties,  Mich. 

♦Houston,  Tex.:  Harris  County,  Tex. 

♦Kansas  City,  Mo.-Kans.:  Clay  and  Jackson  Counties,  Mo.; 

Johnson  and  Wyandotte  Counties,  Kans. 

♦Los  Angeles-Long  Beach,  Calif.:  Los  Angeles  and  Orange  Counties,  Calif 

Minneapolis -St .  Paul,  Minn.:  Anoka,  Dakota,  Hennepin,  Ramsey,  and 
Washington  Counties,  Minn. 

Newark,  N.J.:  Essex,  Morris,  Union  Counties,  N.J. 

New  York,  N.Y.:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  Counties,  N.Y. 


Paterson-Clifton-Passaic,  N.J.:  Bergen  and  Passaic  Counties,  N.J. 

Philadelphia,  Pa.-N.J. :  Bucks,  Chester,  Delaware,  Montgomery,  and 
Philadelphia  Counties,  Pa.;  Burlington,  Camden,  and  Gloucester 
Counties,  N.J. 

Pittsburgh,  Pa.:  Alleghany,  Beaver,  Washington,  and  Westmoreland 
Counties,  Pa. 

♦St.  Louis,  Mo. -Ill.:  St.  Louis  City,  Jefferson,  St.  Charles, 

St.  Louis  Counties,  Mo.;  Madison  and  St.  Clair  Counties,  Ill. 

♦San  Francisco-Oak land,  Calif.:  Alameda,  Contra  Costa,  Marin, 

San  Francisco,  San  Mateo,  and  Solano  Counties,  Calif. 

Seattle,  Wash.:  King  and  Snohomish  Counties,  Wash. 


Washington,  D.C.-Md .-Va. :  District  of  Columbia;  Montgomery  and 
Prince  Georges  Counties,  Md.;  Alexandria  and  Falls  Church 
Cities,  Arlington  and  Fairfax  Counties,  Va. 


DTE:  The  7  standard  metropolitan  statistical  areas  designated  by  an  asterisk  (*)  do  not  conform  to  the  most  recent  Bureau  of  the  Budget  definition 
of  the  areas  but  correspond  instead  to  the  previous  definition. 
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SALES  OF  ALL  RETAIL  STORES- 
FIRST  6  MONTHS  1962  THROUGH  1965 

'Not  adjusted  for  seasonal  variations  or  trading  day  differences] 


Percentage  figures  represent  percent  of  total  sales.  BUREAU  OF  THE  CENSUS 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL 
STORES,  UNITED  STATES  FOR  SELECTED  KINDS  OF 
DUSINESS-JUNE 1965 


[Not  adjusted  for  seasonal  variations  and  holiday  differences] 


(Billions  of  dollars) 

0  1  2  3  4  5  6  7 


GENERAL 

MERCHANDISE 

GROUP 


FURNITURE  AND 
APPLIANCE 
GROUP 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


0  1  2  3  4  5  6  7 

BUREAU  OF  THE  CENSUS 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  June  1965  were  estimated  at  $23.8  bil¬ 
lion,  virtually  unchanged  from  sales  estimated  for 
May  1965  but  7  percent  above  June  1964.  After  ad¬ 
justment  for  seasonal  variations  and  trading  day  dif¬ 
ferences  but  not  for  price  changes,  June  1965  sales 
amounted  to  $23.3  billion,  little  changed  from  May 
1965  but  7  percent  above  June  1964.  June  1965  ad¬ 
justed  sales  of  durable-goods  stores  increased  1  per¬ 
cent  from  May  1965  and  11  percent  from  June  a  year 
ago.  Sales  of  nondurable-goods  stores  decreased  1 
percent  from  the  previous  month,  but  increased  5 
percent  from  June  1964. 


Based  on  adjusted  data  in  the  durable-goods  cate¬ 
gory,  the  furniture  and  appliance  group  showed  an 
increase  of  3  percent  from  May  1965.  The  automotive 
group  remained  virtually  unchanged  while  the  lumber, 
building,  hardware,  farm  equipment  group  decreased  3 
percent.  In  the  nondurable-goods  category,  the  food 
group  increased  1  percent  from  May  1965  while  a  de¬ 
crease  of  4  percent  was  reported  for  the  general 
merchandise  group.  The  apparel  group  and  the  eating 
and  drinking  places  decreased  2  percent  and  1  per¬ 
cent  respectively. 


On  a  year-to-year  basis,  adjusted  sales  increased 
for  all  major  kind-of -business  groups  in  the  durable- 
goods  category.  The  increases  were:  the  automotive 
group,  up  17  percent;  the  lumber,  building,  hardware, 
farm  equipment  group,  up  4  percent;  and  the  furniture 
and  appliance  group,  up  1  percent.  In  the  nondurable- 


goods  category  year-to-year  increases  were  recorded 
by  the  eating  and  drinking  places,  up  8  percent;  the 
general  merchandise  group,  up  7  percent;  and  the  food 
group  up  5  percent.  The  apparel  group  decreased  2 
percent  from  June  1964. 
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Based  on  unadjusted  data,  the  4  regions  of  the 
United  States  had  total  sales  of  all  retail  stores 
for  June  1965  and  year-to-year  comparisons  as  follows: 
the  Northeastern  States — $6.0  billion,  up  6  percent; 
the  North  Central  States — $7.1  billion,  up  8  percent; 
the  South — $6.5  billion,  up  9  percent;  and  the  West — 
$4.2  billion,  up  3  percent. 

For  Ihe  5  largest  standard  metropolitan  statistical 
areas,  the  total  unadjusted  retail  sales  for  all 
stores  for  June  1965,  and  year-to-year  comparisons 
were:  New  York — $1.4  billion,  up  3  percent;  Los 
Angeles- Long  Beach,  Calif. — $1.1  billion,  virtually 
unchanged;  Chicago,  Ill. — $0.9  billion, up  5  percent; 
Detroit,  Mich. — $0.5  billion,  up  17  percent,  and 
Philadelphia,  Pa. — $0.6  billion,  up  9  percent. 


ACCOUNTS  RECEIVABLE 


Retail  stores  in  the  United  States  reported  $16.7 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  June  30,  1965.  After  adjustment 
for  seasonal  variations  and  holiday  differences  but 
not  for  price  changes,  June  total  receivable  balances 
were  1  percent  above  the  May  1965  level  and  9  percent 
above  June  1964.  Compared  with  June  1964,  adjusted 
installment  account  balances  increased  13  percent  and 
adjusted  charge  account  balances  increased  6  percent. 
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MONTHLY  SALES  AND  END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES 

FOR  THE  UNITED  STATES 


1956  1957  1958  1959  1960  1961  1962  1963  1964  1965 

BUREAU  OF  THE  CENSUS 


BILLIONS  OF  DOLLARS 
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Table  1.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total  6  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

June  I 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1965 

1964 

Data  NOT  ADJU2 

3TED  for 

seasonal  varlat 

Ions  or 

trading 

day  diff 

erences 

United  States,  total2 . 

20, 581 

19,608 

21,915 

23,525 

1 

23,820 

23,790 

22,242 

22,145 

21,778 

21,313 

22,605 

21,720 

27,719 

133, 239 

124, 350 

Durable-goods  stores,  total . 

6,665 

6,664 

7,709 

8,061 

8, 225 

8,432 

7,719 

7,399 

7,011 

6,893 

7,133 

6,813 

8,201 

45,756 

41,666 

Nondurable-goods  stores,  total . 

13,916 

12,944 

14,206 

15,464 

15,595 

15,358 

14,  523 

14,746 

14,767 

14,420 

15,472 

14,907 

19, 518 

87,483 

82,684 

Food  group2 . 

5,242 

4,854 

5,158 

5,381 

5,441 

5,413 

5,114 

5,484 

5,283 

5,099 

5,528 

5, 017 

5,762 

31,489 

30,018 

Grocery  stores  . 

4,786 

4,405 

4,684 

4,886 

4,926 

4,883 

4,613 

4,971 

4,780 

4,612 

5,031 

4,546 

5,208 

28,570 

27, 125 

Meat  markets . 

121 

115 

121 

125 

129 

133 

127 

125 

123 

117 

128 

113 

130 

744 

764 

Bakery  products  stores . 

95 

90 

97 

96 

92 

95 

92 

88 

94 

92 

99 

96 

106 

565 

559 

Bating  and  drinking  places . 

1,559 

1,453 

1,595 

1,699 

1,818 

1,854 

1,711 

1,796 

1,805 

1,671 

1,688 

1,568 

1,658 

9,978 

9,215 

Eating  places . 

1,114 

1,036 

1,152 

1,233 

1,  330 

1,  365 

1,239 

1,293 

1,308 

1,204 

1,207 

1,118 

1,170 

7,230 

6,509 

Restaurants,  cafeterias,  lunchrooms . 

937 

867 

954 

1,004 

1,054 

1,074 

983 

1,026 

1,047 

976 

989 

921 

975 

5,890 

5,331 

Drinking  places . 

445 

417 

443 

466 

488 

489 

472 

503 

497 

467 

481 

450 

488 

2,748 

2,706 

General  merchandise  group 1 . . . 

Department  stores  and  dry  goods,  general 

2,094 

1,998 

2,391 

2,779 

2,744 

2,693 

2,491 

2,380 

2,591 

2,550 

2,801 

3,021 

5,048 

14,699 

13, 330 

merchandise  stores . 

1,549 

1,427 

1,731 

2,026 

2, 010 

1,980 

1,816 

1, 714 

1,865 

1,857 

2,056 

2,180 

3,673 

10,723 

9,595 

Department  stores . 

1,254 

1,159 

1,418 

1,649 

1,646 

1,620 

1,481 

1,384 

1,513 

1,519 

1,668 

1,761 

2,977 

8, 746 

7, 809 

Variety  stores . 

Mail  order  houses  (department  store 

311 

333 

371 

456 

442 

431 

395 

398 

421 

400 

430 

473 

901 

2,344 

2, 146 

merchandise) . . . . . 

135 

147 

192 

.  194 

189 

179 

170 

158 

195 

189 

209 

262 

341 

1,036 

986 

Apparel  groups . 

1,100 

917 

1,072 

1,411 

1,281 

1,  226 

1,238 

1,118 

1,209 

1,289 

1,376 

1,355 

2,324 

7,007 

6,8% 

Men's,  boyB '  wear  stores' . 

231 

181 

193 

257 

248 

258 

254 

221 

220 

234 

269 

273 

523 

1,368 

1, 288 

Men's,  boys'  clothing,  furnishings  stores. 

224 

176 

187 

248 

242 

252 

247 

214 

214 

229 

261 

265 

513 

1,329 

1, 247 

Women's  apparel,  accessory  stores  . 

439 

378 

448 

555 

511 

470 

465 

427 

463 

497 

547 

539 

924 

2, 801 

2,718 

Women's  ready-to-wear  stores . 

382 

331 

395 

486 

447 

405 

401 

364 

402 

435 

480 

474 

806 

2,446 

2,361 

Family  clothing  stores . 

201 

168 

194 

261 

246 

236 

249 

217 

249 

250 

281 

270 

473 

1,306 

1,  330 

Shoe  stores . 

183 

152 

190 

276 

226 

215 

217 

195 

21 2 

235 

215 

210 

306 

1,242 

1,  260 

Furniture  and  appliance  group . 

953 

903 

1,000 

1,000 

1,045 

1, 118 

1,112 

1,098 

1,111 

1,088 

1,182 

1,169 

1,488 

6,019 

5,957 

Furniture,  home  furnishings  stores . 

631 

598 

665 

671 

700 

749 

735 

708 

735 

696 

776 

752 

890 

4,014 

3,905 

Furniture  stores..... . 

Household  appliance,  TV,  radio  stores . 

464 

423 

477 

482 

515 

558 

543 

532 

552 

508 

569 

550 

680 

2, 919 

2,807 

322 

305 

335 

329 

345 

369 

377 

390 

376 

392 

406 

417 

598 

2,005 

2,052 

Household  appliance  dealers . . 

Lumber,  building,  hardware,  farm  equipment 
group2 . 

228 

219 

243 

242 

262 

282 

28  2 

290 

274 

285 

287 

294 

417 

1,476 

1,487 

957 

955 

1,158 

1,427 

1,583 

1,604 

1,562 

1,500 

1,389 

1,397 

1,449 

1,241 

1,242 

7,684 

7,416 

Lumber  yards,  building  materials  dealers5... 

553 

528 

636 

759 

854 

930 

879 

872 

823 

814 

871 

743 

643 

4,  260 

4, 095 

Lumber  yards . 

356 

335 

413 

494 

552 

616 

580 

564 

555 

544 

591 

489 

412 

2,766 

2, 702 

Hardware  stores . 

190 

169 

193 

240 

264 

252 

250 

237 

229 

231 

247 

252 

349 

1,308 

1,238 

Automotive  group . 

4,219 

4,247 

4,958 

5,036 

4,984 

5,044 

4,387 

4,159 

3,853 

3,728 

3,858 

3,713 

4,370 

28,488 

24, 810 

Passenger  car,  other  automotive  dealers..... 

4,032 

4,069 

4,744 

4,780 

4, 711 

4,768 

4,110 

3,896 

3,611 

3,503 

3,614 

3,471 

4,057 

27, 104 

23,454 

Passenger  car  dealers6 . . 

3,944 

3,973 

4,614 

4,60; 

4,518 

4,554 

3,947 

3,723 

3,436 

3,385 

3,486 

3,357 

3,947 

26,207 

22,715 

Passenger  car  dealers  (franchised) . 

3,W1 

3,657 

4,240 

4,233 

4,172 

4,  216 

3,648 

3,437 

3,157 

3,124 

3,193 

3,069 

3,677 

24,159 

20, 898 

Tire,  battery,  accessory  dealers... . 

187 

173 

214 

256 

273 

276 

277 

263 

242 

225 

244 

242 

313 

1, 384 

1, 356 

Gasoline  service  stations . 

1,679 

1,561 

1,698 

1,769 

1,847 

1,888 

1,754 

1,820 

1,801 

1,701 

1,761 

1,712 

1,790 

10,442 

9,710 

Drug  and  proprietary  stores . 

716 

692 

731 

736 

749 

747 

705 

707 

708 

701 

724 

689 

966 

4,371 

4,090 

Drug  stores . . . 

691 

669 

705 

707 

719 

717 

681 

677 

679 

667 

691 

661 

930 

4,  208 

3,958 

Llouor  stores . 

455 

433 

448 

482 

506 

485 

472 

500 

489 

475 

510 

518 

770 

2, 809 

2,697 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total  . . . 

22,900 

23,317 

22,805 

22,865 

1 - 

23,  352 

23, 299 

21,773 

21,935 

22,266 

22,254 

21,383 

21,661 

22,781 

138,538 

128,698 

Durable-goods  stores,  total . 

7,855 

7,966 

7,669 

7,550 

7,703 

7,744 

7,002 

7,060 

7,324 

7,541 

6,496 

6,695 

7,645 

46,487 

42, 286 

Nondurable-goods  stores,  total . 

15,045 

15,351 

15,136 

15,315 

15,649 

15,555 

14,771 

14,875 

14,942 

14, 713 

14,887 

14, 966 

15,136 

92,051 

86,412 

Food  group . 

5,192 

5,338 

5,301 

5,400 

5,405 

5,480 

5,202 

5,261 

5,234 

5,250 

5,229 

5,258 

5,409 

32, 116 

30,434 

Grocery  stores  . 

4,714 

4,841 

4,809 

4,910 

4,904 

4,959 

4,704 

4,769 

4,743 

4,755 

4,736 

4,774 

4,913 

29, 137 

27,484 

Sating  and  drinking  places . 

1,704 

1,720 

1,699 

1,741 

1,767 

1,751 

1,623 

1,642 

1,633 

1,600 

1,637 

1,609 

1,653 

10, 382 

9,568 

General  merchandise  group' . 

2,832 

2,848 

2,801 

2,781 

2, 913 

2,806 

2,620 

2,686 

2,734 

2,591 

2,664 

2,738 

2,762 

16,981 

15,285 

Department  stores . 

1,715 

1,712 

1,666 

1,676 

1,753 

1,668 

1,533 

1,580 

1,630 

1,516 

1,568 

1,580 

1,600 

10,190 

9,012 

Variety  stores . 

439 

456 

454 

432 

472 

466 

427 

443 

439 

427 

429 

466 

442 

2,719 

2,490 

Mail  order  houses  (department  store  mdse.).. 

193 

196 

208 

197 

210 

205 

200 

192 

205 

192 

198 

191 

196 

1,209 

1,148 

Apparel  group  . . . . . 

Men's,  boys'  wear  stores3 . . . 

1,327 

1,335 

1,261 

1,253 

1,  326 

1,  301 

1,322 

1,316 

1,363 

1,285 

1,301 

1,310 

1,300 

7,803 

7,658 

258 

265 

253 

254 

263 

252 

244 

257 

269 

261 

259 

261 

257 

1,545 

1,445 

Women *8  apparel,  accessory  stores4 . 

531 

531 

513 

499 

519 

519 

522 

509 

519 

504 

512 

517 

518 

3,112 

3,007 

Shoe  stores..... . . 

223 

219 

210 

205 

224 

219 

218 

217 

224 

206 

210 

229 

226 

1, 300 

1,320 

Furniture  and  appliance  group . 

1,103 

1,081 

1,094 

1,086 

1,085 

1,115 

1,108 

1,107 

1,094 

1,067 

1,088 

1,098 

1,113 

6, 564 

6,463 

Furniture,  home  furnishings  stores . 

748 

715 

720 

706 

720 

745 

735 

709 

719 

679 

703 

701 

702 

4, 354 

4, 224 

Household  appliance,  TV,  radio  stares . 

355 

366 

374 

380 

365 

370 

373 

398 

375 

388 

385 

397 

411 

2,  210 

2,239 

Umber!  building,  hardware,  farm  equipment 

Croup' . 

1,377 

1,352 

1,303 

1,337 

1,434 

1,  3% 

1,339 

1,294 

1,273 

1,285 

1,273 

1,256 

1,310 

8, 199 

7,860 

Lumber  yards,  building  materials  dealers5... 

805 

756 

746 

738 

791 

817 

754 

732 

711 

729 

741 

721 

742 

4,653 

4,462 

Hardware  stores . 

245 

235 

224 

230 

239 

231 

227 

222 

227 

237 

242 

261 

262 

1,404 

1, 308 

Automotive  group . . . 

4,709 

4,855 

4,592 

4,455 

4,538 

4,560 

3,885 

3,989 

4,259 

4,531 

3,495 

3,685 

4,588 

27,709 

24,044 

Passenger  car,  other  automotive  dealers . 

4,470 

4,608 

4,352 

4,204 

4,  279 

4,  319 

3,645 

3,755 

4,025 

4,301 

3,265 

3,428 

4,344 

26,232 

22, 595 

Tire,  battery,  ascessary  dealers . 

239 

247 

240 

251 

259 

241 

240 

234 

234 

230 

230 

257 

244 

1,477 

1,449 

Gasoline  service  stations . 

1,749 

1,798 

1,774 

1,798 

1,818 

1,819 

1,683 

1,701 

1,690 

1,695 

1,722 

1,738 

1,755 

10,256 

9, 935 

Drug  and  propristary  stores . . . 

734 

745 

748 

760 

749 

761 

721 

726 

722 

734 

739 

724 

731 

4,497 

4,185 

Liquor  stores . . . . . 

499 

515 

504 

512 

525 

513 

503 

495 

494 

499 

503 

509 

508 

3,068 

2,928 

Note:  Sampling  variabilities  for  unadjusted  data  shewn  in  table  13,  page  14 . 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

3  Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

*  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

5  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

6  Includes  both  franchised  and  nonfranchised  car  dealers. 
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Table  2.— PERCENT  CHANCE  IN  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


Percent  changes  in  sales — 
all  retail  stores 

Percent  changes  in  sales — 
all  retail  stores 

Kind  of  business 

June  1965 
from — 

6  mos. 
1965 

Kind  of  business 

June  1965 
from — 

6  mos. 
1965 

June 

1964 

May 

1965 

from 

6  mos. 
1964 

June 

1964 

May 

1965 

from 

6  mos. 
1964 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


+7 

0 

+7 

4-1 

+7 

4l 

Furniture  stores . 

4-3 

+8 

44 

Floor  coverings  stores* . 

-3 

44 

0 

+9 

4-3 

410 

-2 

47 

-2 

+6 

-2 

46 

0 

48 

-1 

TV,  radio  stores* . 

-8 

46 

-7 

Food  group . 

46 

-1 

4-5 

Lumber,  building,  hardware,  farm  equip,  group - 

4-3 

4l 

44 

46 

-1 

4-5 

46 

49 

44 

4-5 

4-3 

-3 

46 

412 

42 

46 

4-9 

-6 

4-13 

44 

47 

Candy,  nut,  confectionery  stores* . 

4-33 

4-2 

4-18 

Heating  and  plumbing  equipment  dealers* . 

-30 

0 

-21 

4-3 

4-3 

4l 

4-1 

-5 

46 

-8 

-4 

-2 

0 

-6 

42 

Automotive  group . . 

4-15 

4l 

415 

+8 

4-2 

4-8 

4-15 

4l 

415 

4-10 

4-3 

4-11 

4-16 

4l 

416 

49 

4-2 

4-10 

0 

4l 

42 

Drinking  places . 

44 

0 

4-2 

jasoline  service  stations . 

+8 

42 

48 

General  merchandise  group . 

+B 

-2 

4-10 

Department  stores  and  dry  goods,  general 

Fuel,  fuel  oil  dealers* . 

4-15 

-3 

410 

4-9 

-1 

4-12 

4-1 

-4 

46 

4-9 

-2 

4-12 

4-25 

-3 

413 

Variety  stores . 

49 

-2 

49 

Mail  order  houses  (department  store 

Drug  and  proprietary  stores . 

46 

0 

47 

4-5 

-5 

4-5 

4-5 

0 

46 

Liquor  stores . 

4-3 

-4 

44 

-1 

-4 

4-2 

4-2 

45 

48 

4-2 

44 

4-7 

4-16 

-24 

412 

4-3 

4-2 

4-7 

(NA) 

419 

(NA) 

0 

4-14 

0 

-6 

42 

-7 

4-1 

-9 

44 

4-10 

43 

418 

-5 

-4 

-2 

0 

412 

-7 

Women's  apparel,  accessory,  specialty  stores*.. 

-2 

-2 

-2 

Dptical  goods  stores* . 

4-21 

415 

413 

-1 

-5 

-1 

-29 

-9 

-37 

Percent  changes  in 

sales — 

Percent  changes  in 

sales — 

all  retail  stores 

all  retail  stores 

June  1965 

6  mos. 

June 

1965 

6  mos. 

Kind  of  business 

from — 

1965 

Kind  of  business 

from — 

1965 

from 

from 

June 

May 

6  mos. 

June 

May 

6  mos. 

1964 

1965 

1964 

1964 

1965 

1964 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

47 

0 

48 

Durable-goods  stores,  total . 

4ll 

4l 

410 

Nondurable -good 8  stores,  total . 

45 

-1 

47 

45 

+1 

Grocery  stores . 

45 

4l 

46 

Eating  and  drinking  places . 

48 

-1 

48 

General  merchandise  group . 

47 

-4 

4ll 

Department  stores . 

49 

-5 

413 

Variety  stores . 

Mail  order  houses  (department  store 

49 

-1 

49 

merchandise ) . 

42 

-2 

45 

Apparel  group . 

-2 

-2 

42 

Men's,  boys'  wear  stores . 

43 

-4 

47 

Women '8  apparel,  accessory  stores . 

-1 

0 

43 

Shoe  stores . 

0 

-2 

-2 

4l 

43 

42 

Furniture,  heme  furnishings  stores . 

41 

43 

43 

Household  appliance,  TV,  radio  stores . 

-1 

4l 

-1 

Lumber,  building,  hardware,  farm  equip,  group.... 

44 

-3 

44 

Lumber,  building  materials  dealers . 

47 

43 

44 

Hardware  stores . 

42 

-3 

47 

Automotive  group . 

417 

0 

415 

Passenger  car  and  other  automotive  dealers . 

418 

4l 

416 

Tire,  battery,  accessory  dealers . 

0 

-7 

42 

Gasoline  service  stations . 

48 

0 

48 

3rug  ahd  proprietary  stores . 

46 

42 

47 

Liquor  stores . 

42 

-2 

45 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  14,  page  14,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with 
an  asterisk,  see  table  15,  page  14. 

*  See  Explanatory  Materials,  page  22. 

NA  Not  available. 
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Table  3.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 


1965 

1964 

Total  6 

months 

Jan. 

Feb. 

Mar. 

Apr .  |  May 

June 

June  |  July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total . 

4,699 

4,  368 

4,972 

5,594 

1 

5,507 

5,446 

- 1 

5,107 

5,169 

5,202 

5,133 

5,637 

5,451 

7,734 

30, 586 

28,865 

322 

311 

374 

419 

437 

459 

450 

457 

444 

438 

436 

452 

560 

2, 322 

2, 245 

Nondurable-goods  stores,  total . 

4, 377 

4,057 

4,598 

5,175 

5,070 

4,987 

4,657 

4,712 

4,758 

4,695 

5,201 

4,999 

7,174 

28,  264 

26,620 

2,184 

2, 011 

2, 140 

2,  290 

2,232 

2, 180 

2,041 

2, 219 

2,082 

2,063 

2, 359 

2,041 

2,417 

13,037 

12,453 

Grocery  stores1 . 

2,125 

1,952 

2,081 

2,  222 

2,163 

2,111 

1,981 

2,158 

2,021 

1, 999 

2, 293 

1, 981 

2, 332 

12,654 

12, 119 

Eating  and  drinking  places . 

115 

111 

126 

132 

140 

144 

131 

134 

138 

129 

127 

120 

123 

768 

675 

General  merchandise  group . 

1,375 

1,  286 

1,580 

1,868 

1,863 

1, 833 

1,698 

1,605 

1,756 

1,717 

1,877 

2,004 

3, 358 

9, 305 

9,058 

Department  stores  and  dry  goods,  general 

1,016 

904 

1,134 

1,353 

1, 357 

1, 339 

1, 232 

1,155 

1,261 

1,243 

1, 360 

1,426 

2,377 

7, 103 

6,497 

887 

793 

994 

1, 175 

1, 184 

1,165 

1,075 

1,003 

1,089 

1,079 

1, 182 

1,  247 

2,089 

6,198 

5,672 

Variety  stores . 

229 

246 

280 

345 

336 

328 

304 

299 

320 

305 

330 

350 

675 

1,764 

1,649 

263 

225 

290 

406 

349 

338 

335 

292 

329 

341 

361 

367 

626 

1,871 

1,829 

28 

22 

25 

36 

34 

33 

32 

26 

25 

28 

36 

37 

67 

178 

168 

106 

93 

124 

162 

147 

138 

144 

125 

143 

140 

153 

161 

272 

770 

763 

Women's  ready-to-wear  stores . 

98 

86 

115 

149 

135 

127 

132 

114 

133 

130 

141 

150 

250 

710 

702 

Shoe  stores . 

74 

65 

81 

124 

97 

96 

94 

82 

91 

103 

90 

91 

147 

537 

538 

Furniture  and  appliance  group . 

86 

84 

102 

104 

108 

114 

105 

103 

104 

108 

111 

117 

146 

598 

557 

Tire,  battery,  accessory  dealers . ■ 

80 

74 

89 

108 

115 

118 

115 

108 

101 

93 

104 

102 

U2 

584 

546 

Drug  and  proprietary  stores . 

149 

145 

162 

167 

169 

171 

152 

153 

151 

154 

160 

155 

252 

963 

871 

Liquor  stores . 

95 

93 

101 

104 

108 

103 

97 

100 

103 

100 

112 

114 

184 

604 

578 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

5,367 

5,439 

5,397 

— 

5,470 

l - 

5,619 

5,563 

- 1 

5,240 

— 

5,311 

5,366 

5,2% 

5,309 

5,382 

5,440 

32,855 

30, 836 

Grocery  stores . 

2,045 

2,133 

2,117 

2,164 

2,176 

2, 190 

2,066 

2, 084 

2,083 

2,105 

2, 113 

2,110 

2,174 

12,825 

12, 209 

Eating  and  drinking  places . 

124 

127 

128 

134 

137 

138 

127 

126 

130 

125 

123 

122 

122 

788 

687 

General  merchandise  group . 

1,897 

1,870 

1,867 

1,842 

1,968 

1,883 

1,759 

1,791 

1,830 

1,755 

1,783 

1,830 

1,819 

11,  327 

10,407 

Department  stores . 

1,223 

1, 180 

1,164 

1,163 

1,238 

1,171 

1,087 

1,124 

1, 154 

1,093 

1,113 

1,147 

1,145 

7,139 

6,468 

Variety  stores . 

336 

344 

343 

325 

359 

351 

324 

329 

328 

327 

325 

344 

330 

2,058 

1,928 

Apparel  group . . . 

355 

347 

333 

346 

352 

351 

349 

351 

369 

337 

341 

349 

353 

2,084 

2,039 

Men1 6,  boys’  wear  stores? . 

33 

34 

30 

36 

35 

33 

32 

33 

33 

33 

33 

32 

32 

201 

190 

Women's  apparel,  accessory  stores.3. . 

151 

145 

143 

144 

146 

145 

153 

149 

156 

142 

144 

149 

148 

874 

865 

Shoe  stores . 

94 

92 

89 

93 

% 

96 

91 

% 

103 

92 

90 

100 

100 

560 

559 

Tire,  battery,  accessory  dealers . 

105 

106 

102 

107 

109 

103 

100 

96 

100 

97 

100 

106 

103 

632 

588 

Drug  and  proprietary  stores . 

159 

163 

169 

177 

174 

175 

156 

161 

158 

165 

167 

160 

163 

1,017 

917 

1  Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  June  1965  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending  June  5  c  493; 
June  12  •  496;  June  19  •  507;  June  26  B  490. 

2  Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

3  Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 


1%5 

1%4 

Total 

months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

1%5 

1%4 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total2 . 

5.735 

5.391 

6.099 

6,794 

6,694 

6,624 

6.109 

6,157 

6,230 

6,186 

6.766 

6,566 

9,280 

37,337 

34,425 

Food  group . 

2,515 

2, 328 

2,476 

2,630 

2, 565 

2, 509 

2,292 

2,503 

2,  384 

2, 358 

2,679 

2, 359 

2,798 

15,023 

13, 982 

Grocery  stores . 

2,428 

2, 242 

2, 385 

2,529 

2,462 

2,405 

2,206 

2,413 

2,290 

2,262 

2,580 

2,265 

2,672 

14,451 

13,492 

Eating  and  drinking  places . 

184 

172 

191 

200 

211 

218 

190 

1% 

200 

187 

191 

185 

193 

1,176 

962 

General  merchandise  group2 . 

Department  stores  and  dry  goods,  general 

1,521 

1,441 

1,760 

2,062 

2,043 

2,010 

1,860 

1,731 

1, 896 

1,858 

2,035 

2, 1% 

3,718 

10, 837 

9,891 

merchandise  stores . 

1,  142 

1,034 

1,287 

1,515 

1,510 

1,492 

1,328 

1,  267 

1,  385 

1,370 

1,503 

1,585 

2,687 

7,980 

7, 242 

Department  stores . 

981 

894 

1,115 

1,  301 

1,302 

1,  284 

1,190 

1,085 

1, 182 

1, 180 

1, 296 

1,  367 

2,  299 

6,877 

6,237 

Drug  and  proprietary  stores . 

183 

178 

195 

198 

205 

206 

182 

185 

187 

188 

193 

187 

304 

1, 165 

1,024 

Preliminary  estimates,  see  Explanatory  Material,  page  21. 

U.S.  and  group  totals  include  kinds  of  business  not  shown  separately, 
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Table  5. — ESTIMATED  MONTHLY  SALES  OP  ALL  RETAIL  STORES  BY  REGIONS  AND  KIND  OF  BUSINESS 


(Millions  of  dollars .  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Region  and  kind  of  business 

1965 

1964 

Percent  change 

Jan .-June 
1965 

June  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

jfby 

June1 

June  | 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

from 

Jan . -June 
1964 

June 

1964 

May 

1965 

THE  NORTHEASTERN  STATES 

TOTAL2 . 

5,276 

4,955 

5,513 

5,953 

5,986 

6,006 

5,671 

5,508 

5,435 

5,362 

5,673 

5,581 

7,337 

+6 

+6 

0 

1,498 

1,457 

1,722 

1,838 

1,894 

1,930 

1,775 

1,605 

1,587 

1,498 

1,553 

1,578 

1,964 

♦  8 

+  9 

+  2 

Nondurable-goods  stores,  total... 

3,778 

3,498 

3,791 

4,115 

4,092 

4,076 

3,896 

3,903 

3,848 

3,864 

4,120 

4,003 

5,373 

+5 

+5 

0 

Food  group . 

1,483 

1,358 

1,445 

1,527 

1,526 

1,522 

1,450 

1,564 

1,470 

1,438 

1,552 

1,406 

1,626 

+4 

+5 

0 

Grocery  stores . 

1,258 

1,144 

1,223 

1,301 

1,290 

1,277 

1,217 

1,324 

1,237 

1,204 

1,310 

1,178 

1,360 

+5 

+5 

-1 

Eating  and  drinking  places . 

447 

432 

482 

509 

553 

571 

528 

542 

541 

500 

500 

464 

495 

+8 

+8 

+3 

GAF3,  total . 

1,091 

1,004 

1,172 

1,376 

1, 370 

1,370 

1,338 

1,209 

1,261 

1,348 

1,464 

1,542 

2,504 

+4 

+  2 

0 

General  merchandise  group . 

511 

487 

576 

666 

675 

673 

608 

567 

598 

635 

695 

764 

1,323 

+  14 

+  11 

0 

Department  stores . 

327 

302 

367 

421 

430 

428 

383 

345 

364 

402 

440 

464 

806 

+  16 

+  12 

0 

Apparel  group . 

351 

293 

344 

448 

413 

400 

430 

343 

367 

419 

443 

440 

741 

-3 

-7 

-3 

Furniture  and  appliance  group . 

229 

224 

252 

262 

282 

297 

300 

299 

296 

294 

326 

338 

440 

-6 

-1 

+5 

Lumber,  bldg.,  hdwe.,farm  equip,  grp. 

Gasoline  service  stations . 

304 

289 

312 

327 

344 

351 

327 

342 

338 

314 

317 

307 

312 

+6 

+7 

+  2 

Drug  and  proprietary  stores . 

164 

154 

162 

165 

165 

163 

160 

160 

157 

161 

166 

158 

211 

+7 

+  2 

-1 

THE  NORTH  CENTRAL  STATES 

TOTAL2 . 

5.881 

5.593 

6.387 

7.002 

7.096 

7.098 

6.549 

6.558 

6.36? 

6.341 

6.885 

6.514 

8.030 

+  8 

+8 

0 

Durable-goods  stores,  total . 

1,877 

1,879 

2,272 

2,481 

2,465 

2,580 

2,284 

2,226 

2,036 

2,101 

2,254 

2,097 

2,406 

+  12 

+13 

+5 

Nondurable-goods  stores,  total... 

4,004 

3,71A 

4,115 

4,521 

4,631 

4,518 

4,265 

4,332 

4,326 

4,240 

4,631 

4,417 

5,624 

+6 

+6 

-2 

Food  group . 

1,433 

1,320 

1,401 

1,466 

1,491 

1,491 

1,428 

1,509 

1,470 

1,406 

1,536 

1,384 

1,574 

+  3 

+4 

0 

Grocery  stores . 

1,328 

1,220 

1,296 

1,346 

1,364 

1,  360 

1,302 

1,386 

1,345 

1,288 

1,412 

1,268 

1,441 

+  3 

+4 

0 

Eatii^j  and  drinking  places . 

461 

425 

466 

509 

548 

564 

510 

538 

544 

505 

520 

474 

491 

+  8 

+  11 

+  3 

GAP*,  total . 

1,195 

1,086 

1,321 

1,532 

1,478 

1,451 

1,393 

1,343 

1,424 

1,438 

1,576 

1,646 

2,554 

+7 

+4 

-2 

General  merchandise  group . 

638 

613 

747 

878 

869 

842 

796 

749 

824 

817 

896 

966 

1,540 

+9 

+6 

-3 

Department  stores . 

382 

353 

436 

522 

525 

511 

476 

434 

480 

487 

532 

555 

916 

+  10 

+7 

-3 

Apparel  group . 

293 

231 

282 

372 

330 

311 

298 

286 

299 

325 

357 

358 

600 

+6 

+4 

—6 

Furniture  and  appliance  group . 

264 

242 

292 

282 

279 

298 

299 

308 

301 

296 

323 

322 

414 

+3 

0 

+7 

Lumber,  bldg.,  hdwe.,farm  equip,  grp. 

330 

308 

401 

519 

577 

602 

571 

557 

514 

555 

580 

463 

473 

+  2 

+  5 

+4 

Automotive  group . 

1,144 

1,186 

1,430 

1,528 

1,453 

1,506 

1,250 

1,207 

1,059 

1,061 

1,176 

1,126 

1,256 

+20 

+20 

+4 

Gasoline  service  stations . 

560 

512 

548 

577 

597 

604 

542 

576 

566 

546 

583 

562 

595 

+  10 

+11 

+1 

Drug  and  proprietary  stores . 

217 

207 

215 

216 

216 

219 

205 

213 

212 

214 

227 

213 

299 

+7 

+7 

+  1 

THE  SOOTH 

TOTAL2 . 

5,704 

5,511 

6,098 

6,558 

6,666 

6,519 

5,994 

6,013 

5,919 

5,687 

6,038 

5,748 

7,458 

+9 

+  9 

-2 

EXrrable-goods  stores,  total . 

2,019 

2,074 

2,311 

2,377 

2,474 

2,467 

2,228 

2,159 

2,021 

1,990 

2,028 

1,895 

2,371 

+  11 

+  11 

0 

Nondurable-goods  stores,  total... 

3,685 

3,437 

3,787 

4,181 

4,192 

4,052 

3,766 

3,865 

3,898 

3,697 

4,010 

3,853 

5,087 

+  8 

+  8 

-3 

Food  group . 

1,399 

1,308 

1,386 

1,448 

1,481 

1,467 

1,352 

1,456 

1,403 

1,341 

1,469 

1,343 

1,535 

+  8 

+9 

-1 

Grocery  stores . 

1,336 

1,235 

1,309 

1,369 

1,398 

1,  384 

1,285 

1,381 

1,329 

1,275 

1,403 

1,278 

1,458 

+8 

+8 

-1 

Eating  and  drinking  places . 

355 

323 

354 

381 

397 

392 

359 

381 

381 

353 

354 

336 

357 

+11 

+9 

-1 

GAP3,  total . 

1,130 

1,050 

1,206 

1,438 

1,  375 

1,334 

1,258 

1,220 

1,346 

1,280 

1,422 

1,422 

2,331 

+9 

+6 

-3 

General  merchandise  group . 

550 

528 

634 

752 

719 

686 

633 

613 

680 

631 

714 

748 

1,280 

+9 

+8 

-5 

Department  stores . 

277 

256 

323 

377 

367 

350 

323 

311 

351 

328 

373 

385 

656 

+11 

+8 

-5 

Apparel  group . 

303 

260 

297 

407 

358 

328 

312 

308 

349 

342 

380 

364 

652 

+6 

+5 

_o 

Furniture  and  appliance  group . 

277 

262 

275 

279 

298 

320 

313 

299 

317 

307 

328 

310 

399 

+  10 

+2 

+7 

Lumber,  bldg.,  hdwe. , farm  equip,  grp. 

293 

296 

323 

411 

433 

409 

418 

387 

338 

352 

370 

329 

329 

+  3 

-2 

>*-c-*- 

Automotive  group . 

1,303 

1,359 

1,541 

1,523 

1,567 

1,549 

1,312 

1,290 

1,170 

1, 146 

1,159 

1,073 

1,337 

+  14 

+  18 

-1 

Gasoline  service  stations . 

498 

460 

508 

528 

551 

567 

538 

543 

538 

496 

511 

501 

531 

+6 

+  5 

+  3 

Drug  and  proprietary  stores . 

197 

196 

207 

205 

214 

210 

196 

190 

193 

185 

191 

185 

257 

+9 

+7 

-2 

THE  WEST 

TOTAL2 . 

3,720 

3,549 

3,917 

4,012 

4,072 

4, 167 

4.028 

4,066 

4.062 

3.923 

4.009 

3.877 

4.894 

+5 

+  3 

♦  2 

IXirable-goods  stores,  total . 

1,271 

1,254 

1,404 

1,365 

1,392 

1,455 

1,432 

1,409 

1,367 

1,304 

1,298 

1,243 

1,460 

+7 

+  2 

♦  5 

Nondurable-goods  stores,  total... 

2,449 

2,295 

2,513 

2,647 

2,680 

2,712 

2,596 

2,657 

2,695 

2,619 

2,711 

2,634 

3,434 

+4 

♦4 

♦  1 

Food  group . 

927 

868 

926 

940 

943 

933 

884 

955 

940 

914 

971 

884 

1,027 

♦4 

♦6 

-1 

Grocery  stores . 

864 

806 

856 

870 

874 

862 

809 

880 

869 

845 

906 

822 

949 

+5 

♦7 

-1 

Eating  and  drinking  places . 

296 

273 

293 

300 

320 

327 

314 

335 

339 

313 

314 

294 

315 

♦7 

+4 

♦  2 

GAP3,  total . 

731 

678 

764 

844 

847 

882 

852 

824 

880 

861 

897 

935 

1,471 

♦  3 

+4 

+4 

General  merchandise  group . 

395 

370 

434 

483 

481 

492 

454 

451 

489 

467 

496 

543 

905 

+9 

.8 

♦  2 

Apparel  group . 

153 

133 

149 

184 

180  |  187 

198 

181 

194 

203 

196 

193 

331 

-3 

-6 

+4 

Gasoline  service  stations . 

317 

300 

330 

337 

355 

366 

347 

359 

359 

345 

350 

342 

352 

♦7 

♦  5 

♦  3 

Drug  and  proprietary  stores . 

138 

135 

147 

150 

154 

155 

144 

144 

146 

141 

140 

133 

199 

♦3 

♦  8 

♦  1 

Note:  Estimates  are  based  an  a  sample.  (See  sailing  variabilities  in  table  16.)  States  In  geographic  regions  are  shown  on  page  27. 

1  Preliminary  estimates. 

2  Totals  include  data  for  kinds  of  business  not  shown  separately. 

3  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specialising  in  department-store  types  of  merchandise. 
(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  from  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-yenr  percent  change  and 

between  3.1  and  4.5  for  the  percent  change  over  2  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 
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Table  6.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  GEOGRAPHIC  DIVISIONS  AND  KIND  OF  BUSINESS 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Geographic  division  and 
kind  of  business 

1965 

1964 

Percent  change 

Jan. -June 
1965 
from 

Jan. -June 
1964 

June  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

June 

1964 

May 

1965 

New  England  Division,  total2 . 

1, 373 

1,252 

1,  377 

1,479 

1,480 

1,484 

1,439 

1,417 

1,422 

1, 380 

1,427 

1,419 

1, 936 

+8 

+3 

0 

Durable-goods  stores . 

421 

395 

474 

511 

513 

505 

493 

430 

444 

415 

417 

432 

568 

+7 

+2 

-2 

Nondurable-goods  stores . 

952 

857 

903 

968 

967 

979 

946 

987 

978 

965 

1, 010 

987 

1,368 

+  8 

+3 

+1 

Food  group . 

368 

327 

343 

355 

366 

374 

362 

403 

382 

364 

386 

349 

405 

+  11 

+3 

+  2 

GAF3,  total . 

244 

222 

255 

309 

307 

310 

305 

277 

298 

306 

315 

338 

616 

+6 

+  2 

+  1 

Gasoline  service  stations . 

81 

75 

84 

87 

91 

92 

90 

95 

91 

88 

86 

80 

82 

+6 

+2 

+  1 

Middle  Atlantic  Division,  total2 . . . . 

3, 903 

3,703 

4,136 

4,474 

4,506 

4,522 

4, 232 

4,091 

4,013 

3, 982 

4,246 

4,162 

5,401 

+6 

+7 

0 

Durable-goods  stores . 

1, 077 

1,062 

1,  248 

1,  327 

1, 381 

1,425 

1, 282 

1,175 

1,143 

1,083 

1,136 

1, 146 

1,  396 

+  9 

+  11 

+  3 

Nondurable-goods  stores . 

2,826 

2,641 

2,  888 

3,147 

3,125 

3,097 

2,950 

2, 916 

2, 870 

2,899 

3, 110 

3,016 

4,005 

+4 

+5 

-1 

Eating  and  drinking  places . 

350 

342 

388 

411 

439 

452 

417 

424 

423 

387 

388 

357 

381 

+7 

+8 

+3 

GAF3,  total . 

847 

782 

917 

1,067 

1,063 

1,060 

1,033 

932 

963 

1,042 

1,149 

1,  204 

1, 888 

+  3 

+  3 

0 

General  merchandise  group . 

397 

377 

445 

513 

521 

514 

462 

430 

452 

493 

546 

599 

1,003 

+  12 

+  11 

-1 

Apparel  group . 

269 

230 

274 

354 

328 

320 

348 

272 

284 

324 

351 

345 

565 

-4 

-8 

-2 

Gasoline  service  stations . 

223 

214 

228 

240 

253 

259 

237 

247 

247 

226 

231 

227 

230 

+6 

+9 

+2 

Drug  and  proprietary  stores . 

116 

111 

119 

122 

121 

119 

116 

114 

111 

118 

122 

114 

146 

+6 

+3 

-2 

East  North  Central  Division,  total2 . 

4,  209 

4,011 

4,592 

4,988 

5,027 

4,997 

4,656 

4,581 

4,489 

4, 464 

4,882 

4,653 

5,738 

+7 

+7 

-1 

Durable-goods  stores . 

1,  292 

1,  295 

1,586 

1,701 

1,686 

1,744 

1, 579 

1,479 

1, 370 

1,424 

1,562 

1,455 

1,656 

+  10 

+10 

+  3 

Nondurable-goods  stores . 

2, 917 

2,716 

3,006 

3,287 

3,341 

3,253 

3,077 

3,102 

3, 119 

3,040 

3,320 

3, 198 

4,082 

+6 

+6 

-3 

Food  group . 

1,090 

1,009 

1,073 

1, 119 

1,126 

1, 122 

1,074 

1, 126 

1, 101 

1,046 

1,142 

1,041 

1,187 

+3 

+4 

0 

Eating  and  drinking  places . 

344 

313 

345 

378 

405 

413 

372 

390 

400 

369 

380 

348 

361 

+  10 

+11 

+  2 

GAF3,  total . 

876 

799 

985 

1, 128 

1,088 

1,065 

1,019 

965 

1,031 

1,050 

1,  348 

1,  208 

1,880 

+7 

+5 

-2 

General  merchandise  group . 

463 

449 

551 

640 

635 

613 

581 

539 

594 

5% 

644 

706 

1, 115 

+8 

+6 

-3 

Apparel  group . 

219 

173 

214 

282 

253 

238 

227 

213 

230 

243 

269 

271 

459 

+6 

+5 

-6 

Gasoline  service  stations . 

369 

346 

363 

378 

388 

3% 

352 

379 

379 

364 

394 

375 

392 

+9 

+  13 

+2 

Drug  and  proprietary  stores . 

159 

151 

157 

158 

161 

163 

152 

157 

154 

154 

165 

157 

220 

+7 

+7 

+  1 

1,672 

1,582 

1,795 

2,014 

2,069 

2,101 

1, 893 

1, 977 

1, 873 

1,877 

2,003 

1,861 

2,  292 

+9 

+  11 

+  2 

585 

584 

686 

780 

779 

836 

705 

747 

666 

677 

692 

642 

750 

+17 

+  19 

+7 

Nondurable-goods  stores . 

1,087 

998 

1,109 

1,234 

1, 290 

1,265 

1,188 

1,  230 

1,  207 

1,200 

1,  311 

1,  219 

1,542 

+  5 

+6 

-2 

343 

311 

328 

347 

365 

369 

354 

383 

369 

360 

394 

343 

387 

+  2 

+4 

+1 

GAF  3  total . 

319 

287 

336 

404 

390 

386 

374 

378 

393 

388 

428 

438 

674 

+7 

+3 

-1 

General  merchandise  group . 

175 

164 

1% 

238 

234 

229 

215 

210 

230 

221 

252 

260 

425 

+10 

+7 

-2 

Gasoline  service  stations . 

191 

166 

185 

199 

209 

208 

190 

197 

187 

182 

189 

187 

203 

+  12 

South  Atlantic  Division,  total2 . 

2, 826 

2,700 

2,968 

3,202 

3,  301 

3,  200 

2, 938 

2,919 

2,936 

2,786 

2,974 

2,871 

3,794 

+  10 

+9 

-3 

Durable-goods  stores . 

949 

959 

1,056 

1, 101 

1, 179 

1,175 

1,066 

1,003 

977 

948 

973 

9U 

1,143 

+  10 

+  10 

Nondurable-goods  stores . 

1, 877 

1,741 

1,912 

2, 101 

2,122 

2,025 

1,872 

1,916 

1, 959 

1, 838 

2,001 

1,960 

2,651 

+9 

+8 

Eating  and  drinking  places . 

193 

111 

192 

204 

210 

204 

189 

208 

213 

195 

193 

182 

199 

+13 

+8 

-3 

GAF3,  total . 

590 

559 

642 

748 

719 

698 

641 

607 

680 

660 

737 

754 

1,254 

+  12 

General  merchandise  group . 

290 

284 

341 

396 

383 

362 

330 

311 

346 

323 

364 

397 

690 

+12 

+10 

Apparel  group . 

159 

13£ 

157 

206 

181 

170 

157 

150 

180 

177 

192 

191 

352 

+  10 

+8 

-6 

Gasoline  service  stations . 

238 

216 

238 

252 

259 

264 

248 

256 

258 

236 

251 

242 

255 

+7 

+6 

Drug  and  proprietary  stores . 

101 

9£ 

103 

100 

106 

105 

97 

94 

97 

91 

94 

93 

131 

+  12 

+8 

East  South  Central  Division,  total2 . 

1,048 

1,0 1C 

1, 120 

1,260 

1,  292 

1,  242 

1,144 

1, 129 

1, 117 

1,103 

1,161 

1,093 

1, 372 

+7 

+9 

-4 

Nondurable-goods  stores . 

671 

62* 

690 

790 

802 

775 

703 

713 

724 

712 

772 

716 

921 

+7 

Food  group . 

274 

254 

272 

287 

304 

304 

264 

279 

274 

266 

298 

269 

300 

+  12 

+15 

0 

GAF3,  total . 

201 

19C 

217 

277 

261 

248 

235 

225 

243 

231 

257 

245 

410 

+5 

+6 

General  merchandise  group . 

106 

99 

119 

148 

139 

132 

123 

118 

126 

121 

139 

134 

232 

+7 

+7 

-5 

Gasoline  service  stations . 

94 

89 

97 

102 

108 

110 

109 

112 

116 

111 

109 

102 

105 

0 

West  South  Central  Division,  total2 . 

1,830 

1, 801 

2,010 

2,096 

2,073 

2,077 

1,912 

1,965 

1,866 

1, 798 

1, 903 

1,784 

2,  292 

+8 

+9 

0 

+  2 

Durable-goods  stores . 

Nondurable-goods  stores . 

1,137 

1,068 

1,185 

1,290 

1,268 

1,252 

1, 191 

1,225 

1, 215 

1,147 

1, 237 

1,177 

1,515 

+5 

+5 

-1 

Food  group . 

433 

417 

449 

461 

459 

456 

439 

475 

453 

435 

460 

414 

469 

+4 

+4 

-1 

Eating  and  drinking  places . 

107 

97 

108 

118 

125 

128 

118 

121 

114 

108 

m 

106 

107 

+  9 

+8 

GAF3,  total . 

339 

301 

347 

413 

395 

388 

382 

388 

423 

389 

428 

423 

667 

General  merchandise  group . 

154 

145 

174 

208 

197 

192 

180 

184 

208 

187 

211 

217 

358 

+5 

+7 

Mountain  Division,  total2 . 

771 

717 

853 

881 

892 

926 

901 

907 

918 

848 

879 

827 

1,026 

+6 

+  3 

+4 

Nondurable-goods  stores . 

511 

473 

542 

575 

578 

592 

575 

603 

610 

570 

583 

562 

721 

+  3 

+3 

+  3 

+6 

-3 

GAF3,  total . 

134 

123 

14 1 

166 

168 

170 

164 

163 

177 

160 

169 

173 

276 

+  2 

+4 

+1 

General  merchandise  group . 

70 

63 

76 

89 

91 

92 

89 

87 

98 

84 

90 

95 

167 

+  1 

+3 

+1 

Pacific  Division,  total2 . 

2,949 

2,832 

3,064 

3,131 

3,180 

3,  241 

3,127 

3,159 

3,144 

3,075 

3, 130 

3,050 

3,868 

+  5 

+4 

+2 

Durable-goods  stores . 

1,011 

1,010 

1,093 

1,059 

1,078 

1,121 

1,106 

1,105 

1,059 

1,026 

1,002 

978 

1,155 

+6 

+1 

+4 

Nondurable-goods  stores . 

1, 938 

1, 822 

1,971 

2,072 

2,102 

2, 120 

2,021 

2,054 

2,085 

2,049 

2,128 

2,072 

2,713 

+  5 

+5 

+1 

Food  group . 

727 

681 

723 

737 

736 

732 

694 

751 

741 

721 

756 

686 

799 

+5 

+5 

-1 

Eating  and  drinking  places . 

248 

229 

240 

242 

257 

263 

249 

263 

269 

248 

254 

243 

262 

+7 

+6 

+  2 

GAF3,  total . 

597 

555 

623 

678 

679 

712 

688 

661 

703 

701 

728 

762 

1, 195 

+4 

+3 

+5 

General  merchandise  group . 

325 

307 

358 

394 

390 

400 

365 

364 

391 

383 

406 

448 

738 

+11 

+10 

Gasoline  service  stations . 

229 

219 

232 

238 

252 

255 

239 

242 

239 

234 

249 

246 

251 

+6 

+7 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  17.)  States  in  geographic  divisions  are  shown  on  page  27. 

1  Preliminary  estimates. 

2  Totals  include  data  for  kinds  of  business  not  shown  separately. 

3  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department- store  types  of  merchandise. 
(C)  See  footnote  to  table  5. 


Table  7.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 
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t 

State  and  kind  of  business 

1965 

1964 

Percent  change 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. -June 
1965 
from 

Jan. -June 
1964 

June 

1965 

from 

June 

1964 

ill f orni a,  total . 

2,295 

2, 202 

2,328 

2,373 

2,405 

2,444 

2,389 

2,375 

2,336 

2,300 

2,355 

2,344 

2,999 

44 

4-2 

Nondurable- goods  stores . 

1,476 

1,380 

1,477 

1,551 

1,581 

1, 597 

1, 540 

1, 537 

1, 542 

1,  514 

1,606 

1,569 

2,116 

44 

44 

GAF2 . 

471 

446 

490 

536 

530 

551 

562 

515 

544 

535 

558 

596 

979 

44 

-2 

Lori da,  total . 

703 

674 

720 

721 

703 

675 

609 

590 

577 

581 

646 

614 

855 

4-13 

4-11 

Nondurable-goods  stores . 

483 

447 

484 

499 

473 

458 

400 

404 

403 

380 

425 

430 

605 

4-14 

4-15 

Llinois,  total . 

1,222 

1,164 

1,373 

1,498 

1,482 

1,456 

1,394 

1,316 

1,295 

1,  292 

1,391 

1,399 

1,713 

46 

44 

Nondurable-goods  stores . 

905 

845 

972 

1,061 

1,063 

1,030 

1,002 

949 

962 

947 

1,014 

1,017 

1,294 

44 

4-3 

GAF2 . 

284 

265 

341 

384 

370 

359 

360 

308 

341 

344 

381 

419 

623 

46 

0 

idiana,  total . 

543 

540 

623 

678 

678 

678 

608 

590 

566 

575 

626 

572 

692 

48 

4-12 

issachusetts,  total . 

666 

620 

690 

736 

726 

724 

675 

630 

623 

621 

643 

663 

888 

49 

+7 

Nondurable-goods  stores . 

450 

415 

442 

474 

474 

475 

442 

431 

434 

436 

473 

467 

620 

49 

4-7 

Ichigan,  total . 

950 

874 

998 

1,055 

1,082 

1,086 

991 

1,004 

974 

991 

1,091 

1,043 

1,292 

+9 

4-10 

Nondurable-goods  stores . 

602 

539 

591 

642 

675 

660 

605 

619 

625 

624 

680 

653 

850 

49 

49 

Lxmesota,  total . 

338 

338 

375 

423 

465 

479 

446 

437 

411 

387 

429 

396 

471 

48 

4-7 

tssouri,  total . 

502 

478 

541 

608 

611 

614 

546 

562 

555 

561 

591 

549 

682 

4-13 

4-12 

iw  Jersey,  total . 

775 

768 

850 

887 

903 

925 

851 

820 

789 

773 

814 

809 

1,037 

48 

49 

Nondurable-goods  stores . 

511 

498 

550 

591 

590 

591 

566 

564 

545 

551 

572 

556 

715 

4-5 

44 

jw  York,  total . 

1,930 

1,806 

2,015 

2,190 

2,182 

2, 177 

2,114 

2,045 

2,033 

2,027 

2,132 

2,043 

2,631 

4-2 

4-3 

Nondurable-goods  stores . 

1,475 

1,364 

1,488 

1,  624 

1,609 

1,597 

1,541 

1,522 

1,500 

1,512 

1,616 

1,  545 

2,044 

4-3 

44 

GAF2 . 

432 

401 

469 

543 

546 

550 

557 

496 

516 

547 

601 

605 

937 

-1 

-1 

}rth  Carolina,  total . 

407 

381 

435 

496 

542 

515 

440 

476 

474 

442 

447 

412 

540 

4-14 

4-17 

lio,  total . 

1,064 

1,026 

1,164 

1,267 

1,276 

1,254 

1,155 

1,153 

1,161 

1,145 

1,280 

1,172 

1,441 

+8 

49 

Nondurable-goods  stores . 

712 

672 

729 

802 

804 

770 

735 

740 

765 

760 

832 

781 

993 

+7 

4-5 

jnnsylvania,  total . 

1,198 

1,129 

1,271 

1,397 

1,421 

1,420 

1,267 

1,226 

1,191 

1,182 

1,300 

1,310 

1,733 

4-10 

4-12 

Nondurable-goods  stores . 

840 

779 

850 

932 

926 

909 

843 

830 

825 

836 

922 

915 

1,  246 

4-7 

48 

GAF2 . 

266 

236 

283 

336 

321 

312 

290 

265 

279 

303 

349 

384 

622 

49 

48 

ixas,  total . 

1,122 

1,114 

1,240 

1,278 

1,269 

1,286 

1,161 

1,200 

1,141 

1,101 

1,150 

1,055 

1,378 

4-10 

4-11 

Nondurable-goods  stores . 

703 

658 

726 

798 

788 

780 

750 

773 

758 

721 

760 

717 

935 

4-5 

44 

.sconsin,  total . 

430 

407 

434 

490 

509 

523 

508 

518 

493 

461 

494 

467 

600 

4-3 

+3 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  18.) 
2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups; 


1  Preliminary  estimates, 
these  stores  specialize  in  department- store  types  of  merchandise. 


Table  8.— PERCENT  OlANGE  IN  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 


(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


State 

Percent  change  -  June  1965 
from  May  1965 

State 

Percent  change  -  June  1965 
from  May  1965 

State 

Percent  change  -  June  1965 
from  May  1965 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

4-2 

4-1 

44 

0 

-2 

-2 

.orida . 

-4 

-3 

0 

4-3 

4-1 

4-3 

-4 

.linois . 

-2 

-3 

-3 

0 

-1 

-2 

idiana . 

0 

-2 

-4 

4-2 

0 

4-1 

issachusetts . 

0 

0 

4-3 

New  York . 

0 

-1 

4-1 

Wisconsin . 

4-3 

4-2 

4-5 

Note:  Sampling  variabilities  are  shorfn  in  table  18. 

1  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department- store  types  of  merchandise. 


Table  9. — PERC0JT  CHANGE  IN  SALES  OF  ALL  RETAIL  AND  GAF  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


^a3e^^^d^^NOT_^^TO^ro_for_8easOTalvartatiOTS_^r_^ra^^_d^_^fferenceD) 


Percent  change. 

Percent  change, 

June  1965  from 

June  1965  from 

Statistical  areas 

May  1965 

Statistical  areas 

May  1965 

Total 

Nondurable 

GAF1 

Total 

Nondurable 

GAF1 

Standard  Consolidated  Areas2 

-2 

-3 

.4 

Houston,  Texas . 

4l 

-3 

-2 

-2 

-2 

-4 

Kansas  City,  Mo. -Kansas . 

-1 

-3 

-4 

Los  Angeles-Long  Beach.  Calif . 

4l 

4l 

43 

Standard  Metropolitan  Statistical  Areas 

Newark,  N.J . ' . 

4-3 

:$ 

New  York,  N.Y . 

-1 

4l 

-2 

ltimore,  Md . 

Paterson- Cl if ton- Passaic,  N.J . 

44 

45 

42 

-3 

0 

•s ton,  Maes . 

-1 

4-1 

4-1 

42 

Ffalo,  N.Y . 

-1 

-3 

4-3 

4l 

loago,  m . 

-2 

-2 

-4 

STeland,  dilo . 

4-3 

-1 

42 

Seattle,  Wash.... 

43 

-1 

414 

“3 

■lias.  Texas . 

42 

0 

-2 

Washington.  D.C.-Md.-Va . 

-1 

Note:  Sampling  variabilities  are  shown  in  table  19,  page  16. 

1  2  ^°reS  6eneral  merchandise,  apparel,  and  furniture  and  appliance  groups ;  these  stores  specialize  in  department- store  types  of  merchandise. 

Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27. 
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Table  10.- 


-ESTIMATED  MONTHLY  stT.ra  OF  ALL  RETAIL  STORES  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


(Millions  of  dollars. 

Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences;  

= 

1965 

1964 

Percent 

hange 

Area 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June1 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. -June 
1965 
from 

Jan. -June 
1964 

June 

1965  ^ 
from 

June 

1964 

Standard  Consolidated  Areas2 
Chicago,  Ill. -Northwestern  Ind., 

887 

848 

996 

1,061 

1,039 

1,023 

754 

958 

895 

888 

894 

962 

988 

756 

1,253 

983 

48 

+6 

+7 

+5 

673 

634 

728 

789 

771 

298 

252 

286 

319 

1,884 

1,431 

346 

1,847 

508 

+6 

0 

231 

221 

280 

319 

309 

297 

2,384 

+4 

+5 

New  York-Northeastem  N.J.,  total... 

1, 806 
1,327 

1,691 
1, 232 

1,859 

1,339 

1,967 

1,444 

1,986 

1,446 

1,992 

1,437 

1,905 

1,406 

1,341 

464 

1,301 

l’,339 

1^375 

565 

1,824 

852 

+3 

+1 

+2 

0 

419 

389 

447 

511 

523 

527 

527 

Standard  Metropolitan 
Statistical  Areas2 

815 

777 

911 

972 

950 

932 

889 

822 

617 

237 

816 

821 

873 

674 

295 

569 

128 

907 

697 

328 

541 

1,155 

909 

+6 

44 

+5 

+4 

618 

582 

675 

732 

714 

697 

280 

546 

671 

281 

265 

481 

4-5 

0 

219 

209 

266 

300 

292 

674 

+14 

+17 

499 

452 

515 

542 

555 

468 

105 

102 

1,070 

690 

266 

136 

1,092 

221 

+18 

+17 

100 

89 

110 

129 

128 

123 

1,414 

+2 

0 

Los  Angeles- Long  Beach, Cali f . , total 

1,057 

679 

976 

614 

1,034 

661 

1,051 

701 

1,061 

704 

1,06/ 

709 

1,063 

687 

696 

*691 

725 

286 

1,348 

'721 

303 

1,306 

966 

473 

+2 

-3 

+3 

-7 

233 

216 

233 

253 

249 

257 

276 

1,326 

1,689 

+2 

+3 

1,275 

1,173 

1,292 

1,377 

1,374 

1, 364 

990 

346 

1, 357 

+3 

+2 

987 

911 

993 

1,071 

1,067 

1,055 

1,034 

'420 

538 

419 

536 

628 

-1 

0 

317 

290 

332 

381 

389 

393 

569 

394 

722 

+5 

49 

48fi 

476 

541 

577 

580 

524 

369 

129 

345 

113 

380 

161 

535 

0 

+3 

Nondurable-goods  stores . 

GAF3 . . 

340 

107 

342 

99 

379 

137 

401 

147 

392 

144 

380 

140 

J  ill 

134 

146 

257 

+11 

49 

(See  sampling  variabilities  in  table  19,  page  16.) 

ical  areas  are  shown  on  page 

apparel,  and  furniture  and  appliance  groups;  these  stores  specialise  in  department-store  types  of  merchandise. 


Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  In  table  l^page  M  for  ^  Los  Angeles-Long  Beach  SMSA  includes 

2  Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page 
Orange  County,  California. 

3  Stores  in  the  general  merchandise. 


Table  ll.-PERCENT  CHANGE  IN  SALES  OF  DEPARTMENT  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 
(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


STANDARD  METROPOLITAN  STATISTICAL  AREA 


Akron,  Ohio.... 
Asheville,  N.C. 
Atlanta,  Ga.... 
Augusta,  Ge . . . . 
Baltimore,  Md. . 


Baton  Rouge,  La. 
Binghamton,  N.Y. 
Birmingham,  Ala. 
Boston,  Mass.... 
Buffalo,  N.T.... 


Percent  change  in  sales 


June  1965  from— 


June 

1964 


May 

1965 


6  months 
1965 
from 
6  months 
1964 


Canton,  Ctiio . 

Chattanooga,  Tenn. 

Chicago,  ELI . 

Cincinnati,  Chio. . 
Cleveland,  Chio. . . 


Columbus,  Ohio . 

Corpus  Christi,  Texas. 

Dallas,  Texas . 

Denver,  Colo . 

Des  Moines,  Iowa . 


Detroit,  Mich. . . 
El  Paso,  Texas.. 

Erie,  Pa . 

Flint,  Mich . 

Fort  Wayne,  Ind. 


Grand  Rapids,  Mich. 

Houston,  Texas . 

Indianapolis,  Ind.. 
Jacksonville,  Fla. . 
Kansas  City,  Mo.... 


Knoxville,  Tenn . 

Iancaster,  Pa.. . 

Lexington,  Ky . 

Los  Angeles-Long  Beach,  Calif. 

Louisville,  Ky . . . 

Macon,  Ga . 


+2 

-6 

44 

+4 

-11 

+6 

-1 

-12 

+7 

-3 

-14 

+5 

+6 

-3 

+5 

49 

-2 

+7 

+2 

-7 

+3 

-5 

+1 

-1 

+4 

-2 

+3 

0 

-2 

+5 

-4 

-16 

+3 

+3 

-8 

48 

+6 

-3 

+5 

+2 

-6 

+2 

+1 

-2 

+2 

48 

0 

+6 

-4 

-13 

+2 

46 

-3 

44 

+1 

-1 

-1 

+10 

+1 

+6 

+14 

-1 

+15 

+2 

0 

+2 

+2 

-7 

+6 

+11 

-7 

+16 

+6 

+2 

46 

+5 

+1 

+1 

49 

-4 

48 

+1 

-7 

+1 

-8 

-13 

+1 

+1 

-5 

+1 

-2 

-20 

44 

+1 

-23 

+5 

-1 

-3 

+3 

+2 

+5 

+3 

0 

-6 

46 

-17 

-17 

-6 

-6 

-12 

-3 

+3 

48 

+3 

+2 

-2 

+3 

-6 

+7 

-14 

-1 

New  York- Northeastern  New  Jersey1. 

New  York  City . 

Newark,  N.J . 

Norfolk- Portsmouth,  Va . 

Oklahoma  City,  Okla . 


Ctaaha,  Nebr . 

Peoria,  Ill . 

Philadelphia,  Pa. 
Pittsburgh,  Pa... 
Portland,  Oreg... 


Reading,  Pa . 

Richmond,  Va . 

Rochester,  N.Y . 

Sacramento,  Calif . 

St.  Louis,  Mo . 

Salt  Lake  City,  Utah . 

San  Antonio,  Tex . 

San  Diego,  Calif . 

Savannah,  Ga . . 

Seattle,  Wash . * 

Shreveport,  La . 

South  Bend,  Ind . . 

Spokane,  Wash . 

Springfield,  Mo . 

Springfield,  Ohio . 

Syracuse,  N.Y . 

Tacoma,  Wash . 

Tampa-St.  Petersburg,  Fla. 

Toledo,  Chio . 

Trenton,  N.J . . 

Tulsa,  . . 


Waco,  Texas . 

Washington,  D.C.  . 
Wheeling,  W.Va. . . 
Wichita,  Kans.... 
Worcester,  Mass.. 
Youngstown,  Ohio. 


CITIES 


Bridgeport,  Conn. . . . 

Bristol,  Tenn.-Va . 

Duluth,  Minn. -Superior,  Wis. 

Minneapolis,  Minn . 

Oakland-Berkely,  Calif. 


Percent  change  in  sales 


June  1965 

from — 

June 

May 

1964 

1965 

+5 

+2 

+2 

+2 

0 

-3 

-13 

-12 

+5 

+2 

+1 

-8 

-2 

-5 

0 

-12 

+2 

+1 

+2 

+2 

+1 

-8 

+3 

-10 

+7 

-1 

-5 

-2 

-5 

-6 

+3 

+3 

-1 

-8 

-1 

+12 

-4 

-10 

+4 

+3 

-4 

-2 

(NA) 

(NA) 

+5 

+8 

+3 

-7 

(NA) 

(NA) 

+14 

+6 

+9 

-3 

-4 

-4 

+6 

-2 

46 

-5 

+10 

-1 

-1 

-4 

+2 

-7 

.  (NA) 

(NA) 

-2 

0 

+7 

-1 

+4 

-4 

-10 

+12 

-2 

-8 

44 

+1 

+6 

+5 

-1 

+3 

+3 

-8 

-7 

-15 

46 

+3 

-  -7 

.  ~2 

1965 

from 


1964 


+5 

(NA) 

-1 

-2 

+5 


+1 

+1 

+3 

+3 

+4 


+4 

+5 

+7 

-2 

-3 


+3 

+1 

+2 

44 

+5 


-1 

(NA) 

46) 

4-3 

(NA) 


-fll 

4-11 

4-1 

46 

46 

-48 


-2 

46 

(NA) 

-4 

46 

46 


-15 

44 

4-1 

44 

0 


Note:  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 
NA  Not  available. 

1  The  breakdown  shown  does  not  include  all  portions  of  the  area. 
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Table  12 . —ESTIMATED  END-OF-MDNTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FDR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars ) 


Kind  of  business 

1965 

1964 

Percent 

change, 

June  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

I  May 

June1 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

June 

1964 

May 

1965 

Data 

NOT  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

r 

l 

United  States,  total2 . 

16,401 

15,848 

15,747 

16,048 

16, 509 

16,717 

15,296 

L5,463 

15,519 

15,689 

15,729 

15,813 

16,929 

49 

4l 

Durable-goods  stores,  total . 

6,627 

6,474 

6,430 

6,520 

6,732 

6,939 

6,647 

6,691 

6,724 

6,833 

6,799 

6,646 

6,885 

44 

43 

Nondurable-goods  6 to res,  total . 

9,774 

9,374 

9,317 

9,528 

9,777 

9,778 

8,649 

8,772 

8,795 

8,856 

8,930 

9,167 

10,044 

413 

0 

Food  group . 

352 

341 

346 

340 

347 

347 

338 

351 

365 

368 

355 

340 

361 

+3 

0 

Grocery  stores . 

287 

281 

289 

283 

292 

292 

291 

297 

299 

308 

296 

284 

302 

0 

0 

Eating  and  drinking  places . 

130 

125 

120 

114 

111 

119 

91 

78 

81 

79 

96 

104 

129 

431 

47 

General  merchandise  group2  . 

6,294 

5,969 

5,855 

5,905 

6,051 

6,095 

5,239 

5,459 

5,521 

5,593 

5,640 

5,812 

6,478 

416 

4l 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

5,063 

4,760 

4,658 

4,675 

4, 831 

4,  839 

4,190 

4,365 

4,414 

4,470 

4,506 

4, 604 

5,216 

415 

0 

Department  stores . 

4,503 

4,224 

4,131 

4,132 

4,274 

4, 276 

3,728 

3,862 

3,908 

3,962 

4,002 

4,077 

4,638 

415 

0 

Mail  order  houses  (department  store  mdse.).. 

1,014 

997 

997 

1,009 

994 

1,003 

865 

890 

911 

910 

930 

967 

1,027 

416 

4l 

Apparel  group . 

1,206 

1,102 

1,086 

1,116 

1,098 

1,073 

994 

1,000 

1,007 

1,044 

1,083 

1,110 

1,325 

48 

-2 

Women's  ready-to-wear  stores . 

508 

481 

502 

527 

512 

493 

438 

419 

422 

442 

464 

470 

575 

413 

-4 

Furniture  and  appliance  group . 

2,520 

2,441 

2,355 

2,284 

2, 339 

2,376 

2,111 

2,202 

2,251 

2,312 

2,323 

2,316 

2,523 

413 

42 

Furniture,  home  furnishings  stores . 

1,900 

1,828 

1,780 

1,744 

1,733 

1, 816 

1,595 

1,696 

1,760 

1,781 

1,783 

1,778 

1,896 

414 

42 

Furniture  stores . 

1,705 

1,643 

1,606 

1,577 

1,625 

1, 654 

1,434 

1,546 

1,606 

1,615 

1,601 

1,595 

1,708 

415 

42 

Household  appliance,  TV,  radio  stores . 

620 

613 

575 

540 

551 

560 

516 

506 

491 

531 

540 

538 

627 

49 

42 

Household  appliance  dealers . 

538 

534 

502 

473 

488 

497 

452 

446 

431 

438 

452 

460 

539 

410 

42 

Lumber,  building,  hardware,  farm  equip,  group. 

1,631 

1,621 

1,627 

1,758 

1,868 

1,950 

1,968 

1,965 

1,940 

1,948 

1,984 

1,824 

1,684 

-1 

44 

Lumber  yards,  building  materials  dealers3  . . . 

1,155 

1,137 

1,138 

1,225 

1,334 

1,387 

1,356 

1,356 

1,355 

1,365 

1,392 

1,301 

1,180 

42 

44 

Lumber  yards . 

824 

825 

811 

854 

941 

996 

963 

965 

960 

965 

985 

910 

829 

43 

46 

Automotive  group . 

1,493 

1,458 

1,487 

1,553 

1,605 

1,681 

1,610 

1,590 

1,614 

1,630 

1,539 

1,563 

1,602 

44 

45 

Passenger  car  dealers3 . 

1,012 

966 

981 

1,024 

1,038 

1,090 

1,005 

985 

1,031 

1,052 

992 

1,015 

1,044 

48 

45 

Passenger  car  dealers  (franchised) . 

939 

895 

920 

947 

965 

1,016 

930 

912 

956 

980 

919 

936 

i  972 

49 

45 

Tire,  battery,  accessory  dealers . 

430 

445 

465 

482 

521 

547 

571 

552 

52  8 

517 

497 

503 

510 

-4 

45 

Gasoline  service  stations . 

441 

447 

467 

472 

493 

504 

470 

460 

461 

458 

460 

460 

443 

47 

42 

Other  retail  stores . 

2,334 

2,344 

2,404 

2,506 

2, 597 

2,572 

2,475 

2,358 

2,279 

2,257 

2,249 

2,284 

2,383 

44 

-1 

CHARGE  ACCOUNTS 

United  States,  total2  . 

7,703 

7,466 

7,435 

7,723 

7,996 

8,052 

7,594 

7,535 

7,502 

7,555 

7,584 

7,611 

8,025 

46 

4l 

Durable-goods  stores,  total . 

3,500 

3,453 

3,421 

3,552 

3,740 

3, 864 

3,657 

3,670 

3,653 

3,720 

3,706 

3,617 

3,644 

46 

43 

Nondurable-goods  stores,  total . 

4,203 

4,013 

4,014 

4,171 

4, 256 

4,188 

3,937 

3,865 

3,849 

3,835 

3,878 

3,994 

4,381 

46 

-2 

Food  group . 

343 

331 

337 

332 

334 

333 

325 

337 

353 

356 

344 

331 

353 

42 

0 

General  merchandise  group2 . 

1,130 

991 

935 

936 

969 

941 

928 

965 

956 

951 

972 

1,015 

1,240 

4l 

-3 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,044 

907 

849 

849 

864 

833 

824 

848 

846 

838 

867 

909 

1, 145 

4l 

-4 

Department  stores . 

896 

772 

718 

710 

727 

694 

708 

718 

717 

697 

732 

764 

983 

-2 

-5 

Apparel  group . 

867 

787 

773 

807 

769 

747 

705 

702 

714 

748 

780 

810 

972 

46 

-3 

Furniture  and  appliance  group . 

828 

810 

770 

739 

765 

776 

669 

716 

729 

767 

784 

788 

854 

416 

4l 

Furniture,  hone  furnishings  stores . 

607 

591 

572 

564 

589 

594 

508 

556 

579 

615 

621 

617 

625 

417 

4l 

Lumber,  building,  hardware,  farm  equip,  group . 

1,465 

1,466 

1,461 

1,584 

1,700 

1,773 

1,775 

1,770 

1,751 

1,741 

1,785 

1,652 

1,516 

0 

44 

Lumber  yards,  building  materials  dealers3 . . . 

1,106 

1,089 

1,080 

1,165 

1,268 

1, 317 

1,308 

1,297 

1,289 

1,290 

1,320 

1,250 

1,130 

4l 

44 

Lumber  yards . 

793 

794 

779 

824 

910 

961 

936 

932 

921 

919 

942 

884 

801 

43 

46 

Automotive  group . 

915 

888 

896 

940 

975 

1,009 

915 

891 

893 

921 

864 

880 

928 

410 

43 

Passenger  car  dealers  (franchised) . 

666 

633 

646 

670 

684 

713 

637 

613 

624 

652 

612 

642 

685 

412 

44 

Gasoline  service  stations . 

429 

439 

458 

463 

484 

494 

457 

449 

451 

449 

450 

451 

433 

48 

42 

INSTALLMENT  ACCOUNTS 

United  States,  total2 . 

8.698 

8.382 

8.312 

8,325 

8,513 

8,665 

7.702 

7,928 

8,017 

8,134 

8, 145 

8.202 

8,904 

413 

42 

Durable-goods  stores,  total . 

3,127 

3,021 

3,009 

2,968 

2,992 

3,075 

2,990 

3,021 

3,071 

3,113 

3,093 

3,029 

3,241 

43 

43 

Nondurable -good s  stores,  total . 

5,571 

5,361 

5,303 

5,357 

5, 521 

5,590 

4,712 

4,907 

4,946 

5,021 

5,052 

5,173 

5,663 

419 

4l 

General  merchandise  group . 

5,164 

4,978 

4,920 

4,969 

5,082 

5,154 

4,311 

4,494 

4,565 

4,642 

4,668 

4,797 

5,238 

420 

4l 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

4,019 

3,853 

3,809 

3,826 

3,967 

4,006 

3,366 

3,517 

3,568 

3,632 

3,639 

3,695 

4,071 

419 

4l 

Department  stores . 

3,607 

3,452 

3,413 

3,422 

3,547 

3,582 

3,020 

3,144 

3,191 

3,265 

3,270 

3,3  13 

3,655 

419 

4l 

Apparel  group . 

339 

315 

313 

309 

329 

326 

289 

298 

293 

296 

303 

300 

353 

413 

-1 

Furniture  and  appliance  group . 

1,692 

1,631 

1,585 

1,545 

1,574 

1,600 

1,442 

1,486 

1,522 

1,545 

1,539 

1,528 

1,669 

4ll 

42 

Furniture,  hone  furnishings  stores . 

1,293 

1,237 

1,208 

1,180 

1,199 

1,222 

1,087 

1,140 

1,181 

1,166 

1,162 

1,161 

1,271 

412 

42 

Household  appliance,  TV,  radio  stores . 

399 

394 

377 

365 

375 

378 

355 

345 

341 

379 

377 

367 

399 

46 

4l 

Lumber,  building,  hardware,  farm  equip,  group. 

166 

155 

166 

174 

168 

177 

193 

195 

189 

207 

199 

172 

168 

-8 

45 

Automotive  group . 

578 

570 

591 

613 

630 

672 

695 

699 

721 

709 

675 

683 

674 

-3 

47 

Tire,  battery,  accessory  dealers . 

243 

248 

264 

267 

284 

304 

344 

339 

325 

319 

303 

314 

322 

-12 

47 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  conmerclal 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to- month  and 
year-to-year  percent  changes.  Sailing  variabilities  shown  in  table  22,  page  17. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 


12 


Table  12.— ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS— Continued 

(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Percent 

change, 

June  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

I  May 

June1 

June 

July 

Aug. 

Sept. 

G)ct . 

Nov. 

Dec . 

June 

1964 

May 

1965 

Data  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total2 . 

16,038 

16,381 

L6.249 

16,272 

16,469 

16, 693 

15,270 

15,596 

15,626 

15,854 

15,767 

15,731 

15,798 

+9 

+1 

Durable-goods  stores,  total . 

6,823 

6,907 

6,784 

6,734 

6,745 

6,830 

6,542 

6,511 

6,501 

6,678 

6,607 

6, 528 

6,696 

+4 

+1 

Nondurable-goods  stores,  total . 

9,215 

9,474| 

9,465 

9,538 

9,724 

9,863 

8,728 

9,085 

9,125 

9,176 

9,160 

9,203 

9,102 

+13 

+1 

Food  group . 

357 

352 

353 

355 

353 

350 

341 

349 

349 

355 

348 

342 

350 

+3 

-1 

General  merchandise  group2 . 

5,797 

6,026 

6,002 

6,026 

6,143 

6,267 

5,384 

5,666 

5,743 

5,764 

5,772 

5,794 

5,727 

+16 

+2 

Department  stores . 

4,085 

4,272 

4,250 

4,220 

4,359 

4, 359 

3,800 

4,015 

4,074 

4,105 

4,099 

4,100 

4,088 

+15 

0 

Mail  order  houses  (department  store  mdse.).. 

978 

1,02C 

1,018 

1,033 

994 

1,031 

887 

922 

931 

920 

930 

934 

945 

+16 

+4 

Apparel  group . 

1,102 

1,11C 

1,084 

1,109 

1,136 

1,117 

1,040 

1,118 

1,112 

1,086 

1,086 

1,099 

1,090 

+7 

-2 

Women's  ready-to-wear  stores . 

477 

49C 

483 

503 

515 

516 

461 

481 

476 

460 

466 

466 

479 

+12 

0 

Furniture  and  appliance  group . 

2,461 

2,44j 

2,404 

2,338 

2,331 

2,380 

2,117 

2,266 

2,281 

2,340 

2,321 

2,300 

2,365 

+12 

+2 

Furniture,  heme  furnishings  stores . 

1,841 

1,828 

1,817 

1,789 

1,785 

1,833 

1,612 

1,754 

1,782 

1,787 

1,780 

1,769 

1,776 

+14 

+3 

Furniture  stores., . 

1,630 

1,64C 

1,627 

1,622 

1,617 

1,656 

1,440 

1,592 

1,611 

1,633 

1,620 

1,618 

1,602 

+15 

+2 

Household  appliance,  TV,  radio  stores . 

620 

614 

587 

549 

546 

547 

505 

512 

499 

553 

541 

531 

589 

+8 

0 

Household  appliance  dealers . 

541 

53G 

505 

488 

484 

484 

441 

441 

438 

456 

457 

454 

509 

+10 

0 

Lumber,  building,  hardware,  farm  equipment 

• 

group . 

1,841 

1, 87C 

1,832 

1,837 

1,861 

1,901 

1,914 

1,806 

1,749 

1,789 

1,805 

1,757 

1,780 

-1 

+2 

Lumber  yards,  building  materials  dealers3... 

1,283 

1,301 

1,307 

1,285 

1,341 

1,388 

1,355 

1,267 

1,227 

1,256 

1,255 

1,207 

1,225 

+2 

+4 

Lumber  yards . 

923 

944 

946 

895 

941 

969 

937 

886 

863 

886 

900 

859 

865 

+3 

+3 

Automotive  group . 

1,546 

1,  56£ 

1,554 

1,571 

1,583 

1,629 

1,559 

1,521 

1,590 

1,641 

1,501 

1,538 

1,566 

+4 

+3 

Passenger  car  dealers  (franchised) . 

965 

962 

955 

941 

952 

1,004 

916 

881 

959 

1,002 

885 

919 

942 

+10 

+5 

Tire,  battery,  accessory  dealers . 

453 

48C 

494 

513 

520 

513 

536 

513 

504 

500 

498 

497 

504 

-4 

-1 

Gasoline  service  stations . 

455 

476 

475 

472 

481 

485 

452 

453 

450 

458 

448 

448 

467 

+7 

+1 

CHARGE  ACCOUNTS 

United  States,  total2 . 

7.776 

7.874 

7.794 

7,782 

7, 850 

8,010 

7,555 

7,576 

7.492 

7,593 

7,464 

7.462 

7,555 

+6 

+2 

Durable-goods  stores,  t^tal . 

3,739 

3,837 

3,735 

3,677 

3,714 

3,788 

3,582 

3,529 

3,466 

3,577 

3,454 

3,468 

3,615 

+6 

+2 

Nondurable-goods  stores,  total . 

4,037 

4,037 

4,059 

4,105 

4,136 

4, 222 

3,973 

4,047 

4,026 

4,016 

4,010 

3,994 

3,940 

+6 

+2 

GJeneral  merchandise  group . 

1,007 

977 

982 

986 

978 

986 

972 

1,052 

1,047 

1,003 

1,023 

997 

973 

+1 

+1 

Department  stores . 

779 

76C 

764 

763 

740 

741 

754 

793 

792 

746 

773 

747 

739 

-2 

0 

Apparel  group . 

790 

802 

775 

801 

807 

79C 

748 

799 

806 

778 

779 

783 

769 

+6 

-2 

Furniture  and  appliance  group . 

814 

824 

805 

749 

768 

773 

670 

754 

748 

785 

766 

767 

772 

+15 

+1 

Furniture,  home  furnishings  stores . 

597 

607 

603 

566 

584 

599 

512 

587 

590 

610 

603 

605 

577 

+17 

+3 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,670 

1,717 

1,677 

1,666 

1,680 

1,728 

1,727 

1,625 

1,570 

1,590 

1,599 

1,578 

1,603 

0 

+3 

Lumber  yards,  building  materials  dealers3... 

1,240 

1,26C 

1,253 

1,228 

1,276 

1,316 

1,303 

1,208 

1,161 

1,181 

1,184 

1,154 

1,175 

+1 

+3 

Lumber  yards . 

898 

917 

919 

871 

911 

93C 

906 

853 

823 

839 

854 

830 

839 

+3 

+2 

Automotive  group . 

936 

946 

937 

950 

949 

982 

891 

865 

891 

938 

827 

864 

916 

+10 

+3 

Passenger  car  dealers  (franchised) . 

670 

666 

668 

660 

669 

705 

628 

605 

630 

676 

592 

630 

675 

+12 

+5 

Gasoline  service  stations . 

444 

46: 

466 

462 

472 

475 

440 

443 

438 

449 

437 

440 

457 

+8 

+1 

INSTALLMENT  ACCOUNTS 

United  States,  total2 . . 

8,262 

8,507 

8,455 

8,490 

8,  619 

8,683 

7,715 

8,020 

8,134 

8,261 

8,303 

8,269 

8,243 

+13 

+1 

3,084 

3,070 

3,049 

3,057 

3,031 

3,042 

2,960 

2,982 

3,035 

3,101 

3,153 

3,060 

3,081 

+3 

0 

Nondurable-goods  stores,  total . 

5,178 

5,437 

5,406 

5,433 

5,588 

5,64] 

4,755 

5,038 

5,099 

5,160 

5,150 

5,209 

5,162 

+19 

+1 

General  merchandise  group . 

4,790 

5,049 

5,020 

5,040 

5,165 

5,281 

4,412 

4,614 

4,696 

4,761 

4,74? 

4,797 

4,753 

+20 

+2 

Department  stores . 

3,306 

3,512 

3,486 

3,457 

3,619 

3,61£ 

3,047 

3,221 

3,283 

3,359 

3,327 

3,353 

3,347 

+19 

0 

Apparel  group . 

312 

30£ 

309 

308 

329 

327 

292 

319 

306 

308 

307 

316 

321 

+12 

-1 

Furniture  and  appliance  group . 

1,647 

1,619 

1,599 

1,589 

1,563 

1,607 

1,450 

1,512 

1,533 

1,559 

1,561 

1,535 

1,585 

+11 

+3 

Furniture,  heme  furnishings  stores . 

1,244 

1, 22C 

1,214 

1,223 

1,201 

1,234 

1,100 

1,167 

1,192 

1,177 

1,177 

1,164 

1,199 

+12 

+3 

Household  appliance,  TV,  radio  stores . 

403 

397 

385 

366 

362 

37j 

350 

345 

341 

382 

384 

371 

386 

+7 

+3 

Automotive  group . 

610 

62C 

617 

621 

634 

64'/ 

668 

656 

699 

703 

674 

674 

650 

-3 

+2 

Tire,  battery,  accessory  dealers . 

250 

259 

279 

281 

295 

287 

325 

319 

306 

307 

316 

312 

314 

-12 

-3 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to- month  and 
year-to-year  percent  changes.  Sampling  variabilities  shown  in  table  22,  page  17. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

3  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 


Table  13 .  — ESTIMATED  END-0F-M3NTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 
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.  .  -  - 

Kind  of  business 

1965 

1964 

Perc 

chan 

June 

fra 

ent 

ge, 

1965 

tn — 

Jan. 

Feb. 

Mar. 

* 

May 

June1 

June  I 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

June 

1964 

May 

1965 

Data  NOT  ADJUSTED  for  seasonal  variations 

and  holiday  differences 

6,362 

6,146 

6,081 

6,130 

— 

6,302 

6,401 

■ 

5,624 

5,624 

5,667 

5,782 

5,881 

6,021 

6,651 

+14 

+2 

1,197 

1,195 

1,211 

1,231 

1,  248 

1,279 

1,262 

1,257 

1,257 

1,286 

1,302 

1,278 

1,290 

+1 

+2 

Nondurable-goods  stores,  total . 

5,165 

4,951 

4,870 

4,899 

5,054 

5,122 

4,362 

4,367 

4,410 

4,496 

4,579 

4,743 

5,361 

+17 

+1 

General  merchandise  group . 

4,649 

4,461 

4,389 

4,424 

4,562 

4,635 

3,925 

3,930 

3,982 

4,051 

4,114 

4,273 

4,823 

+18 

+2 

Department  stores  and  dry  goods,  general 

3,815 

3,676 

3,619 

3,638 

3,788 

3,821 

3,229 

3,240 

3,290 

3,352 

3,402 

3,510 

3,994 

+18 

+1 

Department  stores . 

3,451 

3,299 

3,248 

3,257 

3,400 

3,428 

2,899 

2,908 

2,948 

3,007 

3,052 

3,142 

3,585 

+18 

+1 

Apparel  group . 

315 

291 

279 

287 

291 

285 

257 

260 

247 

251 

272 

278 

337 

+11 

-2 

Furniture  and  appliance  group . 

397 

395 

388 

386 

387 

396 

358 

364 

368 

377 

382 

381 

392 

+11 

+2 

Tire,  battery,  accessory  dealers . . . 

274 

276 

285 

305 

314 

330 

338 

345 

336 

337 

335 

337 

341 

-2 

+5 

CHARGE  ACCOUNTS 

1,073 

998 

968 

972 

1,017 

1,010 

1,012 

991 

972 

981 

1,022 

1,021 

1,163 

0 

-1 

Durable-goods  stores,  total . 

298 

291 

277 

299 

310 

319 

336 

338 

335 

344 

346 

335 

313 

-5 

+3 

Nondurable -goods  stores,  total . 

775 

707 

691 

673 

707 

691 

676 

653 

637 

637 

676 

686 

850 

+2 

-2 

General  mf.  'chandise  group . 

432 

378 

362 

351 

380 

370 

391 

368 

350 

339 

365 

373 

497 

-5 

-3 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

394 

343 

324 

317 

331 

320 

335 

314 

301 

292 

317 

328 

455 

-4 

-3 

Department  stores . 

367 

318 

300 

289 

304 

291 

306 

285 

271 

267 

293 

303 

424 

-5 

-4 

Apparel  group . 

155 

142 

139 

144 

143 

138 

124 

125 

122 

120 

132 

134 

166 

+11 

-3 

Furniture  and  appliance  group . 

47 

47 

40 

41 

40 

41 

41 

42 

40 

45 

47 

43 

44 

0 

+2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

5.289 

5,148 

5,113 

5,158 

5,285 

5,391 

4,612 

4,633 

4,695 

4,801 

4,859 

5,000 

5,488 

+17 

+2 

Durable-goods  stores,  total . 

899 

904 

934 

932 

938 

960 

926 

919 

922 

942 

956 

943 

977 

44 

+2 

Nondurable-goods  stores,  total . 

4,390 

4,244 

4,179 

4,226 

4,347 

4,431 

3,686 

3,714 

3,773 

3,859 

3,903 

4,057 

4,511 

+20 

+2 

General  merchandise  group . 

4,217 

4,083 

4,027 

4,073 

4,182 

4,  265 

3,534 

3,562 

3,632 

3,712 

3,749 

3,900 

4,326 

+21 

+2 

Department  stores  and  dry  goods,  general 

*  merchandise  stores . 

3,451 

3,333 

3,295 

3,321 

3,457 

3, 501 

2,894 

2,926 

2,989 

3,060 

3,085 

3,182 

3,539 

+21 

+1 

Department  stores . 

3,084 

2,981 

2,948 

2,968 

3,096 

3,137 

2,593 

2,623 

2,677 

2,740 

2,759 

2,839 

3,161 

+21 

+1 

Apparel  group . 

160 

149 

140 

143 

148 

147 

133 

135 

125 

131 

140 

144 

171 

+11 

-1 

Furniture  and  appliance  group . 

350 

348 

348 

345 

347 

355 

317 

322 

328 

332 

335 

338 

348 

+12 

+2 

Data 

ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

i 

1 

United  States,  total . 

5,926 

6,236 

6,233 

6,267 

6,402 

6, 513 

5,713 

5,799 

5,798 

5,889 

5,970 

5,995 

6,026 

+14 

+2 

Durable-goods  stores,  total . 

1,205 

1,242 

1,250 

1,268 

1,268 

1,278 

1,260 

1,238 

1,219 

1,254 

1,290 

1,257 

1,258 

+1 

+1 

Nondurable-goods  stores,  total . 

4,7a 

4,994 

4,983 

4,999 

5,134 

5,235 

4,453 

4,561 

4,579 

4,635 

4,680 

4,738 

4,768 

+18 

+2 

General  merchandise  group . 

4,237 

4,433 

4,507 

4,526 

4,648 

4,754 

4,022 

4,105 

4,126 

4,165 

4,199 

4,264 

4,295 

+18 

+2 

Department  stores . 

3,110 

3,332 

3,324 

3,313 

3,477 

3,518 

2,972 

3,033 

3,054 

3,105 

3,122 

3,167 

3,198 

+18 

+1 

Apparel  group . 

286 

287 

277 

285 

297 

289 

261 

283 

273 

271 

282 

284 

274 

+11 

-3 

394 

362 

387 

391 

363 

365 

372 

382 

381 

378 

374 

Tire,  battery,  accessory  dealers . 

285 

291 

305 

320 

319 

315 

322 

323 

318 

322 

343 

337 

333 

-2 

-1 

CHARCE  ACCOUNTS 

United  States,  total . 

1,015 

1,027 

1,012 

1,020 

1,028 

1.024 

1,027 

1,036 

1,000 

994 

1,022 

997 

1,013 

0 

0 

Durable -goods  stores,  total . 

325 

333 

302 

311 

316 

315 

331 

324 

311 

321 

316 

316 

316 

-5 

0 

Nondurable-goods  stores,  total . 

690 

694 

710 

709 

712 

709 

696 

712 

689 

673 

706 

681 

697 

+2 

0 

General  merchandise  group . 

368 

366 

385 

387 

389 

389 

412 

418 

386 

354 

382 

364 

382 

-6 

0 

309 

306 

319 

321 

311 

314 

330 

327 

303 

284 

308 

295 

315 

-5 

♦1 

Apparel  group . 

140 

140 

139 

143 

146 

139 

125 

132 

139 

131 

136 

140 

132 

+11 

-5 

51 

46 

41 

40 

42 

41 

41 

40 

41 

46 

45 

43 

41 

0 

-2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,911 

5,209 

5,221 

5,247 

5,374 

5,489 

4,686 

4,763 

4,798 

4,895 

4,948 

4,998 

5,013 

+17 

+2 

Durable-goods  stores,  total . 

880 

909 

948 

957 

952 

963 

929 

914 

908 

933 

974 

941 

942 

•*4 

+1 

Nondurable -good 8  stores,  total . 

4,031 

4,300 

4,273 

4,290 

4,422 

4,526 

3,757 

3,849 

3,890 

3,962 

3,974 

4,057 

4,071 

+20 

+2 

General  merchandise  group . 

3,869 

4,133 

4,122 

4,139 

4,259 

4, 365 

3,610 

3,687 

3,740 

3,811 

3,818 

3,900 

3,911 

+21 

+2 

Department  stores . 

2,801 

3,026 

3,005 

2,992 

3,166 

3,204 

2,643 

2,707 

2,751 

2,822 

2,815 

2,871 

2,881 

+21 

+1 

Apparel  group . 

146 

147 

138 

142 

151 

150 

136 

151 

134 

140 

146 

144 

142 

+10 

-1 

Furniture  and  appliance  group . 

343 

316 

346 

351 

349 

362 

322 

325 

331 

336 

336 

335 

333 

+12 

44 

Note:  Data  in  tils  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  Ini  lea  ted .  Amounts  transferred  to  cosine  ratal 
and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to— month  and 
year-to-year  percent  changes.  Sampling  variabilities  are  shown  in  table  21,  page  16. 

1  Preliminary  estimates,  see  Explanatory  Materials,  page  21. 
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Table  14.—  ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month- to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1 .9 

1.9 

0.6-0. 7 

0.7 

Nondurable -goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0 .3 

0.2 

Food  group . / . 

1.3-1 .4 

1.3 

1.3-1 .4 

1.3 

0.2-0 .3 

0.2 

Grocery  stores . . . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0. 2-0.3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5.8-6 .3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6. 5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2.3-2 .4 

2.3 

2.2-2 .4 

2.3 

0.5-0. 9 

0.7 

Eating  places . . . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0.5-1 .3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3 .2 

3.0 

0.5-1. 2 

0.9 

Drinking  places . . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1 .4 

1.4 

1.3-1. 5 

1.4 

0. 2-0.3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  mercharxlise ) . 

(z) 

(z) 

(z) 

(z) 

(Z) 

(z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2.9-3 .2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5.4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6. 3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0.8-1. 2 

1.1 

Women's  ready-to-wear  stores . . . 

3 .3-4.2 

3.7 

3 .2-4 .0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4 .3 

4.2 

3.8-4 .0 

4.0 

0.9-2 .0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4 .0-4 .3 

4.2 

3. 7-4.0 

3.9 

1.6-2 .3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3.1-3 .4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9^  .3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2.3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2. 9 

2.9 

2.4-2 .9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and 
trading  day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percent  change  in  sales,  the  ranges  of  sampling  error  are  based 
on  unadjusted  data  for  January  through  June  1960. 

(Z)  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shc*m  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the 
previous  month.  (See  Explanatory  Material,  page  21.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  2 
months. 


Table  15.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  THE  SALES  OF  RETAIL  STORES  FOR  2  CONSECUTIVE  MONTHS: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 


Fruit  stores,  vegetable  markets . 

Candy,  nut,  confectionery  stores . 

Delicatessen  stores . 

Men's,  boys'  clothing  stores . 

Men's,  boys'  furnishings  stores . 

Women's  apparel,  accessory,  specialty  stores 


Floor  coverings  stores . 

TV,  radio  stores . 

Paint,  glass,  wallpaper  stores . 

Heating,  plumbing  equipment  dealers 
Farm  equipment  dealers . 


Range 

Median 

Kind  of  business 

Range 

Median 

1.4-6. 6 

3.7 

Fuel,  fuel  oil  dealers . 

1.2-3. 5 

2.8 

1.7-3 .4 

2.7 

Fuel  dealers,  except  fuel  oil . 

1. 9-8.1 

3.1 

2. 0-3.0 

2.6 

Fuel  oil  dealers . 

1.6-5. 9 

4.6 

1. 8-3.1 

2.5 

Jewelry  stores . 

2.6-3 .6 

3.2 

3.0-5. 9 

3.6 

Florists . 

3. 0-7. 8 

4.6 

3. 1-5. 9 

4.1 

Book  stores . 

2.2-10.3 

5.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

6.1 

Music  stores . . 

3. 7-7 .4 

6.0 

2. 3-8. 6 

4.8 

Camera,  photographic  supply  stores . 

2. 2-4. 2 

3.7 

2. 0-4. 8 

4.4 

5. 0-9. 5 

8.3 

Optical  goods  stores . 

1.4-6. 7 

3.1 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

Note:  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for 
the  previous  month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  22.  The  ranges  of  sampling 
error  shown  above  are  based  on  the  month- to-month  percent  change  in  sales  of  the  unad Justed  data  for  January  through  June  1960. 
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Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges  in  Tables  16-20 
Dollar  volume  sales  and  percent  change  from  the  same  month  a  year  ago1  Percent  change  over  2  consecutive  months2 

A  =  0  to  3.5*,  B  =  3.6  to  7.0*,  C  -  7.1  to  10.5*.  a  »  0  to  1.5*,  b  =  1.6  to  3.0*,  c  -  3.1  to  4.5*. 

1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling  variability  of  the  year-to-year  percent  change  for  2  or  more 
months  combined  have  not  been  computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for  the  previous  month.  Sampling  variability  based  on  final 

estimates  for  2  consecutive  months  is  somewhat  higher. _ 


Table  16 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  REGIONS  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Dollar  volume  estimates 

Percent  change  from  same 
month  a  year  ago 

Month-to-month  percent  change  over 

2  consecutive  months 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

~ 

1-7- 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable -goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

c 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

c 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

B 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

B 

A 

B 

A 

A 

B 

2 

b 

a 

a 

b 

Table  17 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

— n 

B 

Nondurable-goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

C1) 

A 

B 

i1) 

B 

B 

C 

B 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

B 

A 

A 

B 

B 

B 

B 

B 

General  merchandise  group . 

- 

A 

A 

B 

A 

B 

B 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

c 

B 

B 

C 

B 

C 

C 

C 

C 

Percent  change  from 

same  month 

year  ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

— U) — 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

(l) 

A 

A 

(l) 

B 

B 

B 

A 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

- 

A 

A 

A 

A 

B 

A 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

C 

B 

B   . 

C 

B 

C 

c 

C 

C 

Percent  change  over 

consecutive  months 

Total . 

a 

b 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

(’> 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  grcwp . 

a 

t1) 

a 

a 

(l) 

a 

b 

a 

a 

Eating  and  drinking  places . 

a 

a 

b 

b 

b 

c 

b 

b 

a 

GAF,  total . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

- 

a 

a 

a 

a 

b 

a 

a 

a 

Apparel  group . 

b 

a 

a 

b 

b 

a 

a 

c 

b 

a 

_ 

Drug  and  proprietary  stores . 

b 

b 

a 

a 

b 

a 

c 

c 

a 

( 1 )  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  30*  of  food  store  sales  in  these  geographic  divisions  have  reported 
company  totals  only.  (See  page  19,  "Group  II  Organizations.")  (2)  More  than  10.5  percent.  (5)  More  than  4.5  percent. 


Table  IB.— ESTIMATET  RANGE  OF  SAMPLING  VARIABILITY  FOR  SPECIFIED  LARGE  STATES 


Dollar  volume 
sales  estimates 

Percent  change  from 
same  month  a  year  ago 

Percent  change  over 

2  consecutive  months 

State 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

B 

B 

a 

B 

a 

B 

a 

B 

a 

New  York . 

a 

North  Carolina . 

A 

a 

b 

Pennsylvania . 

a 

a 

Texas . 

a 

Wisconsin . 

B 

C 

- 

B 

C 

B 

a 

a 

b 
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Table  19 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  RETAIL  SALES  FOR  2  CONSECUTIVE  MONTHS, 
BY  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Area 

Percent  change  over  2 
consecutive  months 

Area 

Percent  change  over  2 
consecutive  months 

Total 

Nondurable 

GAF 

Total 

Nondurable 

GAF 

Standard  Consolidated  Areas 

Detroit,  Mich . 

b 

a 

b 

Houston,  Tex . 

a 

a 

b 

a 

b 

b 

b 

Minneapolis-St.  Paul,  Minn . 

a 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Newark,  N.J . 

b 

a 

b 

New  York,  N.Y . 

a 

a 

a 

Paterson-Clifton-Passaic,  N.J . 

b 

b 

a 

b 

b 

a 

b 

b 

b 

b 

Buffalo,  N.Y . 

b 

b 

b 

b 

b 

Dallas,  Tex . 

a 

a 

b 

Washington,  D . C . -Md . -Va . 

a 

a 

a 

Table  20 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND 

STANDARD  CONSOLIDATED  AREAS 


Area 

Dollar  volume 
sales  estimates 

Percent  change  from  same 
month  a  year  ago 

Total 

Nondurable 

GAF 

Total 

Nondurable 

GAF 

Standard  Condolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

B 

B 

B 

B 

B 

New  York-Northeastern  New  Jersey . 

B 

A 

B 

B 

A 

B 

Standard  Metropolitan  Statistical  Areas 

Chicago,  III . 

B 

B 

B 

B 

B 

B 

Detroit,  Mich . 

B 

C 

B 

B 

C 

B 

Los  Angeles-Long  Beach,  Calif . 

B 

A 

B 

B 

A 

B 

New  York,  N.Y . 

B 

A 

B 

B 

A 

B 

Philadelphia,  Pa. -N.J . 

B 

B 

B 

B 

B 

B 

Table  21.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALMENT,  FOR  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS  ' 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 

percent 

change 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

0.2-0. 4 

0.3 

0.2-0. 4 

0.3 

(Z)-0.1 

0.1 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z) -0.2 

0.1 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

0.3-0 .4 

0.4 

0. 3-0.4 

0.4 

(Z)-0.1 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

1.8-2. 2 

2.0 

1.8-1. 9 

1.9 

0.2-0. 5 

0.4 

0.8-1. 3 

1.0 

0. 9-1.4 

1.0 

(Z)-O.l 

0.1 

1. 2-1.5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

2. 7-2. 8 

2.7 

2. 6-2. 7 

2.7 

0.5-0. 8 

0.6 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0.3-0. 9 

0.3 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

0. 7-1.1 

0.9 

(X) 
0.3-0. 5 

0.8 

(2)  -1.4 

(Z) 

0.3-0. 4 

0.4 

0.4 

(Z) -0.1 

(Z) 

3. 7-4. 4 

4.0 

3. 7-3. 8 

3.8 

0. 3-0.7 

0.7 

3. 1-3. 7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALMENT  ACCOUNTS 

United  States,  total . 

0.3-0 .4 

0.3 

0. 3-0.4 

0.3 

(Z) -0.2 

0.1 

0. 9-1.4 

1.1 

0. 9-1.4 

1.1 

0.1-0. 2 

0.1 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z) -0.2 

(Z) 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z) -0.3 
(Z)-O.l 
(Zj -0,5 
(X) 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(Z) 

0.2 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

Furniture  and  appliance  group . . . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(Z) 

Table  22.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARCE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month - to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1 .4-1.6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1.9-2. 1 

1.9 

0. 5-0.6 

0.5 

Nondhrable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Food  group . 

4. 0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

Grocery  stores . . . 

3. 7-4. 6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6.6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1. 7-2.4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Department  stores . 

1. 9-3.0 

2.1 

1.7-3. 0 

2.1 

0. 2-1.1 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 3 

3.4 

3. 2-3.6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Furniture  stores . 

4. 2-4 .6 

4.4 

4. 1-4. 6 

4.3 

0.6-1. 4 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5.4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4. 7-5.7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4.2-4 .4 

4.3 

4.0-4 .4 

4.1 

0.8-1. 5 

0.9 

Lumber  yards . . . 

5. 1-5.6 

5.3 

4.7-5. 3 

5.1 

0. 9-2.0 

1.1 

Automotive  group . 

3. 8-5.0 

4.3 

3.7-5. 0 

4.2 

1. 1-1.7 

1.3 

Passenger  car  dealers . 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1.5-2. 3 

1.7 

Passenger  car  dealers  ( f ranchised ) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1. 5-2.5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9.8 

6.7 

3. 7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4.4-5 .4 

4.7 

4.1-5 .4 

4.3 

1.4-1. 9 

1.7 

Other  retail  stores . 

3.9-5 .6 

4.1 

3. 7-5.1 

4.0 

1. 1-5.0 

1.5 

CHARCE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2.6 

2.4 

2. 2-2.4 

2.4 

0.7-1. 1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3-3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

Food  group . 

4. 0-4. 6 

4.5 

4. 0-4. 4 

4.1 

1.0-2. 5 

1.6 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4. 4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3.1-4 .6 

4.3 

0.6-1. 2 

0.9 

Department  stores . 

3. 0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

Apparel  group . 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

2.2 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1. 8-2.6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6.5 

6.C 

5.6-6. 3 

5.8 

2. 1-3.6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3. 7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Lumber  yards . . . 

5.1-5 .5 

5.3 

5. 1-5. 2 

5.2 

0. 9-2.1 

1.3 

Automotive  group . 

4.4-6. 1 

4.9 

3. 9-5.4 

5.1 

1.5-3. 1 

2.2 

Passenger  car  dealers  ( franchised ) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4.7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3.4 

2.7 

0.7-1. 7 

0.8 

Nondurable -goods  stores,  total . 

1.6-2. 1 

1.6 

1.4-2. 1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1. 9-2.9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

1.7-2. 8 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

0.5 

Apparel  group . 

6.4-7. 8 

7.2 

5. 6-7. 3 

7.2 

1. 3-3.0 

2.0 

Furniture  and  appliance  group . 

3. 9-4.4 

4.1 

3.9-5 .4 

3.9 

0. 7-3.1 

1.1 

Furniture,  heme  furnishings  stores . 

4.7-5 .4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0. 6-2.4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7.6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . 

5. 5-7.0 

6.1 

5.7-6. 5 

6.0 

1.0-2. 3 

1.6 

Tire,  battery,  accessory  dealers . 

3. 7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estiumtes:  June  1959  and 
January  through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  fonth-to-month  percent  changes:  toy,  June  and  December 
1959  and  January  through  April  1960. 

(Z)  Sampling  variability  is  less  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estiamte  for  the  previous  month.  (See  Explanatory 
Material,  page  21.)  This  month- to- month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estln» tes  for  the  2  months. 
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explanatory  material 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of 
sales  of  retail  stores  in  the  United  States  by  kind 
of  business  and  geographic  area — regions,  divisions, 
selected  States,  and  standard  metropolitan  statis¬ 
tical  areas  (SMSA) — and  (2)  provide  national  esti¬ 
mates  of  accounts  receivable  balances  of  retail 
stores,  by  kind  of  business.  The  retail  sales  and 
accounts  receivable  estimates  in  this  report  are  de¬ 
veloped  as  a  direct  measure  from  a  sample  represent¬ 
ing  all  sizes  of  stores,  firms  or  organizations,  and 
kinds  of  retail  business  throughout  the  country. 
The  sample  has  been  designed  so  that  estimates  can 
be  evaluated  in  terms  of  their  sampling  errors. 

The  first  publication  in  this  series  was  the  Monthly 
Retail  Trade  Report  for  March  1952,  which  contained 
sales  estimates  of  retail  stores  for  15  months  be¬ 
ginning  with  January  1951,  the  initial  month  for 
which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage 
change  in  the  data  for  the  first  12  months  of  tran¬ 
sition  were  subject  to  a  considerably  higher  sampling 
error  than  would  usually  be  expected .  Other  changes 
have  been  made  since  May  1953  (the  most  recent  of 
which  was  January  1961,  which  incorporated  informa¬ 
tion  derived  from  the  1958  Census  of  Business),  but 
these  changes  have  had  a  much  smaller  effect  on  con¬ 
tinuity  of  the  data  ( see  Monthly  Retail  Trade  Reports 
for  July  1953,  December  1958,  and  January  1961,  for 
descriptions  of  sample  changes).  Monthly  sales  data 
for  geographic  areas  were  introduced  effective  with 
April  1962.  Beginning  with  June  1960,  statistics  on 
accounts  receivable  balances  of  retail  stores  were 
incorporated  into  the  report,  including  monthly  data 
from  January  1959.  Monthly  data  for  periods  prior 
to  January  1959  are  not  available. 

Sales 

Total  receipts  from  customers  after  deductions  of 
refunds  and  allowances  for  merchandise  returned  by 
customers .  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales 
data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in 
retail  trade .  They  do  not  include  sales  at  retail 
by  manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade . 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 


against  which  the  firm  may  have  borrowed  are  included. 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included .  Also  excluded  are  accounts  charged  on 
credit  cards  used  by  other  organizations,  such  as 
oil  companies,  Central  Charge  Service,  Diners'  Club, 
etc . 

Charge  account  receivables  are  receivables  out¬ 
standing  for  which  full  payment  was  scheduled  to  be 
made  at  the  end  of  the  customary  billing  period . 

Installment  account  receivables  are  receivables 
outstanding  for  which  payment  was  scheduled  to  be 
paid  in  two  or  more  parts. 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  from  which  the  dollar  volume  sales  esti¬ 
mates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which 
in  the  1958  Census  of  Business  were  reported  as 
operating  11  or  more  retail  stores  in  the  United 
States,  are  included  in  the  sample  regardless  of 
location  in  the  United  States. 

B.  Group  I  stores;  i.e.,  all  remaining  retail 
stores  in  the  sample,  are  included  on  the  following 
basis : 

1.  Retail  stores  with  1954  sales  volume,  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States.  (These 
stores  are  called  "National  List  Stores.") 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  243  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  2  or  3  counties 
were  chosen  at  random  (l  from  each  of  the  243 
primary  strata)  with  known  probability  of  se¬ 
lection.  The  sample  within  these  areas  consists 
of  (a)  "Large"  stores  (all  stores  located  any¬ 
where  in  the  Census  sample  areas  which  meet  cer¬ 
tain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments)  se¬ 
lected  at  random,  with  known  probability  of  se¬ 
lection,  within  Census  sample  areas .  Certain  of 
these  stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area  seg¬ 
ments  each  month  by  Bureau  of  the  Census  field 
interviewers  makes  it  possible  to  account  for 
new  stores,  regardless  of  size,  which  have  come 
into  existance  subsequent  to  the  establishment 
of  the  sample. 
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The  following  criteria  were  used  to  select  the 
various  components  of  this  sample. 

Group  II  Organizations 

As  indicated  above,  Group  II  organizations  (those 
which  operated  11  or  more  retail  stores  in  1958)  are 
taken  into  the  sample  with  certainty  and  report 
monthly  the  combined  sales  of  all  their  retail  stores 
in  the  United  States.  For  those  Group  II  firms  with 
retail  stores  in  mare  than  1  kind  of  business,  the 
reported  figures  are  prorated  among  the  different 
kinds  of  business  on  the  basis  of  the  percentage  dis¬ 
tribution  of  the  firm's  total  sales  by  kind  of  busi¬ 
ness  as  reported  in  the  1958  Census  of  Business . 

For  purposes  of  developing  the  geographic  area 
estimates  published  in  this  report,  Group  II  organi¬ 
zations  are  also  requested  to  report  separately  for 
a  sample  of  their  establishments  or  by  county.  Those 
Group  II  firms  reporting  separate  establishment  fig¬ 
ures  are  included  on  the  following  basis:  1.  Firms 
with  September  1961  sales  of  approximately  $10  mil¬ 
lion  or  more  are  canvassed  each  month  for  sales  data 
for  1  or  more  of  their  establishments;  2.  Firms 
with  sales  below  this  amount  are  sampled,  with  se¬ 
lection  proportionate  to  their  sales  size,  and  can¬ 
vassed  for  selected  month(s)  of  the  year.  For  both 
types  of  firms,  the  specific  establishments  for  which 
sales  data  are  tabulated  are  selected  in  the  follow¬ 
ing  manner: 

A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month. 
For  general  merchandise,  apparel  and  furniture  and 
appliance  stores  located  in  the  20  largest  standard 
metropolitan  statistical  areas,  the  criterion  was 
lowered  to  $215,000  in  some  areas  and  to  $425,000 
in  others. 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled  with  selection  proportionate  to  rela¬ 
tive  sales  size,  for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the 
year  report  newly  acquired  stores  each  month, 
whether  newly  constructed  or  purchased  from  others. 
Firms  canvassed  for  only  selected  month(s)  report 
newly  acquired  stores  once  each  year.  Data  for  all 
such  newly  acquired  stores  are  included  in  the 
statistics  forthe  month  in  which  they  are  initially 
reported.  For  subsequent  months,  they  are  sampled 
on  the  basis  of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.S.  food  store  sales,  have  been  distributed  by  ge¬ 
ographic  area  in  accordance  with  the  distribution  of 
their  sales  as  reported  in  the  most  recent  Annual 
Retail  Trade  Survey.  Data  for  a  few  firms  are  dis¬ 
tributed  geographically  based  an  their  sales  dis¬ 
tribution  in  the  1958  Census  of  Business.  The  few 
firms  in  other  kinds  of  business  which  report  only 
national  organizational  sales  totals  represent  less 
than  2  percent  of  total  U.S.  retail  sales,  exclusive 
of  food  store  sales  and  for  no  separate  kind-of- 
business  category  for  which  geographic  area  data  are 


shown  in  this  report  do  they  account  for  as  much  as 
5  percent  of  the  national  total.  Data  for  these 
firms,  as  in  the  case  of  food  firms  which  report  only 
national  totals,  are  distributed  by  geographic  area 
in  accordance  with  the  geographic  breakdown  reported 
in  the  most  recent  Annual  Retail  Trade  Survey. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  retail 
stores  at  the  time  of  the  1958  Census  of  Business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business) .  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more.  All  National 
List  Stores  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known  de¬ 
partment  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from  ap¬ 
proximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  Large  Group  I  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

Special  Area  Segment  Stores  are  Group  I  establish¬ 
ments  (not  an  1  of  the  above  lists)  located  in  area 
segments  whose  dollar  volume  of  sales  in  1954  (or  a 
comparable  amount  at  a  later  date)  exceeded  a  certain 
amount  (either  $150,000,  $225,000  or  $300,000)  de¬ 
pending  on  kind  of  business.  Special  Area  Segment 
Stores  report  monthly  by  mail. 

Special  Rules  for  GAF  Group  I  Stores 

In  order  to  permit  publication  of  sales  data  for 
general  merchandise,  apparel,  furniture  and  appli¬ 
ance  stores  in  the  20  largest  SMSA's,  the  sales  cri¬ 
teria  for  these  kinds  of  business  were  reduced  and 
the  "large"  store  panel  was  supplemented  cuthe  basis 
of  information  reported  for  the  1958  Census  of  Busi¬ 
ness.  Large  new  GAF  establishments  in  these  areas 
are  identified  and  are  added  to  the  "large"  store 
panel  or  to  the  Special  Area  Segment  Stores  panel. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  2  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled 
an  the  basis  of  their  accounts  receivables  as  of 
December  31,  1957,  as  reported  in  the  1957  Annual 
Retail  Trade  Survey. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed" 
panel  which  is'  canvassed  monthly  for  accounts 
receivable  data.  These  criteria  vary  by  Census 
Sample  Area  and  by  sample  component,  with  one 
set  of  criteria  established  for  the  Special  Area 
Segment  Stores  and  another  for  the  other  sample 
components . 

2.  Those  with  total  receivables  below  these 
criteria  were  divided  into  12  "rotating"  panels. 
Such  panels  report  for  only  2  sucessive  months 
each  year,  depending  upon  the  "rotating"  panel  to 
which  they  are  assigned.  For  example,  the  Janu¬ 
ary  panel  is  canvassed  for  end-of -month  January 
and  February  receivables,  the  February  panel  for 
February  and  March  receivables,  etc. 

B.  Group  II  firms  added  in  the  panel  revision  of 
January  1961  were  subsampled  on  the  basis  of  their 
accounts  receivable  as  of  November  30,  1960.  Group 
I  general  merchandise,  apparel,  furniture  and  ap¬ 
pliance  stores  added  to  the  panel  as  a  result  of 
the  supplementation  in  these  standard  metropolitan 
statistical  areas  are  assigned  to  the  "fixed "  panel 
if  they  sell  on  credit  and  to  the  "rotating"  panel 
if  they  do  not  sell  an  credit. 

C.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the 
month  that  they  are  enumerated  for  sales  figures . 
For  both  sales  and  receivables  data,  these  estab¬ 
lishments  are  also  canvassed  for  figures  for  the 
previous  month,  thus  providing  data  for  2  consecu¬ 
tive  months  each  year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin,  should 
take  into  account  the  following  differences: 

A.  The  Federal  Reserve  Board  series  is  limited  to 
amounts  owed  by  consumers  only.  The  Board  subtracts 
from  credit  held  by  retailers  amounts  estimated  to 
reflect  nancansumer  credit,  e.g.,  credit  outstand¬ 
ing  on  sales  by  retail  stores  made  to  contractors 
or  other  businesses.  Conversely,  an  amount  is 
added  which  represents  an  estimate  of  credit  out¬ 
standing  an  sales  to  consumers  by  wholesale  estab¬ 
lishments  . 


B.  The  Federal  Reserve  Board  compiles  retail  cre¬ 
dit  statistics  independently  of  the  Census  Bureau 
for  department  stores,  mail  order  houses, furniture 
and  home  furnishings  stores,  and  household  appliance 
dealers .  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results. 

C.  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi - 
unit  organizations  to  the  major  kind  of  business  in 
which  the  organization  is  engaged.  The  Census 
Bureau  distributes  accounts  receivable  data  reported 
by  these  organizations  among  the  various  kinds  of 
business  in  which  they  were  engaged  as  reported  in 
the  1958  Census  of  Business.  (See  "Detailed  De¬ 
scription  of  Sources  and  Methods  Used  in  Revision 
of  Short-  and  Intermediate-Term  Consumer  Credit 
Statistics,  April  1953,  Board  of  Governors  of  the 
Federal  Reserve  System,"  and  the  Census  Bureau's 
"Description  of  the  Sample  for  the  Monthly  Retail 
Trade  Report,  Revised".) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale,  and  receipts  from  services),  and 
are  not  limited  to  sales  of  the  major  product  or 
products.  Similarly,  the  accounts  receivable  esti¬ 
mates  include  amounts  owed  to  the  retail  stores  on 
all  sales  made  on  credit  at  the  establishment  includ¬ 
ing  sales  at  wholesale  and  receipts  of  services. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group;  the 
lumber,  building  materials,  hardware,  farm  equipment 
group  and  the  automotive  group.  Also  included  in  the 
durable-goods  category  are  jewelry  stores;  book 
stores;  sporting  goods  stores;  bicycle  shops;  second¬ 
hand  stores;  luggage  and  leather  goods  stores;  gift, 
novelty,  souvenir  shops;  typewriter  stores;  optical 
goods  stores;  music  stores;  camera,  photographic 
supply  stores;  and  miscellaneous  retail  stores  not 
elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  sta¬ 
tions.  Also  included  in  the  nondurable-goods  cate¬ 
gory  are  liquor  stores;  drug  and  proprietary  stores; 
fuel,  fuel  oil  dealers;  florists;  hay,  grain,  feed 
stores;  farm  and  garden  supply  stores;  stationery 
stores;  newsstands  and  news  dealers;  cigar  stores; 
and  ice  dealers. 
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Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  an  a  probabil¬ 
ity  sample  and  therefore  the  sampling  variability  of 
these  estimates  is  measurable .  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  13  through 
21.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates,  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  1-sigma  level,  the  chances  are  that 
2  out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  expected  value  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu¬ 
meration  losing  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample . )  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  expected 
value  approximately  19  out  of  20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  table 
13  is  1.3  percent  (or  .013).  Multiplying  $4,698  mil¬ 
lion  by  .013,  we  obtain  $61  million.  The  chances  are 
2  out  of  3  that  the  expected  value  is  between  $4,637 
and  $4,759  million  (i.e.,  $4,698  million  plus  and 
minus  $61  million)  and  the  chances  are  19  out  of  20 
that  the  expected  value  lies  between  $4, 576  and 
$4,820  million  (i.e.,  $4,698  million  plus  and  minus 
$122  million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3  percent.  This  percentage 
change  is  equi valent  to  a  month-to-month  ratio  of  .97. 
The  median  sampling  variability  for  this  statistic, 
shown  in  table  13,  is  0.9  percent  (or  .009).  The 
result  of  multiplying  .97  by  .009  is  .009.  The 
probability  is  2  out  of  3  that  the  expected  ratio  is 
contained  in  the  range  .961  to  .979,  while  there  is 
a  probability  of  19  out  of  20  that  the  expected  ratio 
is  contained  in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  pos¬ 
sibly  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  nave  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size . 

It  is  also  to  be  noted  that  measures  of  sampling 
variability  shown  in  this  report  do  not  include  biases 
which  might  arise  from  such  sources  as  nonreporting 
or  response  errors.  Nonresponse  for  the  national 
estimates  for  all  kinds  of  business  combined  amounts 
to  about  6  percent  for  sales  and  11  percent  for  ac¬ 
counts  receivable. 


Preliminary  versus  Final  Volume  Estimates 

I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  2  consecutive 
months,  with  a  different  group  of  area  segments  enu¬ 
merated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  (current  month),  and  one 
for  January  (previous  month)  and  in  April,  a  differ¬ 
ent  group  of  retail  establishments  report  a  sales 
figure  for  March  (current  month),  and  one  for  Feb¬ 
ruary  (previous  month).  Hence,  1  month  later  ad¬ 
ditional  data  for  the  "small"  Group  I  stores  are 
available  for  the  previous  month;  e.g.,  in  the  fore¬ 
going  example,  sales  figures  for  February  are  avail¬ 
able  from  retail  establishments  located  within  2 
different  groups  of  land  segments  (once  as  the  current 
month,  and  once  as  the  previous  month) . 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  are  labelled 
preliminary,  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  final  estimates.  The 
new  month's  sales  data  for  Group  II  stores  shown  in 
table  3  are  always  final  since  the  same  firms  are 
requested  to  report  each  month.  As  the  preliminary 
figures  are  derived  from  reports  for  the  month  enu¬ 
merated  as  a  current  month,  they  in  fact  correspond 
to  the  dollar  volume  estimates  which  prior  to  Jan¬ 
uary  1960  regularly  have  been  carried  in  the  Monthly 
Retail  Trade  Report.  In  the  Monthly  Retail  Trade  Re¬ 
port  for  the  next  month  after  the  one  in  which  the 
preliminary  estimates  are  issued,  these  preliminary 
estimates  are  replaced  by  revised  or  final  estimates 
which  are  based  on  reports  for  the  month  enumerated 
both  as  a  current  and  as  a  previous  month.  The  use 
of  both  current  and  previous  month  samples  results 
in  a  generally  lower  sampling  variability  of  the 
estimates  than  would  be  expected  from  use  of  only  a 
current  month  sample . 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of -business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  1.1  percent  for  eating  and  drinking  places. 

A  more  detailed  end  technical  description  of  the  de¬ 
velopment  of  these  estimates  may  be  obtained  upon 
request  to  the  Bureau  of  the  Census.  A  description 
of  the  sample  as  constituted  in  October  1955,  esti¬ 
mating  procedure  used  and  additional  information  on 
the  reliability  of  the  estimates  is  available  in  a 
pamphlet  entitled  "Description  of  the  Sample  for  the 
Monthly  Retail  Trade  Report . " 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
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Group  II  firms  shown  in  table  12,  are  labelled  pre¬ 
liminary  to  be  replaced  in  the  next  issue  of  the  Mon¬ 
thly  Retail  Trade  Report  by  final  estimates.  Over 
the  last  full  calendar  year,  the  average  change  in 
total  accounts  receivable  balances  from  the  prelim¬ 
inary  to  the  final  estimates  was  .5  percent  for  all 
retail  stares  combined.  For  individual  kind s-of -busi¬ 
ness  groups,  revisions  have  been  greater,  ranging 
on  the  average  from  .9  percent  for  the  general  mer¬ 
chandise  group  to  2.2  percent  f or  Ihe  food  group  (the 
eating  and  drinking  group,  relatively  unimportant  in 
accounts  receivable  balances,  averaged  3.7  percent). 
Unlike  the  new  month's  sales  data  for  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  are  not  final  since  the  same  firms  are  not 
requested  to  report  each  month;  i.e.,  a  portion  of 
the  Group  II  accounts  receivable  estimates  is  derived 
from  rotating  panels  ( see  Nature  cf  the  Sample  above ) . 

Percentage  Changes  in  Sales  (Table  2) 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  ihe  dollar  volume  estimates 
in  table  1.  Because  the  sampling  variability  of  dol¬ 
lar  estimates  for  those  kinds  of  business  with  an 
asterisk  is  relatively  large,  such  estimates  are  not 
published;  however,  the  percentage  changes  which  are 
derived  from  such  estimates  have  a  smaller  sampling 
variability  than  the  estimates  themselves  and  are 
shown  in  table  2. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores  (Tables  3  and  12T 

Separate  data  are  presented  in  tables  3  and  12  for 
stores  of  organizations  which,  in  the  1958  Census  of 
Business,  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (table  12)  are  subject  to  sampling  variability 
(see  table  20 )  since  a  portion  of  such  estimates  are 
derived  from  a  sample;  i.e.,  rotating  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores  (Table  4j 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by  sum¬ 
ming  the  sales  of  Group  II  stores  ( see  above )  and  the 
weighted  sales  of  Group  I  retail  stores  operated  by 
organizations  which  have  4  to  10  retail  stores. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  and  geographic 
areas  not  separately  shown  in  this  report,  are  pro¬ 
duced  as  a  byproduct  of  the  regularly  published  sta¬ 
tistics.  These  additional  data  have  not  been  in¬ 
cluded  in  this  publication  basically  because  their 
sampling  variability  is  so  high  relative  to  the 


changes  from  month  to  month,  or  between  other  periods, 
that  might  be  anticipated  actually  to  occur,  as  to 
make  them  potentially  misleading.  The  Bureau  of  the 
Census,  on  request,  will  release  such  figures  for 
individual  use,  though  not  for  publication.  For  ex¬ 
ample,  unpublished  geographic  area  data  identified 
in  this  report  as  subject  to  sampling  variability  of 
"C"  or  "c"  magnitude  are  available  on  request.  Se¬ 
lected  additional  data,  providing  greater  detail  by 
geographic  area  and  by  kind  of  business,  may  be  de¬ 
veloped  on  a  reimbursable  basis .  It  should  be  noted 
that  in  some  cases  unpublished  figures  can  be  derived 
directly  from  this  report  by  subtracting  published 
data  from  their  respective  totals.  However,  in  these 
cases,  the  figures  obtained  by  such  subtraction  would 
be  subject  to  the  high  sampling  variability  described 
above  for  unpublished  kinds  of  business  and  their  use 
would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties;  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind -of -business  categories  tabulated . 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  U.S.  population  and  such  tabulations 
should  be  limited  to  statistics  for  all  kinds  of 
business  combined  and  for  large  and  statistically 
reliable  combinations  of  kind-of-business  categories, 
such  as  the  GAF  combination. 

Data  Adjusted  for  Seasonal  Variations  and 

Trading  Day  Differences 

The  national  data  in  this  publication  have  been 
adjusted  on  the  basis  of  adjustment  factors  developed 
from  the  X-9  versionaf  the  Census  Method  II  seasonal 
adjustment  program.  The  new  trading  day  factors 
used  for  adjusting  the  national  sales  estimates  were 
developed  in  accordance  with  the  method  described  in 
Seasonal  Adjustment  on  Electronic  Computers,  the 

"Measurement  of  Calendar  Variation,"  pp.  343-360, 
Organization  for  Economic  Cooperation  and  Development, 
Paris,  1961.  Details  concerning  the  new  seasonal  and 
trading  day  factors  may  be  obtained  from  the  Chief, 
Economic  Research  and  Analysis  Division,  Bureau  of 
the  Census,  Washington,  D.C.,  20233. 

Tables  22-23,  pp.  23-24  present,  by  kind  of  busi¬ 
ness,  the  combined  seasonal  and  trading  day  adjust¬ 
ment  factors  for  the  sales  estimates  and  seasonal 
adjustment  factors  for  end-of -month  accounts  receiv¬ 
able  that  are  used  in  adjusting  data.  The  factors 
shown  for  data  at  the  kind-of-business  group  and 
total  levels  are  approximations  and  may  show  small 
differences  from  the  published  data.  Summary  mea¬ 
sures  of  the  seasonal,  cyclical,  and  irregular  com¬ 
ponents  of  the  data  by  kind  of  business  groups  and 
totals  are  presented  in  tables  24-25,  pp.  25-26. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjusted 
data. 


Table  23.— COMBINED  SEASONAL,  TRADING  DAY,  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  SALES  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  RETAIL  STORES— JANUARY  1964— DECEMBER  1965 
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Table  24. --COMBINED  SEASONAL  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  ACCOUNTS  RECEIVABLES  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  STORES, 

BY  CHARGE  AND  INSTALMENT  ACCOUNTS:  JULY  1964-JUNE  1965 


July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total1* . 

99.4 

99.6 

99.1 

100.0 

100.7 

106.9 

101.9 

96.7 

96.8 

98.7 

100.3 

100.2 

Durable-goods  stores,  total . 

102.8 

103.5 

102.4 

103.1 

101.9 

102.7 

97.1 

93.8 

94.8 

96.8 

99.8 

101.6 

Nondurable -goods  stores,  total1" . 

96.5 

96.3 

96.4 

97.4 

99.6 

110.4 

105.9 

99.0 

98.5 

100.1 

100.8 

99.1 

Food  group . 

100.6 

104.5 

103.8 

102.1 

99.3 

103.0 

98.7 

97.0 

98.1 

95.8 

98.2 

99.1 

General  merchandise  group1* . 

96.2 

96.0 

96.9 

97.7 

100.4 

113.8 

108.7 

99.2 

97.4 

97.8 

98.5 

97.1 

Department  stores1* . 

95.9 

95.6 

96.3 

97.4 

99.6 

114.8 

110.5 

99.1 

97.0 

97.5 

98.1 

97.7 

Mail  order  houses  (department  store  merchandise; . 

96.5 

97.9 

98.9 

100.0 

103.5 

108.7 

103.7 

97.7 

97.9 

97.7 

100.0 

97.3 

Apparel  group . 

89.5 

90.6 

96.1 

99.8 

101.1 

121.8 

109.5 

99.2 

100.2 

100.7 

96.6 

95.9 

Women's  ready-to-wear  stores . 

87.2 

88.7 

96.0 

99.6 

100.8 

120.1 

106.6 

98.2 

103.9 

104.8 

99.5 

95.5 

Furniture  and  appliance  group . 

97.2 

98.7 

98.7 

99.8 

100.5 

107.0 

102.6 

100.2 

98.3 

97.4 

100.2 

99.8 

Furniture,  home  furnishings  stores . 

96.8 

98.8 

99.7 

100.0 

100.4 

106.8 

103.2 

100.1 

98.1 

97.5 

100.1 

99.1 

Furniture  stores . 

97.1 

99.7 

98.9 

98.8 

98.6 

106.6 

104.6 

100.2 

98.7 

97.2 

100.5 

99.9 

Household  appliance,  TV,  radio  stares . 

98.8 

98.3 

96.0 

99.9 

101.4 

106.5 

100.0 

99.9 

97.9 

98.3 

101.0 

102.3 

Household  appliance  dealers . 

101.2 

98.5 

96.0 

98.9 

101.4 

105.8 

99.4 

99.7 

99.4 

96.9 

100.8 

102.6 

Lumber,  building,  hardware,  farm  equipment  group . 

108.8 

110.9 

108.9 

109.9 

103.8 

94.6 

88.6 

86.7 

88.8 

95.7 

100.4 

102.6 

Lumber  yards,  building  materials  dealers . 

107.0 

110.4 

108.7 

110.9 

107.8 

96.3 

90.0 

87.4 

87.1 

95.3 

99.5 

99.9 

Lumber  yards . 

108.9 

111.3 

108.9 

109.4 

105.9 

95.8 

89.3 

87.4 

85.7 

95.4 

100.0 

102.8 

Automotive  group . 

104.6 

101.4 

99.4 

102.6 

101.7 

102.3 

96.5 

92.9 

95.7 

98.8 

101.2 

103.2 

Passenger  car  dealers  (franchised) . 

103.5 

99.7 

97.8 

103.8 

101.9 

103.2 

97.3 

93.0 

96.3 

100.6 

101.4 

101.2 

Tire,  battery,  accessory  dealers . 

107.7 

104 .7 

103.3 

99.7 

101.2 

101.2 

95.0 

92.8 

94.2 

94.0 

100.2 

106.7 

Gasoline  service  stations . 

101.6 

102.5 

99.9 

102.7 

102.6 

94.9 

96.9 

94.0 

98.4 

100.1 

102.6 

104.0 

CHAR®  ACCOUNTS 

United  States,  total . 

99.6 

100.3 

99.6 

101.8 

102.1 

106.2 

99.0 

94.9 

95.4 

99.2 

101.8 

100.6 

Durable-goods  stores,  total . 

104.0 

105.4 

104.0 

107.3 

104.3 

100.8 

93.6 

90.0 

91.6 

96.6 

100.7 

102.0 

Nondurable-goods  stores,  total . 

95.5 

95.6 

95.5 

96.7 

100.0 

111.2 

104.1 

99.4 

98.9 

101.6 

102.9 

99.2 

General  merchandise  group . 

91.7 

91.3 

94.8 

95.0 

101.8 

127.5 

112.3 

101 .4 

95.2 

94.9 

99.1 

95.4 

Department  stores . 

90.5 

90.5 

93 .4 

94.7 

102.3 

133.1 

115.1 

101.6 

94.0 

93.0 

98.3 

93.7 

Apparel  group . 

87.9 

88.6 

96.1 

100.1 

103.5 

126.4 

109.8 

98.1 

99.7 

100.8 

95.3 

94.5 

Furniture  and  appliance  group . 

94.9 

97.5 

97.7 

102.3 

102.7 

110.6 

102.1 

98.8 

96.6 

97.8 

99.4 

100.2 

Furniture,  home  furnishings  stores . 

94.7 

98.1 

100.9 

102.9 

101.9 

108.4 

101.7 

97.1 

94.8 

99.7 

100.8 

99.2 

Lumber,  building,  hardware,  farm  equipment  group . 

108.9 

111.5 

109.5 

111.6 

104.7 

94.6 

87.7 

85.4 

87.1 

95.1 

101.2 

102.6 

Lumber  yards,  building  materials  dealers . 

107.4 

111.0 

109.2 

111.5 

108.3 

96.2 

89.2 

86.4 

86.2 

94.9 

99.4 

100.1 

Lumber  yards . 

109.2 

111.9 

109.5 

110.3 

106.5 

95.5 

88.3 

86.4 

84.8 

94.6 

99.9 

103.3 

Automotive  group . 

103.0 

100.2 

98.2 

104.5 

101.9 

101.3 

97.8 

93.7 

95.6 

98.9 

102.7 

102.7 

Passenger  car  dealers  (franchised) . 

101.3 

99.1 

96.4 

103.4 

101.9 

101.5 

99 .4 

95.0 

96.7 

101.5 

102.3 

101.2 

Gasoline  service  stations . 

101 .4 

103.0 

99.9 

103.0 

102.6 

94.7 

96.7 

94.4 

98.2 

100.2 

102.5 

104.0 

INSTALLMENT  ACCOUNTS 

United  States,  total r . 

99.0 

98.8 

98.6 

98.1 

99.2 

107.8 

105.0 

98.5 

98.4 

98.0 

98.8 

100.0 

Durable-goods  stores,  total . 

101.3 

101.2 

100.4 

98.1 

99.0 

105.2 

101.4 

98.4 

98.7 

97.1 

98.7 

101.1 

Nondurable -goods  stores,  total1* . 

97.4 

97.0 

97.3 

98.1 

99.3 

109.7 

107.6 

98.6 

98.1 

98.6 

98.8 

99.1 

General  merchandise  group1* . 

97.4 

97.2 

97.5 

98.3 

100.0 

110.2 

107.8 

98.6 

98.0 

98.6 

98.4 

97.6 

Department  stores1* . 

97.6 

97.2 

97.2 

98.3 

98.8 

109.2 

109.1 

98.3 

97.9 

99.0 

98.0 

99.0 

Apparel  group . 

93.5 

95.7 

96.2 

98.8 

94.9 

109.8 

108.8 

102.2 

101 .4 

100.3 

99.9 

99.6 

Furniture  and  appliance  group . 

98.2 

99.3 

99.1 

98.7 

99.6 

105.4 

102.7 

100.8 

99.1 

97.2 

100.6 

99.5 

Furniture,  home  furnishings  stores . 

97.7 

99.1 

99.1 

98.7 

99.7 

106.0 

103.9 

101.4 

99.5 

96.5 

99.8 

99.0 

Household  appliance,  TV,  radio  stores . 

100.0 

99.9 

99.1 

98.7 

99.0 

103.3 

98.9 

98.7 

98.0 

99.7 

103.6 

101.4 

Automotive  group . 

106.6 

103.1 

100.9 

100.1 

101.3 

103.7 

94.7 

92-.0 

95.8 

98.7 

99.3 

103.9 

Tire,  battery,  accessory  dealers . 

106.4 

106.2 

104.0 

95.8 

100.7 

102.7 

97.2 

95.7 

94.6 

95.0 

96.2 

105.8 

Group  II  Stores 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total1* . 

97.1 

97.9 

98.4 

98.7 

100.5 

110.3 

107.0 

98.5 

97.5 

97.7 

98.5 

98.3 

Durable-goods  stores,  total . 

101.6 

103.2 

102.7 

101.3 

101.7 

102.5 

99 .4 

96.2 

96.6 

97.0 

98.4 

100.2 

Nondurable-goods  stores,  total1* . 

95.6 

96.2 

97.0 

97.7 

100.1 

112.8 

109.5 

99.2 

97.7 

97.9 

98.5 

97.8 

General  merchandise  group1* . 

95.6 

96.3 

97.2 

97.9 

100.3 

112.9 

109.9 

99.3 

97.3 

97.5 

98.1 

97.4 

Department  stores  . . 

95.6 

96.3 

96.7 

97.6 

99.4 

113.1 

111.3 

99.2 

97.6 

98.0 

97.8 

97.2 

Apparel  group . 

92.0 

90.7 

92.7 

96.3 

97.9 

122.5 

110.0 

101.1 

100.7 

100.6 

98.0 

98.4 

Furniture  and  appliance  group . 

99.8 

98.9 

98.6 

100.0 

100.7 

104.7 

100.9 

100.2 

100.3 

98.7 

98.8 

98.4 

Tire,  battery,  accessory  dealers . 

106.9 

105.8 

104.6 

97.6 

100.1 

102.3 

96.1 

94.7 

93.5 

95.4 

98.3 

104.9 

CHAR®  ACCOUNTS 

United  States,  total . 

95.9 

97.6 

98.9 

100.3 

102.5 

114.3 

105.5 

97.0 

95.4 

95.3 

98.8 

98.7 

Durable-goods  stores,  total . 

104.3 

107.8 

107.3 

109.6 

105.9 

99.1 

91.8 

87.5 

91.7 

96.1 

98.0 

101.3 

Nondurable-goods  stores,  total . 

91.7 

92.5 

94.7 

95.7 

100.8 

122.0 

112.3 

101.8 

97.3 

94.9 

99.3 

97.4 

General  merchandise  group . 

88.0 

90.7 

95.7 

95.6 

102.5 

130.0 

117.5 

103.3 

94.0 

90.8 

97.6 

95.0 

Department  stores . 

87.2 

89.4 

94.1 

95.2 

102.6 

134.8 

138.9 

103.9 

94.1 

90.1 

97.7 

92.7 

Apparel  group . 

94.9 

87.7 

91.4 

96.7 

95.7 

125.3 

110.6 

101.1 

99.7 

100.5 

98.2 

99.1 

Furniture  and  appliance  group . 

105.0 

98.1 

97.7 

103.8 

99.7 

107.2 

92.9 

101 .4 

97.2 

102.1 

94.8 

100.1 

INSTALLMENT  ACCOUNTS 

97.4 

98.0 

98.2 

98.2 

100.0 

109.2 

107.4 

98.9 

98.0 

98.2 

98 .4 

98.3 

Durable-goods  stores,  total . 

100.5 

101.5 

101.0 

98.2 

100.2 

103.7 

102.2 

99.4 

98.5 

97.4 

98.5 

99.7 

Nondurable -good s  stores,  total1* . 

96.5 

97.0 

97.4 

98.2 

100.0 

110.8 

108.9 

98.7 

97.8 

98.5 

98.3 

97.9 

General  merchandise  group1* . 

96.6 

97.1 

97.4 

98.2 

100.0 

110.6 

109.0 

98.8 

97.7 

98.4 

98.2 

97.7 

Department  stores1* . 

96.9 

97.3 

97.1 

98.0 

98.9 

109.7 

110.1 

98.5 

98.1 

99.2 

97.8 

97.9 

Apparel  group . 

89.4 

93.5 

93.8 

95.9 

99.8 

120.0 

109.4 

101.1 

101.6 

100.8 

97.8 

97.7 

Furniture  and  appliance  group . 

99.1 

99.0 

98.8 

99.6 

100.8 

104.4 

101.9 

110.0 

100.7 

98.3 

99.3 

98.2 

Note:  The  adjustment  factors  shown  in  this  table  have  been  developed  from  unadjusted  data  compiled  in  this  survey  from  January  1959  through  June  1964  using 
the  X-9  version  of  the  Census  Method  II  seasonal  adjustment  program.  A  description  of  this  technique  may  be  obtained  from  the  Chief,  Economic  Research  and 
Analysis  Division,  Bureau  of  the  Census. 


The  adjustment  factors  shown  above  for  accounts  receivables  are  a  combination  of  seasonal  and  holiday  factors.  Adjustment  factors  are  not  included  in  this 
table  for  those  kinds  of  business  for  which  adjusted  data  are  not  published  separately. 


Adjusted  accounts  receivable  data  shown  in  tables  12  and  13  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors 
shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the  summary  trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the 
individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data, 
r  Revised  data:  July  1964  through  June  1965. 
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Table  25.  AVERAGE  MDNTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUW1ARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES' 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

TT 

s 

Range 

of 

seasonal 

factor 

CI 

I 

C 

175 

MCD 

Average  duration  of  run 

CI 

I 

C 

MCD 

ALL  STORES 


United  States,  total . 

7.48 

7.41 

40.4 

.84 

.70 

.42 

1.67 

2 

2.23 

Durable-goods  stores,  total . 

7.44 

7.99 

1.65 

.52 

.77 

.36 

2.14 

Nondurable-goods  stores,  total . . 

7.90 

.65 

.72 

3 

2.10 

1.59 

11.92 

3.92 

Food  group . 

1.44 

2 

2.20 

1.61 

47.67 

3.16 

Grocery  stores . 

.62 

.64 

.75 

.35 

1.77 

2 

1.86 

1.61 

47.67 

4.06 

Eating  and  drinking  places . 

.84 

.39 

1.64 

2 

1.86 

1.51 

39.00 

4.30 

General  merchandise  group . 

.36 

2.08 

3 

1.99 

1.59 

10.21 

4.70 

Department  stores . 

1 .36 

1.24 

.45 

2.76 

3 

1.81 

1.64 

17.88 

3.71 

Variety  stores . 

1.65 

2.26 

1 .45 

.50 

2.90 

3 

1.79 

1.63 

13.00 

3.53 

Mail  order  houses  (department  store  merchandise) 
Apparel  group . 

16.75 

14 .80 

91.1 

1.59 

2.20 

.53 

.65 

3.00 

3.38 

3 

4 

1.88 

1.86 

1.55 

1.57 

17.88 

13.00 

4.03 

5.19 

Men's,  boys'  wear  stores . 

2.51 

1  *b8 
2.28 
1.72 

.47 

3.57 

4 

1.57 

1.47 

9.53 

2.86 

Women's  apparel,  accessory  stores . 

19.47 

.80 

2.85 

4 

1.91 

1.61 

6.81 

3.26 

Shoe  stores . 

1.86 

.55 

3.13 

4 

1.79 

1.63 

13.00 

4.24 

Furniture  and  appliance  group . 

8.64 

8.59 

9.94 

8.84 

9.50 

2.28 

1.39 

2.17 

1.27 

1.33 

2.13 

1.77 

1.84 

.55 

3.95 

4 

1.74 

1.70 

8.94 

4.52 

Furniture,  home  furnishings  stores . 

7.75 

8.75 

8.88 

8.55 

.54 

2.35 

3 

1.63 

1.38 

14.30 

4.41 

Household  appliance,  TV,  radio  stores . 

.63 

.72 

.57 

.67 

2.11 

3 

1.96 

1.39 

11.92 

4.86 

Lumber,  building,  hardware,  farm  equipment  group . . 

Lumber  yards,  building  materials  dealers . 

Hardware  stores . 

.  w 

45.3 

46.5 

1.95 

2.00 

2.96 

3.11 

2.75 

4 

4 

3 

1.86 

2.04 

1.81 

1.57 

1.55 

1.57 

10.21 

7.53 

8.94 

4.67 

3.68 
3.71 

Automotive  group . 

3.13 

2.96 

2.35 

.79 

.93 

1.12 

1.70 

.54 

3.15 

4 

1.93 

1.79 

8.94 

4.83 

Passenger  car,  other  automotive  dealers . 

7.75 

12.35 

4.25 

6.95 

11.57 

7.31 

10.40 

2.57 

6.02 

9.16 

2.80 

2.60 

2.15 

.58 

.73 

.94 

1.07 

1.15 

.88 

.50 

.47 

.57 

2.62 

3 

1.93 

1.46 

8.94 

3.07 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

Liquor  stores . 

52.6 

11.5 

34.6 

62.9 

2.26 

2.44 

1.16 

1.55 

1.65 

3 

3 

2 

2 

2 

1.94 

1.91 

2.31 

2.42 

2.13 

1.49 

1.57 

1.70 

1.77 

1.54 

10.00 

7.94 

47.67 

13.00 

20.43 

3.14 

4.70 

3.64 

4.58 

4.06 

GROUP 

II  STORES 

United  States,  total . 

11.81 

10.81 

65.0 

1.23 

1.12 

.73 

1.53 

2 

2.01 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Apparel  group . 

'  Men's,  boys'  wear  stores . 

Women's  apparel,  accessory  stores . 

Shoe  stores . 

Tire,  battery,  accessory  dealers . 

Drug  and  proprietary  stores . 

7.85 

4.40 

17.45 

16.85 

21.13 

23.23 

27.40 

22.17 

24.22 

14.11 

10.54 

2.33 

2.84 

17.45 

15.31 
19.68 

22.18 

23.64 

18.92 

20.32 

12.38 

9.37 

10.5 

15.5 

116.4 
105.0 

132.7 

115.4 

131.7 

111.4 

72.7 

63.4 

59.7 

1.03 

1.55 

2.29 

2.85 

1.59 

2.98 

5.27 

3.32 

3.61 

2.64 

1.49 

.89 

1.42 

2.26 

2.78 

1.53 

2.88 

5.10 

3.16 

3.65 

2.73 

1.44 

.52 

.66 

1.00 

1.06 

.47 

.82 

1.04 

.80 

.56 

.76 

.62 

1.71 

2.15 

2.26 

2.62 

3.26 

3.51 
4.90 
3.95 

6.52 

3.54 

2.32 

2 

3 

3 

3 

4 

4 

5 

4 

6 

4 

3 

1.81 

2.34 

1.63 

1.64 
1.81 

1.72 

2.23 

1.81 

1.61 

1.86 

1.34 

1.93 

1.68 

1.51 

1.68 

1.57 

2.17 

1.54 

1.47 

1.72 

71.50 

17.88 

15.89 
13.00 
14.30 

11.92 

14.30 

11.00 

14 .30 

11.92 

4.06 

6.41 

4.86 

4.27 

4.67 

3.68 
6.32 
4.52 
4.93 

5.00 

PCP^AT®Y,^0rf :  Pn  foUo“itlg  are  brief  descriptions  of  the  measures  shown 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research 

in  this 
Inc., 

table . 
New  York 

lore  comp 
1957. 

lete  exp 

lanatiaru 

appear  ii 

"Electrox 

lie  Comput 

ers  and 

O  is  the  average  month-to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment, 
in  the  22JSSrsS2^*1,th  PerCmtage  °hange’  Wlth°Ut  regard  to  sign’  *•  — ™1  component .  It  is  a  measure  of  the  average  monthly  seasonal  change 
in'th^unadjusted^eriesf  *  differmce  *•*—  Wge8t  “d  — — 1  for  1  calendar  year.  It  is  a  measure  of  the  »xl».  seasonal  change 


-  13  the  aVSrage  mOTtf-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 


The  irregular  component  is  obtained  by  dividing  the 


se^a£  t0  8lgD’  f°r  toe 

Tie  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average 
I/O  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

HO^^^^gn^S^'g^sIg^r^Uge^^es^  8P“  T".  ***  ‘°  °b3erV3  in  a  monthly  series.  In  deriving 

etc.)  2-month  spans  (Jan.-M^!?  Feb!-fSr  irregular  comment  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb^Mar. 

cyclical  component  is  larger  than  the  average  chaise  (uithout^egL-d  to  sign)8^  thf^e^alT^  ^  whJch.Jh®  ®ver**e  change  (without  regard  to  sign)  in  the 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  moveLnts  SiSe  .J... comPf®®n^  that  ls>  it  indicates  the  point  at  which  fluctuations 
greater  than  "5"  are  shown  as  "6."  MOD  is  small  for  smooth  series  an!  ll^  ror^StiTaeMes?  3pan3  th“  5  nl°nths’  *U  8erles  wlth  “  MCD 

cts^Ko^81^0^  i :  no”8^:  2«r?sCif  rM:tl,e  rs* chaoges  *  —  ««•«-  *  ^  .«i.  of 

average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl  irregular  romtvmmt  t*  *  c!??ng*  Uie  same  direction  as  the  preceding  change.  The 
average  is  a  monthly  average  (with  the  number  of  ter^Jal  t^Dj  of  C°mpC*lent  C'  “d  the  MCD  The  MCD  mcvlng 

random  series.  (Over  1  mQnthri^te^l^hthe^^tedVvalCe  f^r^L™rIea\rTira^rit8rglirbat  ln<U?‘“°n  0f  w5'ther  the  changes  approximate  those  of  a 
greater  than  1  month  (MCD  spans)  the  expected  value  is  2  0  )  Fnr  ,,™i!  f!*  1  1,5  **  flU*!  between  1.36  and  1.75  about  95*  of  the  time.  Over  spans 

that  1-month  changes  in  the  seasonally  adjusted  series  "cn  the  average*^  reverse^iOT*'!^?1100  °ri  rUD  °f  CI  13  1-86  f°r  househol<1  appliances.  This  indicates 
10.21  for  C  indicate  the  separation  of  the  seasonally  ad  lusted  serlef  sign  almost  as  often  as  a  random  series.  In  the  next  2  columns,  1.57  for  I  and 

4.67  for  MCD  indicates  that  a  4-month  moving  the  ^clical  (non-random)  component.  Finally, 

every  4  or  5  months.  The  increase  In  the  average  duration  of  run  l  aeries  (4 -months  being  the  MCD  span)  reverses  direction  on  the  average  about 

of  MCD  spans  substantially  reduces  the  .frec^t^^^” ^  ^  ^  ^  “« 

used  to  estimate  the  seasonal  factor^  1Current’data * <ho!!!v<fr i°«r^adJuet^by1u«?of*f:ac tOT^'  *7  ^  '“*d  t0  C°'”pute  the  ““surea  were  the  same  months 

Tests  to  date  indicate  that  MCD  are  probably  2  months  greater' than  thoM^J^  °"e  Fear  ahead,  and  are  thns  subject  to  additional  error. 

ss  .sr  ■  -  >(  *■-  tsrs  s^ssysiiraK  s“s-“ 
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Table  26.-- AVERAGE  MDNTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  ACCOUNTS  RECEIVABLE: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

"ZT 

S 

Range 

of 

seasonal 

factor 

c r 

T 

C 

w 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total . 

2.47 

2.10 

11.8 

.83 

.58 

.57 

1.02 

2 

2.95 

1.67 

21.67 

7.11 

Durable-goods  stores,  total . 

2.02 

1.92 

8.6 

.61 

.50 

.35 

1.43 

2 

2.03 

1.71 

16.25 

3.05 

Nondurable -goods  stores,  total . 

3.47 

2.92 

14 .2 

1.32 

.85 

.85 

1.00 

2 

3.10 

1.67 

16.25 

5.82 

Food  group . 

2.43 

1.53 

8.5 

1.68 

1.60 

.34 

4.71 

6 

1.63 

1.55 

9.29 

4.00 

General  merchandise  group . 

4.60 

3.53 

19.7 

2.13 

1.47 

1.37 

1.07 

2 

3.61 

1.55 

21.67 

7.11 

Department  stores . 

5.09 

4.20 

22.2 

2.15 

1.60 

1.42 

1.13 

2 

2.95 

1.63 

21.67 

4.92 

Mail  order  houses  (department  store  merchandise). 

3.73 

2.54 

13.4 

2.33 

1.41 

1.62 

.87 

1 

2.83 

1.51 

16.25 

2.83 

Apparel  group . * . 

5.63 

5.37 

32.0 

1.31 

1.22 

.44 

2.77 

4 

1.91 

1.76 

7.22 

3.65 

Women's  ready-to-wear  stores . 

6.26 

5.98 

32.7 

1.39 

1.19 

.57 

2.09 

3 

1.91 

1.71 

6.50 

3.50 

Furniture  and  appliance  group . 

2.07 

1.80 

9.4 

1.00 

.83 

.45 

1.84 

3 

1.97 

1.86 

9.29 

3.50 

Furniture,  home  furnishings  stores . 

2.26 

2.05 

9.9 

1.12 

.93 

.44 

2.11 

3 

1.97 

1.86 

7.22 

3.50 

Furniture  stores . 

2.28 

1.95 

9.4 

1.09 

.90 

.47 

1.91 

3 

1.81 

1.59 

6.50 

3.50 

Household  appliance,  TV,  radio  stores . 

2.34 

1.73 

9.7 

1.40 

1.21 

.60 

2.02 

3 

2.03 

1.59 

7.22 

3.32 

Household  appliance  dealers . 

2.40 

1.79 

9.0 

1.40 

1.15 

.75 

1.53 

2 

2.17 

1.76 

7.22 

3.76 

Lumber,  building,  hardware,  farm  equipment  group... 

4.22 

4.08 

24.2 

.96 

.91 

.40 

2.28 

3 

1.91 

1.59 

13.00 

3.15 

Lumber  yards,  building  materials  dealers . 

4.46 

3.76 

23.4 

1.57 

1.45 

.65 

2.23 

4 

2.17 

1.63 

7.22 

3.44 

Lumber  yards . 

4.47 

3.95 

24.4 

1.36 

1.20 

.60 

2.00 

3 

1.71 

1.91 

8.13 

3.50 

Automotive  group . 

3.28 

2.84 

11.7 

1.11 

1.03 

.43 

2.40 

3 

1.51 

1.48 

9.29 

3.50 

Passenger  car  dealers  (franchised) . 

3.25 

2.86 

10.4 

1.39 

1.16 

.66 

1.76 

3 

1.91 

1.63 

8.13 

5.25 

Tire,  battery,  accessory  dealers . 

2.91 

2.40 

14.7 

1.37 

1.21 

.67 

1.81 

2 

2.17 

1.86 

10.83 

2.91 

Gasoline  service  stations . 

2.36 

2.09 

9.4 

1.14 

1.02 

.43 

2.37 

4 

2.32 

1.67 

5.91 

4.77 

CHARGE  ACCOUNTS 

United  States,  total . 

2.47 

2.33 

11.2 

.63 

.52 

.31 

1.68 

2 

2.24 

1.97 

9.29 

3.76 

Durable-goods  stores,  total . 

3.11 

2.99 

17.2 

.75 

.62 

.36 

1.72 

2 

1.91 

1.44 

8.13 

3.05 

Nondurable-goods  stores,  total . 

3.61 

3.42 

16.1 

.86 

.71 

.39 

1.82 

3 

2.03 

1.81 

6.50 

5.25 

General  merchandise  group . 

6.97 

6.80 

37.0 

1.31 

1.20 

.47 

2.55 

3 

1.81 

1.30 

5.00 

3.71 

Department  stores . 

7.90 

7.68 

43.2 

1.43 

1.22 

.51 

2.39 

4 

1.91 

1.63 

4.64 

3.88 

Apparel  group . 

6.79 

6.33 

38.4 

1.79 

1.68 

.52 

3.23 

4 

1.91 

1.67 

10.83 

3.44 

Furniture  and  appliance  group . 

3.10 

2.63 

14.9 

1.59 

1.51 

.48 

3.15 

4 

1.86 

1.71 

7.22 

4.77 

Furniture,  home  furnishings  stores . 

3.31 

3.00 

13.4 

2.08 

2.01 

.61 

3.30 

4 

2.17 

1.91 

7.22 

4.77 

Lumber,  building,  hardware,  farm  equipment  group... 

4.64 

4.49 

26.0 

.93 

.84 

.41 

2.05 

3 

1.91 

1.7] 

9.29 

3.50 

Lumber  yards,  building  materials  dealers . 

4.66 

4.04 

25.1 

1.56 

1.38 

.64 

2.16 

4 

2.17 

1.81 

6.50 

3.10 

Lumber  yards . 

4.73 

4.24 

25.9 

1.49 

1.33 

.61 

2.18 

3 

1.71 

1.81 

8.13 

3.50 

Automotive  group . 

3.33 

2.59 

10.6 

1.84 

1.63 

.63 

2.59 

3 

1.81 

1.71 

6.50 

3.50 

Passenger  car  dealers  (franchised) . 

3.63 

2.74 

7.8 

1.93 

1.72 

.63 

2.73 

4 

1.81 

1.63 

8.13 

3.10 

Gasoline  service  stations . 

2.40 

2 .14 

9.3 

1.07 

.96 

.47 

2.04 

3 

2.17 

1.67 

7.22 

3.71 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

2.70 

2.06 

12.4 

1.34 

.97 

.95 

1.02 

2 

4.06 

1.63 

16.25 

7.11  « 

Durable-goods  stores,  total . 

1.96 

1.67 

7.4 

.81 

.73 

.38 

1.92 

3 

1.63 

1.63 

13.00 

5.73 

Nondurable-goods  stores,  total . 

3.37 

2.59 

16.1 

1.66 

.81 

1.31 

.62 

1 

5.42 

1.63 

21.67 

5.42 

General  merchandise  group . 

3.65 

2.66 

17.1 

1.95 

.95 

1.54 

.62 

1 

6.50 

1.71 

21.67 

6.50 

Department  stores . 

4.08 

3.16 

18.5 

1.99 

1.12 

1.51 

.74 

1 

3.25 

1.63 

16.25 

3.25 

Apparel  group . 

3.98 

3.01 

16.2 

2.17 

1.78 

.96 

1.85 

3 

2.10 

1.71 

5.91 

5.73 

Furniture  and  appliance  group . 

2.19 

1.64 

7.2 

1.17 

1.00 

.54 

1.85 

3 

2.10 

1.86 

9.29 

3.71 

Furniture,  home  furnishings  stores . 

2.53 

1.91 

8.5 

1.34 

1.19 

.50 

2.38 

3 

1.67 

1.51 

9.29 

3.71 

Household  appliance,  TV,  radio  stores . 

2.42 

1.43 

6.0 

1.75 

1.52 

.76 

2.00 

3 

1.81 

1.71 

8.13 

3.00 

Automotive  group . 

3.28 

2.84 

13.8 

1.44 

1.32 

.45 

2.93 

3 

1.71 

1.63 

10.83 

3.71 

Tire,  battery,  accessory  dealers . 

3.45 

2.73 

11.5 

1.78 

1.64 

.63 

2.60 

4 

1.81 

1.63 

7.22 

3.65 

TOTAL  ACCOUNTS  RECEIVABLE 

Group  II  Stores 

United  States,  total . 

3.70 

2.81 

8.2 

1.97 

1.38 

1.52 

.91 

1 

5.82 

1.64 

16.00 

5.82 

Durable-goods  stores,  total . 

1.92 

1.58 

7.1 

1.18 

1.09 

.56 

1.95 

3 

1.63 

1.55 

16.25 

4.85 

Nondurable-goods  stores,  total . 

4.59 

3.41 

19.2 

2.59 

1.69 

1.93 

.88 

1 

5.42 

1.91 

16.25 

5.42 

General  merchandise  group . 

4.85 

3.46 

20.0 

2.99 

1.90 

2.24 

.85 

1 

6.50 

2.17 

21.67 

6.50 

Department  stores . 

5.76 

5.12 

21.6 

1.97 

1.12 

1.44 

.78 

1 

3.61 

1.81 

21.67 

3.61 

Apparel  group . 

6.59 

5.63 

31.8 

2.70 

2.48 

1.07 

2.32 

3 

2.03 

1.48 

8.13 

5.25 

Furniture  and  appliance  group . 

2.11 

1.34 

6.0 

1.51 

1.34 

.74 

1.81 

3 

2.24 

1.76 

10.83 

4.50 

Tire,  battery,  accessory  dealers . 

2.49 

2.07 

12.4 

1.24 

1.05 

.58 

1.81 

2 

2.50 

1.71 

9.29 

4.27 

CHARGE  ACCOUNTS 

United  States,  total . 

4.44 

4.07 

20.5 

1.53 

1.36 

.65 

2.09 

3 

2.10 

1.76 

9.29 

3.32 

Durable-goods  stores . 

4.46 

3.76 

22.1 

2.40 

2.23 

.76 

2.93 

3 

1.86 

1.51 

8.13 

2.82 

Nondurable -good s  stores . 

6.26 

5.89 

31.0 

1.67 

1.45 

.79 

1.84 

3 

2.10 

1.76 

9.29 

4.85 

General  merchandise  group . 

8.21 

7.96 

42.8 

2.11 

1.69 

.99 

1.71 

3 

2.50 

1.81 

5.91 

3.71 

Department  stores . 

8.68 

8.46 

47.9 

2.12 

1.72 

.89 

1.93 

3 

2.50 

2.03 

5.91 

4.20 

Apparel  group . 

8.96 

7.19 

38.1 

5.04 

4.86 

1.49 

3.26 

4 

1.55 

1.48 

6.50 

4.43 

Furniture  and  appliance  group . 

8.21 

6.56 

13.5 

5.29 

5.21 

1.85 

2.82 

3 

1.91 

1.55 

7.22 

5.25 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3.85 

2.53 

15.8 

2.43 

1.64 

1.89 

.87 

1 

7.22 

1.76 

16.25 

7.22 

Durable-goods  stores,  total . 

1.90 

1.61 

6.7 

1.24 

1.16 

.66 

1.76 

3 

1.76 

1.67 

10.83 

4.20 

Nondurable -good 6  stores,  total . 

4.05 

3.04 

18.9 

2.11 

.99 

1.75 

.57 

1 

9.29 

2.10 

16.25 

9.29 

General  merchandise  group . 

3.99 

2.93 

18.9 

2.18 

.96 

1.77 

.54 

1 

7.22 

2.10 

16.25 

7.22 

Department  stores . 

4.42 

3.32 

20.2 

2.26 

1.20 

1.70 

.71 

1 

3.61 

1.81 

16.25 

3.61 

Apparel  group . . . 

6.02 

4.97 

30.6 

2.92 

2.84 

1.08 

2.63 

3 

2.10 

1.59 

10.83 

4.85 

Furniture  and  appliance  group . 

1.85 

1.15 

6.2 

1.32 

1.00 

.73 

1.37 

2 

1.97 

1.67 

13.00 

3.05 

Note:  See  explanatory  notes  at  the  end  of  table  25 


GEOGRAPHIC  REGIONS  AND  DIVISIONS 


NORTHEASTERN  STATES 


NORTH  CENTRAL  STATES 


THE  SOUTH 


THE  VEST 


New  England  Division 

Maine 

New  Hampshire 
Vermont 
Massachusetts 
Rhode  Island 
Connecticut 

Middle  Atlantic  Division 

New  York 
New  Jersey 
Pennsylvania 


East  North  Central  Division 

South  Atlantic  Division 

Mountain  Division 

Ohio 

Delaware 

Montana 

Indiana 

Maryland 

Idaho 

Illinois 

District  of  Columbia 

Wyoming 

Michigan 

Virginia 

Colorado 

Wisconsin 

West  Virginia 

New  Mexico 

North  Carolina 

Arizona 

West  North  Central  Division 

South  Carolina 

Utah 

Minnesota 

Georgia 

Nevada 

Iowa 

Florida 

Missouri 

Pacific  Division 

North  Dakota 

East  South  Central  Division 

Washington 

South  Dakota 

Kentucky 

Oregon 

Nebraska 

Tennessee 

California 

Kansas 

Alabama 

Alaska 

Mississippi 

Hawaii 

West  South  Central  Division 

Arkansas 

Louisiana 

Oklahoma 

Texas 

DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


CHICAGO,  ILLINOIS— NORTHEASTERN  INDIANA: 

CHICAGO,  II II NO IS  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

Cook,  DuPage,  Kane,  Lake,  McHenry,  and  Will  counties,  Illinois 

GAHY-HAMMOND-EAST  CHICAGO,  INDIANA  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Lake,  Porter  counties,  Indiana 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.Y.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

New  York  City  and  Nassau,  Rockland,  Suffolk,  and 
Westchester  counties,  N.Y. 


Consolidated  Areas 

NEW  YORK -NORTH  EASTERN  NEW  JERSEY— Continued 

JERSEY  CITY,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Hudson  County,  N.J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Essex,  Morris,  and  Union  oountie6,  N.J. 

PAT ERSON-CLIFT ON -PASSAIC,  N.J.  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Bergen  and  Passaic  counties,  N.J. 

Middlesex  and  Somerset  counties,  N.J. 


Selected  Standard  Metropolitan  Statistical  Areas 


Baltimore,  Md . :  Baltimore  City,  Anne  Arundel,  Baltimore,  Carroll, 
and  Howard  counties,  Md . 

♦Boston,  Mass.:  Suffolk  and  parts  of  Essex,  Middlesex,  Norfolk, 
and  Plymouth  counties.  Mass. 

Buffalo,  N.  Y.:  Eire  and  Niagra  Counties,  N.Y. 

Chicago,  Ill.:  Cook,  DuPage,  Kane,  Lake,  McHenry  and  Will 
Counties,  Ill. 

♦Cleveland,  Ohio:  Cuyahoga  and  lake  Counties,  Ohio 

Dallas,  Tex.:  Collin,  Dallas,  Denton,  and  Ellis  Counties,  Tex. 

Detroit,  Mich.:  Macomb,  Oakland,  and  Wayne  Counties,  Mich. 

♦Houston,  Tex . :  Harris  County,  Tex . 

♦Kansas  City,  Mo.-Kans . :  Clay  and  Jackson  Counties,  Mo.; 

Johnson  and  Wyandotte  Counties,  Kans. 

♦Los  Angeles-Long  Beach,  Calif.:  Los  Angeles  and  Orange  Counties,  Calif 

Minneapolis-St .  Paul,  Minn.:  Anoka,  Dakota,  Hennepin,  Ramsey,  and 
Washington  Counties,  Minn. 

Newark,  N.J.:  Essex,  Morris,  Union  Counties,  N.J. 

New  York,  N.Y.:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester.  Counties,  N.Y. 


Paterson-Clifton-Passaic,  N.J.:  Bergen  and  Passaic  Counties,  N.J. 

Philadelphia,  Pa.-N.J.:  Bucks,  Chester,  Delaware,  Montgomery,  and 
Philadelphia  Counties,  Pa.;  Burlington,  Camden,  and  Gloucester 
Counties,  N.J. 

Pittsburgh,  Pa.:  Alleghany,  Beaver,  Washington,  and  Westmoreland 
Counties,  Pa. 

♦St.  Louis,  Mo. -Ill.:  St.  Louis  City,  Jefferson,  St.  Charles, 

St.  Louis  Counties,  Mo.;  Madison  and  St.  Clair  Counties,  Ill. 

♦San  Franc is co-Oakland,  Calif.:  Alameda,  Contra  Costa,  Marin, 

San  Francisco,  San  Mateo,  and  Solano  Counties,  Calif. 

Seattle,  Wash.:  King  and  Snohomish  Counties,  Wash. 

Washington,  D.C.-Md .-Va. :  District  of  Columbia;  Montgomery  and 
Prince  Georges  Counties,  Md.;  Alexandria  and  Falls  Church 
Cities,  Arlington  and  Fairfax  Counties,  Va. 


NOTE:  The  7  standard  metropolitan  statistical  areas  designated  by  an  asterisk  (♦)  do  not  conform  to  the  most  recent  Bureau  of  the  Budget  definition 
of  the  areas  but  correspond  instead  to  the  previous  definition. 
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SALES  OF  ALL  RETAIL  STORES- 
FIRST  7  MONTHS  1962  THROUGH  1965 

[Net  adjusted  for  seasonal  variations  or  trading  day  differences] 
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Percentage  figures  represent  percent  of  totql  soles.  BUREAU  OF  THE  CENSUS 


END  OF-MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL 
STORES,  UNITED  STATES  FOR  SELECTED  KINDS  OF 
BUSINESS-JULY  1965 

[Not  adjusted  for  seasonal  variations  and  holiday  differences] 
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BUREAU  OF  THE  CENSUS 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  July  1965  were  estimated  at  $24.2  bil¬ 
lion,  1  percent  above  sales  estimated  for  June  1965 
and  9  percent  above  July  1964.  After  adjustment  for 
seasonal  variations  and  trading  day  differences  but 
not  for  price  changes,  July  1965  sales  amounted  to 
$23.8  billion,  up  2  percent  from  June  1965  and  8  per¬ 
cent  higher  than  July  a  year  ago.  July  1965  adjusted 
sales  of  durable-goods  stores  increased  3  percent 
from  June  1965  and  13  percent  from  July  1964.  Ad¬ 
justed  sales  of  nondurable-goods  stores  increased  1 
percent  from  the  previous  month  and  6  percent  from 
July  1964. 

Based  on  adjusted  data  in  the  durable-goods  store 
category,  the  automotive  group  showed  an  increase  of 
4  percent  from  June  1965.  Sales  of  the  furniture 
and  appliance  group  were  up  about  2  percent  from  the 
previous  month  while  the  lumber,  building,  hardware, 
and  iarm  equipment  group  sales  were  virtually  un¬ 
changed.  In  the  nondurable -goods  category,  eating 
and  drinking  places  had  a  5  percent  gain  in  sales 
from  June  1965,  the  apparel  group  was  up  4  percent 
and  the  general  merchandise  group  sales  increased  3 
percent.  The  food  group  showed  slightly  higher  sales 
than  in  June. 

In  a  comparison  of  sales  with  July  a  year  ago,  ad¬ 
justed  sales  increased  for  all  major  kind-of -business 
groups.  In  the  durable-goods  category  the  increases 
were  led  by  the  automotive  group,  up  19  percent; 
followed  by  the  lumber,  building,  hardware,  and  farm 
equipment  group,  up  8  percent;  and  the  furniture  and 


appliance  group,  up  2  percent.  In  the  nondurable- 
goods  category  the  year-to-year  sales  increases 
were:  eating  and  drinking  places,  up  12  percent;  the 
general  merchandise  group,  up  8  percent;  the  food 
group,  up  5  percent;  and  the  apparel  group,  up  3 
percent. 

Based  on  unadjusted  data,  the  4  regions  of  the 
United  States  had  total  sales  of  all  retail  stores 
for  July  1965  and  comparisons  with  the  same  month  a 
year  ago,  as  follows:  the  Northeastern  States — $6.0 
billion,  up  9  percent;  the  North  Central  States — 
$7.1  billion,  up  9  percent;  the  South — $6.8  billion, 
up  12  percent;  and  the  West — $4.3  billion,  up  5 
percent. 

For  the  5  largest  standard  metropolitan  statisti¬ 
cal  areas,  the  total  unadjusted  retail  sales  for  all 
stores  for  July  1965,  and  comparisons  with  July  1964, 
were:  New  York — $1.3  billion,  up  4  percent;  Los 
Angeles-Long  Beach — $1.1  billion,  virtually  un¬ 
changed;  Chicago,  Ill. — $0.9  billion,  up  11  percent; 
Detroit — $0.5  billion,  up  15  percent;  Philadelphia — 
$0.5  billion,  up  10  percent. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $16.7 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  July  31,  1965.  After  adjustment 
for  seasonal  variations  but  not  for  price  changes, 
total  receivable  balances  were  1  percent  above  the 
June  1965  level  and  8  percent  above  July  1964.  Com¬ 
pared  with  July  1964,  adjusted  installment  account 
balances  increased  11  percent  and  adjusted  charge 
account  balances  increased  5  percent. 
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MONTHLY  SALES  AND  END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES 

FOR  THE  UNITED  STATES 
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Table  1.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total 

months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

1  June 

July1 

July  1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1965 

1964 

Data 

NOT  ADJUSTED  for 

seasonal  variations  or 

grading  day  differences 

United  States,  total2 . 

20,581 

19,608 

21,915 

23,525 

23,820 

23,825 

24,156 

22,145 

21,778 

21,313 

22,605 

21,720 

27,719 

157,430 

146,495 

Durable-goods  stores,  total . 

6,665 

6, 664 

7,709 

8,061 

8,225 

8,451 

8,196 

7,399 

7,011 

6,893 

7,133 

6,813 

8,201 

53,971 

49,065 

Nondurable-goods  stores,  total . 

13,916 

12,944 

14,206 

15,464 

15,595 

15,374 

15,960 

14,746 

14,767 

14,420 

15,472 

14,907 

19,518 

103,459 

97,430 

Food  group  . 

5,242 

4,854 

5,158 

5,381 

5,441 

5,422 

5,936 

5,484 

5,283 

5,099 

5,528 

5,017 

5,762 

37,434 

35,502 

Grocery  stores  . 

4,786 

4,405 

4,684 

4,886 

4,926 

4,902 

5,387 

4,971 

4,780 

4,612 

5,031 

4,546 

5,208 

33,976 

32,096 

Meat  markets . 

121 

115 

121 

125 

129 

132 

138 

125 

123 

117 

128 

113 

130 

881 

889 

Bakery  products  stores . 

95 

90 

97 

96 

92 

94 

91 

88 

94 

92 

99 

96 

106 

655 

647 

Bating  and  drinking  places . 

1,559 

1,453 

1,595 

1,699 

1,818 

1,852 

2,028 

1,796 

1,805 

1,671 

1,688 

1,568 

1,658 

12,004 

11,011 

Eating  places . 

1,114 

1,036 

1,152 

1,233 

1,330 

1,367 

1,503 

1,293 

1,308 

1,204 

1,207 

1,118 

1,170 

8,735 

7,802 

Restaurants,  cafeterias,  lunchrooms . 

937 

867 

954 

1,004 

1,054 

1,082 

1,187 

1,026 

1,047 

976 

989 

921 

975 

7,085 

6,357 

Drinking  places . 

445 

417 

443 

466 

488 

485 

525 

503 

497 

467 

481 

450 

488 

3,269 

3,209 

General  merchandise  group  . . 

2,094 

1,998 

2,391 

2,779 

2,744 

2,682 

2,589 

2,380 

2,591 

2,550 

2,801 

3,021 

5,048 

17,277 

15,710 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,549 

1,427 

1,731 

2,026 

2,010 

1,975 

1,892 

1,714 

1,865 

1,857 

2,056 

2,180 

3,673 

12,610 

11,309 

Department  stores . 

1,254 

1,159 

1,418 

1,649 

1,646 

1,618 

1,536 

1,384 

1,513 

1,519 

1,668 

1,761 

2,977 

10,280 

9,193 

Variety  stores . 

311 

333 

371 

456 

442 

427 

427 

398 

421 

400 

430 

473 

901 

2,767 

2,544 

Mail  order  bouses  (department  store 

merchandise) . . . 

135 

147 

192 

194 

189 

179 

168 

158 

195 

189 

209 

262 

341 

1,204 

1,144 

Apparel  group  . 

1,100 

917 

1,072 

1,411 

1,281 

1,229 

1,172 

1,118 

1,209 

1,289 

1,376 

1,355 

2,324 

8,182 

8,014 

Men's,  boys'  wear  stores  . . 

231 

181 

193 

257 

248 

260 

227 

221 

220 

234 

269 

273 

523 

1,597 

1,509 

Men's,  boys '  clothing,  furnishings  stores. 

224 

176 

187 

248 

242 

254 

224 

214 

214 

229 

261 

265 

513 

1,555 

1,461 

Women '8  apparel,  accessory  stores' . 

439 

378 

448 

555 

511 

468 

459 

427 

463 

497 

547 

539 

924 

3,258 

3,145 

Women's  ready-to-wear  stores . 

382 

331 

395 

486 

447 

405 

396 

364 

402 

435 

480 

474 

806 

2,842 

2,725 

Family  clothing  stores . 

201 

168 

194 

261 

246 

241 

236 

217 

249 

250 

281 

270 

473 

1,547 

1,547 

Shoe  stores . 

183 

152 

190 

276 

226 

212 

196 

195 

212 

235 

215 

210 

306 

1,435 

1,455 

Furniture  and  appliance  group . 

953 

903 

1,000 

1,000 

1,045 

1,110 

1,132 

1,098 

1,111 

1,088 

1,182 

1,169 

1,488 

7,143 

7,055 

Furniture,  home  furnishings  stores . 

631 

598 

665 

o71 

700 

746 

759 

708 

735 

696 

776 

752 

890 

4,770 

4,613 

Furniture  stores . 

464 

423 

477 

482 

515 

556 

567 

532 

552 

508 

569 

550 

680 

3,484 

3,339 

Household  appliance,  TV,  radio  stores . 

322 

305 

335 

329 

345 

364 

373 

390 

376 

392 

406 

417 

598 

2,373 

2,442 

Household  appliance  dealers . 

228 

219 

243 

242 

262 

280 

283 

290 

274 

285 

287 

294 

417 

1,757 

1,777 

Lumber,  building,  hardware,  farm  equipment 

group  . 

957 

955 

1,158 

1,427 

1,583 

1,600 

1 , 577 

1,500 

1,389 

1,397 

1,449 

1,241 

1,242 

9,257 

8,916 

Limber  yards,  building  materials  dealers  ... 

553 

528 

636 

759 

854 

920 

945 

872 

823 

814 

871 

743 

643 

5,195 

4,967 

Lumber  yards . 

356 

335 

413 

494 

552 

615 

627 

564 

555 

544 

591 

489 

412 

3,392 

3,266 

Hardware  stores . . . . . . . 

190 

169 

193 

240 

264 

255 

259 

237 

229 

231 

247 

252 

349 

1,570 

1,475 

Automotive  group . 

4,219 

4,247 

4,958 

5,036 

4,984 

5,071 

4,831 

4,159 

3,853 

3,728 

3,858 

3,713 

4,370 

33,346 

28,969 

Passenger  car,  other  automotive  dealers . 

4,032 

4,069 

4,744 

4,780 

4,711 

4,793 

4,551 

3,896 

3,611 

3,503 

3,614 

3,471 

4,057 

31,680 

27,250 

Passenger  car  dealers  . 

3,944 

3,973 

4,614 

4,604 

4,518 

4,576 

4,322 

3,723 

3,436 

3,385 

3,486 

3,357 

3,947 

30,551 

26,438 

Passenger  car  dealers  (franchised) . 

3,641 

3,657 

4,240 

4,233 

4,172 

4,237 

3,990 

3,437 

3,157 

3,124 

3,193 

3,069 

3,677 

28,170 

24,335 

Tire,  battery,  accessory  dealers . 

187 

178 

214 

256 

273 

278 

280 

263 

242 

225 

244 

242 

313 

1,666 

1,619 

Gasoline  service  stations . 

1,679 

1,561 

1,698 

1,769 

1,847 

1,899 

1,990 

1,820 

1,801 

1,701 

1,761 

1,712 

1,790 

12,443 

11,530 

Drug  and  proprietary  stores . 

716 

692 

731 

736 

749 

744 

760 

707 

708 

701 

724 

689 

966 

5,128 

4,797 

Drug  stores . 

691 

669 

705 

707 

719 

716 

725 

677 

679 

667 

691 

661 

930 

4,932 

4,635 

Liouor  stores . 

455 

433 

448 

482 

506 

493 

541 

500 

489 

475 

510 

518 

770 

3,358 

3,197 

Data  ADJUSTED  for  seasonal 

variations  and  trading  day  differences 

United  States,  total ? . . . 

22,900 

23,317 

22,805 

22,865 

23,352 

23,331 

23,765 

21,935 

22,266 

22,254 

21,383 

21,661 

22,781 

162,335 

150,633 

Durable-goods  stores,  total . 

7,855 

7,966 

7,669 

7,550 

7,703 

7,760 

7,961 

7,060 

7,324 

7,541 

6,496 

6,695 

7,645 

54,464 

49,346 

Nondurable-goods  stores,  total . 

15,045 

15,351 

15,136 

15,315 

15,649 

15,571 

15,804 

14,875 

14,942 

14,713 

14,887 

14,966 

15,136 

107, 871 

101,287 

Food  group.... . . . 

5,192 

5,338 

5,301 

5,400 

5,405 

5,489 

5,502 

5,261 

5,234 

5,250 

'  5,229 

5,258 

5,409 

37,627 

35,695 

Grocery  stores  . 

4,714 

4,841 

4,809 

4,910 

4,904 

4,978 

4,978 

4,769 

4,743 

4,755 

4,736 

4,774 

4,913 

34,134 

32,253 

Bating  and  drinking  places . 

1,704 

1,720 

1,699 

1,741 

1,767 

1,749 

1,839 

1,642 

1,633 

1,600 

1,637 

1,609 

1,653 

12,219 

11,210 

General  merchandise  group  . 

2,832 

2,848 

2,801 

2,781 

2,913 

2,795 

2,891 

2,686 

2,734 

2,591 

2,664 

2,738 

2,762 

19,861 

17,971 

Department  stores . 

1,715 

1,712 

1,666 

1,676 

1,753 

1,666 

1,740 

1,580 

1,630 

1,516 

1,568 

1,580 

1,600 

11,928 

10,592 

Variety  stores .  . 

439 

456 

454 

432 

472 

462 

463 

443 

439 

427 

429 

466 

442 

3,178 

2,933 

Mail  order  bouaee  (department  store  mdse.).. 

193 

196 

208 

197 

210 

205 

216 

192 

205 

192 

198 

191 

196 

1,425 

1,340 

Apparel  group  . 

1,327 

1,335 

1,261 

1,253 

1,326 

1,305 

1,355 

1,316 

1,363 

1,285 

1,301 

1,310 

1,300 

9,162 

8,974 

Men's,  boyB'  wear  stores  . 

258 

265 

253 

254 

263 

254 

258 

257 

269 

261 

259 

261 

257 

1,805 

1,702 

Women's  apparel,  accessory  stores  . 

531 

531 

513 

499 

519 

517 

536 

509 

519 

504 

512 

517 

518 

3,646 

3,516 

Shoe  stores . 

223 

219 

210 

205 

224 

216 

215 

217 

224 

206 

210 

229 

226 

1,512 

1,537 

Furniture  and  appliance  group . 

1,103 

1,081 

1,094 

1,086 

1,085 

1,107 

1,131 

1,107 

1,094 

1,067 

1,088 

1,098 

1,113 

7,687 

7,570 

Furniture,  home  furnishings  stores . 

748 

715 

720 

706 

720 

742 

759 

709 

719 

679 

703 

701 

702 

5,110 

4,933 

Household  appliance,  TV,  radio  stores . 

355 

366 

374 

380 

365 

365 

372 

398 

375 

388 

385 

397 

411 

2,577 

2,637 

Lumber,  building,  hardware,  farm  equipment 

group  . 

1,377 

1,352 

1,303 

1,337 

1,434 

1,392 

1,393 

1,294 

1,273 

1,285 

1,273 

1,256 

1,310 

9,588 

9,154 

Lumber  yards,  building  materials  dealers  ... 

805 

756 

746 

738 

791 

808 

810 

732 

711 

729 

741 

721 

742 

5,454 

5,194 

Hardware  stores . 

245 

235 

224 

230 

239 

234 

247 

222 

227 

237 

242 

261 

262 

1,654 

1,530 

Automotive  group .  . . . 

4,709 

4,855 

4,592 

4,455 

4,538 

4,584 

4,750 

3,989 

4,259 

4,531 

3,495 

3,685 

4,588 

32,483 

28,033 

Passenger  car,  other  automotive  dealers . 

4,470 

4,608 

4,352 

4,204 

4,279 

4,341 

4,501 

3,755 

4,025 

4,301 

3,265 

3,428 

4,344 

30,755 

26,350 

Tire,  battery,  accessory  dealers . 

239 

247 

240 

251 

259 

243 

249 

234 

234 

230 

230 

257 

244 

1,728 

1,683 

Gasoline  service  stations . 

1,749 

1,798 

1,774 

1,798 

1,818 

1,829 

1,856 

1,701 

1,690 

1,695 

1,722 

1,738 

1,755 

12,622 

11,636 

Drug  and  proprietary  stores . . . 

734 

745 

748 

760 

749 

758 

772 

726 

722 

734 

739 

724 

731 

5,266 

4,911 

Liquor  stores . 

499 

515 

504 

512 

525 

521 

525 

495 

494 

499 

503 

509 

508 

3,601 

3,423 

Note:  Sampling  variabilities  for  unadjusted  data  shown  in  table  13,  page  14. 

1 Preliminary  estimates,  see  Explanatory  Material,  page  21* 

2U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

3 Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

^Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers, 
’includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 
6Includes  both  franchised  and  nonfranchised  car  dealers. 
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Table  2. — PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


Percent  changes  in  sales — 

Percent  changes  in 

sales — 

all 

retail  stores 

all 

retail  stores 

Kind  of  business 

July  1965 
from— 

7  mos. 
1965 

Kind  of  business 

July  1965 
from — 

7  mos. 
1965 

from 

from 

July 

June 

7  mos. 

July 

June 

7  mos. 

1964 

1965 

1964 

1964 

1965 

1964 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total 


Durable-goods  stores,  total . . . 
Nondurable -goods  stores,  total 


Food  group . 

Grocery  stores . 

Meat  markets . 

Fruit  stores,  vegetable  markets*. 
Candy,  nut,  confectionery  stores* 

Bakery  products  stores . 

Delicatessen  stores* . 


Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrocms 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
Merchandise) . 


Apparel  group . 

Men's,  boys'  clothing,  furnishings  6tore6 . 

Men's,  boys'  clothing  stores* . 

Men's,  boys '  furnishings  stores* . 

Women's  ready-to-wear  stores . 

Family  clothing  stores . 

Women's  apparel,  accessory,  specialty  stores*.. 
Shoe  stores . 


Kind  of  business 


+9 

+1 

+7 

+3 

+2 

+1 

Furniture  stores . 

+7 

+2 

+4 

+3 

-3 

0 

+11 

-3 

+10 

Household  appliance,  TV,  radio  stores . 

-4 

+2 

-3 

+8 

+4 

+6 

Household  appliance  stores . 

-2 

+1 

-1 

TV,  radio  stores* . 

-13 

+6 

-8 

+8 

+9 

+5 

Lumber,  building,  hardware,  farm  equip,  group - 

+5 

-1 

+4 

+8 

+10 

+6 

Lumber,  building  materials  dealers . 

+8 

+3 

+5 

+10 

+5 

-1 

Lumber  yards . 

+11 

+2 

+4 

+17 

+27 

-3 

Paint,  glass,  wallpaper  stores* . 

+20 

+7 

+8 

+29 

+8 

+19 

Heating  and  plumbing  equipment  dealers* . 

-33 

+3 

-23 

+3 

-3 

+1 

+9 

+2 

+6 

-8 

-4 

-3 

-6 

-12 

Automotive  group . 

+16 

-5 

+15 

+13 

+10 

+9 

Passenger  car  dealers . 

+16 

-6 

+16 

+16 

+10 

+12 

Passenger  car  dealers  (franchised) . 

+16 

-6 

+16 

+16 

+10 

+11 

Tire,  battery,  accessory  dealers . 

+6 

+1 

+3 

+4 

+8 

+2 

lasoline  service  stations . 

+9 

+5 

+8 

+9 

-3 

+10 

Fuel,  fuel  oil  dealers* . 

+12 

-1 

+10 

+10 

-4 

+12 

Fuel  dealers,  except  fuel  oil* . 

-4 

+1 

+5 

+11 

-5 

+12 

+28 

-3 

+14 

+7 

0 

+9 

Drug  and  proprietary  stores . 

+7 

+2 

+7 

+6 

-6 

+5 

+7 

+8 

+10 

-6 

+5 

-5 

+2 

Jewelry  stores* . 

+11 

+9 

+5 

-12 

+6 

+10 

+11 

(NA) 

+6 

-11 

+7 

Book  stores* . 

(NA) 

-7 

f8 

-15 

+1 

Stationery  stores* . 

-12 

-12 

-8 

+9 

-2 

+4 

+21 

0 

+19 

+9 

-2 

0 

Camera,  photographic  supply  stores* . 

0 

+7 

-6 

-5 

+2 

-3 

Dptical  goods  stores* . 

+16 

-4 

+14 

+1 

-8 

-1 

typewriter  stores* . 

-44 

-25 

-36 

Percent  changes  in 

sales — 

Percent  c 

hanges  in 

sales — 

all  retail  stores 

all  retail  stores 

July  1965 
from — 

7  mos. 
1965 

Kind  of  business 

July  1965 
from — 

7  mos. 
1965 

from 

from 

July 

June 

7  mos. 

July 

June 

•  . 

1964 

1965 

1964 

1964 

1965 

1964 

Based  an  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

+8 

+2 

+8 

+2 

+2 

+2 

Furniture,  home  furnishings  stores . 

+7 

+2 

+4 

+13 

+3 

+10 

+2 

Nondurable -good 8  stores,  total . 

+6 

+1 

+6 

Food  group . 

+5 

0 

+5 

Lumber,  building,  hardware,  farm  equip,  group. . . . 

+8 

0 

+5 

+4 

0 

Hardware  stores . 

+11 

+6 

+8 

Eating  and  drinking  places . 

+12 

+5 

+9 

General  merchandise  group . 

+8 

+3 

+11 

Automotive  group . 

+19 

+4 

+16 

+13 

Passenger  car  and  other  automotive  dealers . 

+20 

+4 

+17 

Tire,  battery,  accessory  dealers . 

+6 

+2 

+3 

Mail  order  houses  (department  store 

merchandise) . 

+9 

+1 

+8 

Apparel  group . 

+3 

+4 

+2 

+2 

+4 

+6 

+4 

>rug  and  proprietary  stores . 

+6 

+2 

+7 

Women's  apparel,  accessory  stores . 

+5 

Shoe  stores . 

-1 

0 

-2 

Liquor  stores . 

+6 

+1 

+5 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shewn  in  table  14,  page  14,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with 
an  asterisk,  see  table  15,  page  14 . 

*  See  Explanatory  Materials,  page  22. 

(NA)  Not  available. 
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Table  3.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total 

months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

I  June 

July1 

July  1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,699 

4,368 

4,972 

5,594 

5,507 

5,446 

5,623 

5,169 

5,202 

5,133 

5,637 

5,451 

7,734 

36,209 

34,034 

IXirable-goods  stores,  total . 

322 

311 

374 

419 

437 

459 

445 

457 

444 

438 

436 

452 

560 

2,767 

2,702 

Nondurable-goods  stores,  total . 

4,377 

4,057 

4,598 

5,175 

5,070 

4,987 

5,178 

4,712 

4,758 

4,695 

5,201 

4,999 

7,174 

33,442 

31,332 

Food  group . «... 

2,184 

2,011 

2,140 

2,290 

2,232 

2,180 

2,444 

2,219 

2,082 

2,063 

2,359 

2,041 

2,417 

15,481 

14,672 

Grocery  stores . 

2,125 

1,952 

2,081 

2,222 

2,163 

2,111 

2,374 

2,158 

2,021 

1,999 

2,293 

1,981 

2,332 

15,028 

14,277 

Eating  and  drinking  places . 

115 

111 

126 

132 

140 

144 

147 

134 

138 

129 

127 

120 

123 

915 

809 

General  merchandise  group . 

1,375 

1,286 

1,580 

1,868 

1,863 

1,833 

1,778 

1,605 

1,756 

1,717 

1,877 

2,004 

3,358 

11,583 

10,663 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,.016 

904 

1,134 

1,353 

1,357 

1,339 

1,288 

1,155 

1,261 

1,243 

1,360 

1,426 

2,377 

8,391 

7,652 

Department  stores . 

887 

79  3 

994 

1,175 

1,184 

1,165 

1,116 

1,003 

1,089 

1,079 

1,182 

1,247 

2,089 

7,314 

6,675 

Variety  stores . 

229 

246 

280 

345 

336 

328 

328 

299 

320 

305 

330 

350 

675 

2,092 

1,948 

Apparel  group . 

263 

225 

290 

406 

349 

338 

304 

292 

329 

341 

361 

367 

626 

2,175 

2,121 

Men's,  boys'  wear  stores . 

28 

22 

25 

36 

34 

33 

28 

26 

25 

28 

36 

37 

67 

206 

194 

Women's  apparel,  accessory  stores . 

106 

93 

124 

162 

147 

138 

130 

125 

143 

140 

153 

161 

272 

900 

888 

Women's  ready-to-wear  stores . 

98 

86 

115 

149 

135 

127 

120 

114 

133 

130 

141 

150 

250 

830 

816 

Shoe  stores . 

74 

65 

81 

124 

97 

96 

81 

82 

91 

103 

90 

91 

147 

618 

620 

Furniture  and  appliance  group . 

86 

84 

102 

104 

108 

114 

107 

103 

104 

108 

111 

117 

146 

705 

660 

Tire,  battery,  accessory  dealers . • 

80 

74 

89 

108 

115 

118 

117 

108 

101 

93 

104 

102 

142 

701 

654 

Drug  and  proprietary  stores . 

149 

145 

162 

167 

169 

171 

177 

153 

151 

154 

160 

155 

252 

1,140 

1,024 

Liquor  stores . 

95 

93 

101 

104 

108 

103 

115 

100 

103 

100 

112 

114 

184 

719 

678 

Data 

ADJUSTEI 

for  see 

sonal  ve 

riation^ 

and  tre 

ding  day 

differe 

nces 

United  States,  total . 

5.367 

5.439 

5.397 

5.470 

5.619 

5.563 

5.634 

5.311 

5,366 

5.296 

5.309 

5.382 

5.440 

38.489 

36.147 

Grocery  stores . 

2,045 

2,133 

2,117 

2,164 

2,176 

2,190 

2,180 

2,084 

2,083 

2,105 

2,113 

2, no 

2,174 

15,005 

14,293 

Eating  and  drinking  places . 

124 

127 

128 

134 

137 

138 

137 

126 

130 

125 

123 

122 

122 

925 

813 

General  merchandise  group . 

1,897 

1,870 

1,867 

1,842 

1,968 

1,883 

1,966 

1,791 

1,830 

1,755 

1,783 

1,830 

1,819 

13,293 

12,198 

Department  stores . 

1,223 

1,180 

1,164 

1,163 

1,238 

1,171 

1,237 

1,124 

1,154 

1,093 

1,113 

1,147 

1,145 

8,376 

7,592 

Variety  stores . 

336 

344 

343 

325 

359 

351 

351 

329 

328 

327 

325 

344 

330 

2,409 

2,257 

Apparel  group . , . 

355 

347 

333 

346 

352 

351 

358 

351 

369 

337 

341 

349 

353 

2,442 

2,390 

Men's,  boys'  wear  stores3 . 

33 

34 

30 

36 

35 

33 

34 

33 

33 

33 

33 

32 

32 

235 

223 

Women’s  apparel,  accessory  stores3 . 

151 

145 

143 

144 

146 

145 

150 

149 

156 

142 

144 

149 

148 

1,024 

1,014 

Shoe  stores . 

94 

92 

89 

93 

96 

96 

94 

96 

103 

92 

90 

100 

100 

654 

655 

Tire,  battery,  accessory  dealers . 

105 

106 

102 

107 

109 

103 

104 

96 

100 

97 

100 

106 

103 

736 

684 

Drug  and  proprietary  stores . 

159 

163 

169 

177 

174 

175 

183 

161 

158 

165 

167 

160 

163 

1,200 

1,078 

1 Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  July  1965  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending  July  3  =  54 8; 
July  10  =  470;  July  17  =  496;  July  24  =  485;  July  31  =  493. 

includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS: 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total  7  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July1 

July  1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

5,735 

5,391 

6,099 

6,794 

6,694 

6,614 

6,791 

6,157 

6,230 

6,186 

6,766 

6,566 

9,280 

44,118 

40,582 

Food  group . 

2,515 

2,328 

2,476 

2,630 

2,565 

2,505 

2,784 

2,503 

2,384 

2,358 

2,679 

2,359 

2,798 

17,803 

16,485 

Grocery  stores . 

2,428 

2,242 

2,385 

2,529 

2,462 

2,403 

2,682 

2,413 

2,290 

2,262 

2,580 

2,265 

2,672 

17,131 

15,905 

Eating  and  drinking  places . 

184 

172 

191 

200 

211 

221 

229 

196 

200 

187 

191 

185 

193 

1,408 

1,158 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,521 

1,441 

1,760 

2,062 

2,043 

2,003 

1,934 

1,731 

1,896 

1,858 

2,035 

2,196 

3,718 

12,764 

11,622 

merchandise  stores . 

1,142 

1,034 

1,287 

1,515 

1,510 

1,487 

1,423 

1,267 

1,385 

1,370 

1,503 

1,585 

2,687 

9,398 

8,509 

Department  stores . 

981 

894 

1,115 

1,301 

1,302 

1,280 

1,214 

1,085 

1,182 

1,180 

1,296 

1,367 

2,299 

8,087 

7,322 

Drug  and  proprietary  stores . 

183 

178 

195 

198 

205 

204 

210 

185 

187 

188 

193 

187 

304 

1,373 

1,209 

^Preliminary  estimates,  see  Explanatory  Material,  page  21. 

U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 
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Table  5.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BI  REGIONS  AND  KIND  OF  BUSINESS 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Region  and  kind  of  business 

1965 

1964 

Percent  change 

Jan. -July 

July  1965 
from— 

Jan. 

Feb. 

Mar. 

Apr. 

May 

July1 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

from 

Jan. -July 
1964 

July 

1964 

June 

1965 

THE  NORTHEASTERN  STATES 

TOTAL . 

5,276 

4,955 

5,513 

5,^53 

5,986 

6,012 

6,019 

5,508 

5,435 

5,362 

5,673 

5,581 

7,337 

+7 

+9 

0 

Durable-goods  stores,  total . 

1,498 

1,457 

1,722 

1,838 

1,894 

1,937 

1,870 

1,605 

1,587 

1,498 

1,553 

1,578 

1,964 

+9 

+17 

-3 

Nondurable-goods  stores,  total... 

3,778 

3,498 

3,791 

4,115 

4,092 

4,075 

4,149 

3,903 

3,848 

3,864 

4,120 

4,003 

5,373 

+  5 

+6 

+2 

Food  group . 

1,483 

1,358 

1,445 

1,527 

1,526 

1,522 

1,664 

1,564 

1,470 

1,438 

1,552 

1,406 

1,626 

+4 

+6 

+9 

Grocery  stores . . 

1,258 

1,144 

1,223 

1,301 

1,290 

1,284 

1,417 

1,324 

1,237 

1,204 

1,310 

1,178 

1,360 

+5 

+7 

+10 

Eating  and  drinking  places . 

447 

432 

482 

509 

553 

562 

597 

542 

541 

500 

500 

464 

495 

+8 

+10 

+6 

GAF2,  total . 

1,091 

1,004 

1,172 

1,376 

1,370 

i  ,380 

1,267 

1,209 

1,261 

1,348 

1,464 

1,542 

2,504 

+4 

+5 

-8 

General  merchandise  group . 

511 

487 

576 

666 

675 

681 

620 

567 

598 

635 

695 

764 

1,323 

+14 

+9 

-9 

Department  stores . 

327 

302 

367 

421 

430 

430 

379 

345 

364 

402 

440 

464 

806 

+15 

'  +10 

-12 

Apparel  group . 

351 

293 

344 

448 

413 

399 

349 

343 

367 

419 

443 

440 

741 

-3 

+2 

-13 

Furniture  and  appliance  group . 

229 

224 

252 

262 

282 

300 

298 

299 

296 

294 

326 

338 

440 

-5 

0 

-1 

r 

Gasoline  service  stations . 

304 

289 

312 

327 

344 

346 

363 

342 

338 

314 

317 

307 

312 

+6 

+6 

+5 

Drug  and  proprietary  stores . 

164 

154 

162 

165 

165 

163 

167 

160 

157 

161 

166 

158 

211 

+7 

+4 

+2 

THE  NORTH  CENTRAL  STATES 

TOTAL . 

5,881 

5,593 

6,387 

7,002 

7,096 

7,144 

7,121 

6,558 

6,362 

6,341 

6,885 

6,514 

8,030 

+8 

+9 

0 

Durable-goods  stores,  total . 

1,877 

1,879 

2,272 

2,481 

2,465 

2,621 

2,445 

2,226 

2,036 

2,101 

2,254 

2,097 

2,406 

+12 

+10 

-7 

Nondurable- goods  stores,  total... 

4,004 

3,714 

4,115 

4,521 

4,631 

4,523 

4,676 

4,332 

4,326 

4,240 

4,631 

4,417 

5,624 

+6 

+8 

+3 

Food  group . 

1,433 

1,320 

1,401 

1,466 

1,491 

1,493 

1,642 

1,509 

1,470 

1,406 

1,536 

1,384 

1,574 

+4 

+9 

+10 

Grocery  stores . 

1,328 

1,220 

1,296 

1,346 

1,364 

1,363 

1,500 

1,386 

1,345 

1,288 

1,412 

1,268 

1,441 

+4 

+8 

+10 

Eating  and  drinking  places . 

461 

425 

466 

509 

548 

562 

629 

538 

544 

505 

520 

474 

491 

+10 

+17 

+12 

GAF2,  total . 

1,195 

1,086 

1,321 

1,532 

1,478 

1,446 

1,407 

1,343 

1,424 

1,438 

1,576 

1,646 

2,554 

+7 

+5 

-3 

General  merchandise  group . 

638 

613 

747 

878 

869 

840 

796 

749 

824 

817 

896 

966 

1,540 

+8 

+6 

-5 

Department  stores . 

382 

353 

436 

522 

525 

513 

480 

434 

480 

487 

532 

555 

916 

+10 

+11 

-6 

Apparel  group . 

293 

231 

282 

372 

330 

310 

295 

286 

299 

325 

357 

358 

600 

+6 

+3 

-5 

Furniture  and  appliance  group . 

264 

242 

292 

282 

279 

296 

316 

308 

301 

296 

323 

322 

414 

+2 

+3 

+7 

Lumber,  bldg.,  hdwe.,farm  equip,  grp. 

330 

308 

401 

519 

577 

612 

572 

557 

514 

555 

580 

463 

473 

+2 

+3 

-7 

Automotive  group . 

1,144 

1,186 

1,430 

1,528 

1,453 

1,534 

1,390 

1,207 

1,059 

1,061 

1,176 

1,126 

1,256 

+19 

+15 

-9 

Gasoline  service  stations . 

560 

512 

548 

577 

597 

604 

626 

576 

566 

546 

583 

562 

595 

+10 

+9 

+4 

Drug  and  proprietary  stores . 

217 

207 

215 

216 

216 

218 

223 

213 

212 

214 

227 

213 

299 

+6 

+5 

+2 

THE  SOUTH 

TOTAL . 

5.7Ctt 

5.511 

6.098 

6.558 

6,666 

6,504 

6.755 

6,013 

5.919 

5,687 

6,038 

5,748 

7,458 

+9 

+12 

+4 

Durable-goods  stores,  total . 

2,019 

2,074 

2,311 

2,377 

2,474 

2,448 

2,453 

2,159 

2,021 

1,990 

2,028 

1,895 

2,371 

+11 

+14 

0 

Nondurable-goods  stores,  total... 

3,685 

3,437 

3,787 

4,181 

4,192 

4,056 

4,302 

3,854 

3,898 

3,697 

4,010 

3,853 

5,087 

+8 

+12 

+6 

Food  group . 

1,399 

1,308 

1,386 

1,448 

1,481 

1,476 

1,618 

1,456 

1,403 

1,341 

1,469 

1,343 

1,535 

+9 

+11 

+10 

Grocery  stores . 

1,336 

1,235 

1,309 

1,369 

1,398 

1,394 

1,530 

1,381 

1,329 

1,275 

1,403 

1,278 

1,458 

+8 

+11 

+10 

Eating  and  drinking  places . 

355 

323 

354 

381 

397 

400 

440 

381 

381 

353 

354 

336 

357 

+12 

+15 

+10 

GAF2,  total . 

1,130 

1,050 

1,206 

1,438 

1,375 

1,320 

1,347 

1,220 

1,346 

1,280 

1,422 

1,422 

2,331 

+9 

+10 

+2 

General  merchandise  group . 

550 

528 

634 

752 

719 

670 

677 

613 

680 

631 

714 

748 

1,280 

+9 

+10 

+1 

Department  stores . 

277 

256 

323 

377 

367 

345 

342 

311 

351 

328 

373 

385 

656 

+10 

+10 

-1 

Apparel  group . 

303 

260 

297 

407 

358 

330 

342 

308 

349 

342 

380 

364 

652 

+7 

+11 

+4 

Furniture  and  appliance  group . 

277 

262 

275 

279 

298 

320 

328 

299 

317 

307 

328 

310 

399 

+10 

+10 

+3 

Lumber,  bldg.,  hdwe.,farm  equip,  grp. 

293 

296 

323 

411 

433 

416 

410 

387 

338 

352 

370 

329 

329 

+3 

+6 

^ „  T 

Automotive  group . 

1,303 

1,359 

1,541 

1,523 

1,567 

1,524 

1,532 

1,290 

1,170 

1,146 

1,159 

1,073 

1,337 

+14 

+19 

+1 

Gasoline  service  stations . 

498 

460 

508 

528 

551 

574 

606 

543 

538 

496 

511 

501 

531 

+7 

+12 

+6 

Drug  and  proprietary  stores . 

197 

196 

207 

205 

214 

208 

214 

190 

193 

185 

191 

185 

257 

+9 

+13 

+3 

THE  WEST 

TOTAL . 

3.720 

3.549 

3.917 

4.012 

4.072 

4.165 

4.261 

4.066 

4.062 

3.923 

4.009 

3.877 

4,894 

+5 

+  5 

+2 

Durable-goods  stores,  total . 

1,271 

1,254 

1,404 

1,365 

1,392 

1,445 

1,428 

1,409 

1,367 

1,304 

1,298 

1,243 

1,460 

+6 

+1 

-1 

Nondurable-goods  stores,  total... 

2,449 

2,295 

2,513 

2,647 

2,680 

2,720 

2,833 

2,657 

2,695 

2,619 

2,711 

2,634 

3,434 

+5 

+7 

+4 

Food  group . 

927 

868 

926 

940 

943 

931 

1,012 

955 

940 

914 

971 

884 

1,027 

+5 

+6 

+9 

Grocery  stores . 

864 

806 

856 

870 

874 

861 

940 

880 

869 

845 

906 

822 

949 

+6 

♦7 

+9 

Eating  and  drinking  places . 

296 

273 

293 

300 

320 

328 

362 

335 

339 

313 

314 

294 

315 

+7 

+8 

+10 

GAF2,  total . 

731 

678 

764 

844 

847 

875 

872 

824 

880 

861 

897 

935 

1,471 

+4 

+6 

0 

General  merchandise  group . 

395 

370 

434 

483 

481 

491 

496 

451 

489 

467 

496 

543 

905 

+9 

+10 

+1 

c 

+12 

+14 

+2 

Apparel  group . 

153 

133 

149 

184 

180 

190 1 

186 

181 

194  1 

203 

196 

193 

331* 

-2 

+  3 

-2 

r. 

Gasoline  service  stations . 

317 

300 

330 

337 

355 

375 

395 

359 

359 

345 

350 

342 

352 

+8 

+10 

+5 

Drug  and  proprietary  stores . 

138 

135 

147 

150 

154 

155 

156 

144 

146 

141 

140 

133 

199 

+5 

+8 

♦1 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  16.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  regions  are  shown  on  page  27. 
l,  Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department- s tore  types  of  merchandise. 
(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  from  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percent  change  and 
between  3.1  and  4.5  for  the  percent  change  over  2  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 
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Table  6.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  GEOGRAPHIC  DIVISIONS  AND  KIND  OF  BUSINESS 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Geographic  division  and 
kind  of  business 

1965 

1964 

Percent  change 

Jan. -July 
1965 
from 

Jan. -July 
1964 

July  1%5 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

|  June 

July1 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

July 

1964 

June 

1%5 

New  England  Division,  total2 . 

1,  373 

1,252 

1,  377 

1,479 

1,480 

1,527 

1,548 

1,417 

1,422 

1, 380 

1,427 

1,419 

1, 936 

+8 

+9 

+1 

Durable-goods  stores ...  — . 

421 

395 

474 

511 

513 

507 

491 

430 

444 

415 

417 

432 

568 

+8 

+14 

-3 

Nondurable -goods  stores . 

952 

857 

903 

968 

967 

1,020 

1,057 

987 

978 

965 

1,010 

987 

1,  368 

+8 

+7 

+4 

Food  group . 

368 

327 

343 

355 

366 

392 

427 

403 

382 

364 

386 

349 

405 

+11 

+6 

+9 

GAF3,  total . 

244 

222 

255 

309 

307 

319 

295 

277 

298 

306 

315 

338 

616 

+6 

+6 

-8 

Gasoline  service  stations . 

81 

75 

84 

87 

91 

97 

101 

95 

91 

88 

86 

80 

82 

+7 

+6 

+4 

Middle  Atlantic  Division,  total2 . . . . 

3,903 

3,703 

4,136 

4,474 

4,506 

4,485 

4,471 

4,091 

4,013 

3, 982 

4,246 

4,162 

5,401 

+6 

+9 

0 

Durable-goods  stores . 

1,077 

1,062 

1,248 

1,  327 

1,381 

1,430 

1,379 

1,175 

1,143 

1, 083 

1, 136 

1,146 

1,  396 

+10 

+17 

-4 

Nondurable-goods  stores . 

2,826 

2,641 

2,888 

3, 147 

3, 125 

3,055 

3,092 

2, 916 

2, 870 

2,899 

3,  no 

3, 016 

4,005 

+4 

+6 

+1 

Eating  and  drinking  places . 

350 

342 

388 

411 

439 

442 

460 

424 

423 

387 

388 

357 

381 

+7 

+8 

+4 

GAFJ,  total . 

847 

782 

917 

1,067 

1,063 

1,061 

972 

932 

963 

1,042 

1,149 

1,  204 

1,888 

+3 

+4 

-8 

General  merchandise  group . 

397 

377 

445 

513 

521 

515 

468 

430 

452 

493 

546 

599 

1,003 

+11 

+9 

-9 

Apparel  group . 

269 

230 

274 

354 

328 

319 

276 

272 

284 

324 

351 

345 

565 

-4 

+1 

-13 

Gasoline  service  stations . 

223 

214 

228 

240 

253 

249 

262 

247 

247 

226 

231 

227 

230 

+5 

+6 

+5 

Drug  and  proprietary  stores . 

116 

111 

119 

122 

121 

118 

118 

114 

111 

118 

122 

114 

146 

+6 

+4 

0 

East  North  Central  Division,  total2 . 

4,  209 

4,011 

4,592 

4,988 

5,027 

5,030 

5,028 

4,581 

4,489 

4,464 

4,882 

4,653 

5,738 

+8 

+10 

0 

Durable-goods  stores . 

1,  292 

1,  295 

1,586 

1,701 

1,686 

1,777 

1,653 

1,479 

1, 370 

1,424 

1, 562 

1,455 

1,656 

+n 

+12 

-7 

Nondurable -goods  stores . 

2, 917 

2,716 

3,006 

3,  287 

3,  341 

3,253 

3,375 

3,102 

3, 119 

3,040 

3,320 

3,198 

4,082 

+6 

+9 

+4 

Food  group . 

1,090 

1,009 

1,073 

1,119 

1,126 

1,122 

1,231 

1,126 

1,101 

1,046 

1,142 

1,041 

1, 187 

+4 

+9 

+10 

Eating  and  drinking  places . 

344 

313 

345 

378 

405 

413 

471 

390 

400 

369 

380 

348 

361 

+n 

+21 

+14 

GAF3,  total . 

876 

799 

985 

1,128 

1,088 

1,063 

1,030 

965 

1,031 

1,050 

1,148 

1,  208 

1, 880 

+7 

+7 

-3 

General  merchandise  group . 

463 

449 

551 

640 

635 

611 

572 

539 

594 

596 

644 

706 

1, 115 

+8 

+6 

-6 

Apparel  group . 

219 

173 

214 

282 

253 

239 

228 

213 

230 

243 

269 

271 

459 

+6 

+7 

-5 

Gasoline  service  stations . 

369 

346 

363 

378 

388 

394 

415 

379 

379 

364 

394 

375 

392 

+9 

+9 

+5 

Drug  and  proprietary  .stores . 

159 

151 

157 

158 

161 

163 

167 

157 

154 

154 

165 

157 

220 

+7 

+6 

+2 

1,672 

1,582 

1,795 

2,014 

2,069 

2,114 

2,093 

1,977 

1,873 

1,877 

2, 003 

1, 861 

2,  292 

+9 

+6 

-1 

585 

584 

686 

780 

779 

844 

792 

747 

666 

677 

692 

642 

750 

+15 

+6 

-6 

Nondurable-goods  stores . 

1,  087 

998 

1,109 

1,  234 

1,290 

1,270 

1,301 

1,  230 

1,207 

1,  200 

1,311 

1, 219 

1, 542 

+5 

+6 

+2 

343 

311 

328 

347 

365 

371 

411 

383 

369 

360 

394 

343 

387 

+3 

+7 

+n 

GAF  3,  total . 

319 

287 

336 

404 

390 

383 

377 

378 

393 

388 

428 

438 

674 

+6 

0 

-2 

General  merchandise  group . 

175 

164 

196 

238 

234 

229 

224 

210 

230 

221 

252 

260 

425 

+10 

+7 

-2 

Gasoline  service  stations . 

191 

166 

185 

199 

209 

210 

211 

197 

187 

182 

189 

187 

203 

+12 

+7 

South  Atlantic  Division,  total  2 . 

2,826 

2,700 

2,963 

3,  202 

3,301 

3,192 

3,297 

2,919 

2,936 

2, 786 

2,974 

2,871 

3,794 

+10 

+13 

+3 

949 

959 

1,056 

1,101 

1, 179 

1,166 

1,148 

1,003 

977 

948 

973 

911 

1,143 

+10 

+14 

7  2fm 

Nondurable -goods  stores . 

1, 877 

1,741 

1,912 

2, 101 

2,122 

2,026 

2,149 

1,916 

1, 959 

1,838 

2,001 

1, 960 

2,651 

+10 

+12 

+6  “ 

Eating  and  drinking  places . 

193 

177 

192 

204 

210 

209 

233 

208 

213 

195 

193 

182 

199 

+13 

+12 

+n 

GAF3,  total . 

590 

559 

642 

748 

719 

685 

688 

607 

680 

660 

737 

754 

1,  254 

+12 

+13 

General  merchandise  group . 

290 

284 

341 

396 

383 

352 

349 

311 

346 

323 

364 

397 

690 

+12 

+12 

-l 

Apparel  group . 

159 

13S 

157 

206 

181 

170 

170 

150 

180 

177 

192 

191 

352 

+10 

+13 

0 

Gasoline  service  stations . 

238 

216 

238 

252 

259 

264 

279 

256 

258 

236 

251 

242 

255 

+8 

+9 

+6 

Drug  and  proprietary  stores . 

101 

9£ 

103 

100 

106 

105 

108 

94 

97 

91 

94 

93 

131 

+13 

+15 

+3 

East  South  Central  Division,  total2 . 

1,048 

1,01C 

1, 120 

1,260 

1,  292 

1,219 

1,252 

1,129 

1, 117 

1,103 

1,161 

1, 093 

1, 372 

+8 

+n 

+3 

Nondurable -goods  stores . 

671 

62{ 

690 

790 

802 

753 

791 

713 

724 

712 

772 

716 

921 

+7 

+11 

Food  group . 

274 

254 

272 

287 

304 

292 

313 

279 

274 

266 

298 

269 

300 

+n 

+12 

+7 

GAF  3,  total . 

201 

19C 

217 

277 

261 

242 

245 

225 

243 

231 

257 

245 

410 

+5 

+9 

+1 

General  merchandise  group . 

106 

9< 

119 

148 

139 

129 

132 

118 

126 

121 

139 

134 

232 

+7 

+12 

+2 

Gasoline  service  stations . 

94 

85 

97 

102 

108 

109 

113 

112 

116 

111 

109 

102 

105 

0 

+1 

+4 

West  South  Central  Division,  total2. 

1, 830 

1,801 

2,010 

2,0% 

2,073 

2,093 

2,206 

1,965 

1,866 

1,798 

1, 903 

1,784 

2, 292 

+9 

+12 

+14 

+5 

+3 

Nondurable-goods  stores . 

1,137 

1,068 

1, 185 

1,  290 

1,268 

1,277 

1,362 

1, 225 

1,  215 

1,147 

1, 237 

1,177 

1,515 

+6 

+n 

+7 

Food  group . 

433 

417 

449 

461 

459 

470 

512 

475 

453 

435 

460 

4 14 

469 

+5 

+8 

+9 

Eating  and  drinking  places . 

107 

97 

108 

118 

125 

133 

145 

121 

114 

108 

111 

106 

107 

+12 

+20 

+9 

GAP5,  total . 

339 

301 

347 

413 

395 

393 

414 

388 

423 

389 

428 

423 

667 

+5 

+7 

+5 

General  merchandise  group . 

154 

145 

174 

208 

197 

189 

196 

184 

208 

187 

211 

217 

358 

+5 

+7 

+4 

Mountain  Division,  total2 . 

771 

717 

853 

881 

892 

939 

978 

907 

918 

848 

879 

827 

1,026 

+6 

+8 

+4 

Nondurable-goods  stores . 

511 

473 

542 

575 

578 

603 

649 

603 

610 

570 

583 

562 

721 

+4 

+8 

+8 

GAF3 ,  total . 

134 

123 

141 

166 

168 

167 

170 

163 

177 

160 

169 

173 

276 

+2 

+4 

+2 

General  merchandise  group . 

70 

63 

76 

89 

91 

91 

93 

87 

98 

84 

90 

95 

167 

+2 

+7 

+2 

Pacific  Division,  total2 . 

2,949 

2,832 

3,064 

3,131 

3,180 

3,226 

3,283 

3,159 

3, 144 

3,075 

3, 130 

3,050 

3, 868 

+5 

+4 

+2 

Durable-goods  stores . 

1,011 

1,010 

1,093 

1,059 

1,078 

1,109 

1,099 

1,105 

1,059 

1,026 

1,002 

978 

1,155 

+5 

-1 

-1 

Nondurable-goods  stores . 

1, 938 

1, 822 

1,971 

2,072 

2,102 

2,117 

2,184 

2,054 

2,085 

2,049 

2, 128 

2,072 

2,713 

+5 

+6 

+3 

Food  group . 

727 

681 

723 

737 

736 

731 

792 

751 

741 

721 

756 

686 

799 

+5 

+5 

+8 

Eating  and  drinking  places . 

248 

229 

240 

242 

257 

261 

281 

263 

269 

248 

254 

243 

262 

+7 

+7 

+8 

GAF3,  total . 

597 

555 

623 

678 

679 

708 

702 

661 

703 

701 

728 

762 

1, 195 

+4 

t-6 

-1 

General  merchandise  group . 

325 

307 

358 

394 

390 

400 

403 

364 

391 

383 

406 

448 

738 

+n 

+n 

+1 

Gasoline  service  stations . 

229 

219 

232 

238 

252 

255 

262 

242 

239 

234 

249 

246 

251 

+7 

+8 

+3 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  17.)  States  in  geographic  divisions  are  shown  on  page  27. 

1  Preliminary  estimates. 

2  Totals  include  data  for  kinds  of  business  not  shown  separately. 

otores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department-store  types  of  merchandise. 
(C)  See  footnote  to  table  5. 


Table  7. —ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 
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State  and  kind  of  business 

1965 

1964 

Percent  change 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July1 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. -July 
1965 
from 

Jan. -July 
1964 

July 

1965 

from 

July 

1964 

California,  total . 

2,295 

2,202 

2,328 

2,373 

2,405 

2,407 

2,456 

2,375 

2,336 

2,300 

2,355 

2,344 

2,999 

+4 

43 

Nondurable-goods  stores . 

1,476 

1,380 

1,477 

1,551 

1,581 

1,574 

1,632 

1,537 

1,542 

1,514 

1,606 

1,569 

2,116 

44 

46 

GAF2 . 

471 

446 

490 

536 

530 

547 

547 

515 

544 

535 

558 

596 

979 

44 

46 

Florida,  total . 

703 

674 

720 

721 

703 

673 

704 

590 

577 

581 

646 

614 

855 

414 

419 

Nondurable-goods  stores . 

483 

447 

484 

499 

473 

456 

481 

404 

403 

380 

425 

430 

605 

415 

419 

Illinois,  total . 

1,222 

1,164 

1,373 

1,498 

1,482 

1,443 

1,419 

1,316 

1,295 

1,292 

1,391 

1,399 

1,713 

46 

48 

Nonduragl e-goods  stores . 

905 

845 

972 

1,061 

1,063 

1,016 

1,015 

949 

962 

947 

1,014 

1,017 

1,294 

44 

47 

GAF2 . 

284 

265 

341 

384 

370 

355 

337 

308 

341 

344 

381 

419 

623 

46 

49 

Indiana,  total . 

543 

540 

623 

678 

678 

664 

666 

590 

566 

575 

626 

572 

692 

49 

413 

Massachusetts ,  total . 

666 

620 

690 

736 

726 

729 

704 

630 

623 

621 

643 

663 

888 

410 

412 

Nondurable-goods  stores . 

450 

415 

442 

474 

474 

481 

471 

431 

434 

436 

473 

467 

620 

49 

49 

Michigan,  total . 

950 

874 

998 

1,055 

1,082 

1,101 

1,077 

1,004 

974 

991 

1,091 

1,043 

1,292 

49 

47 

Nondurable-goods  stores . 

602 

539 

591 

642 

675 

659 

691 

619 

625 

624 

680 

653 

850 

410 

412 

Minnesota,  total . 

338 

338 

375 

423 

465 

473 

452 

437 

411 

387 

429 

396 

471 

47 

43 

Missouri,  total . 

502 

478 

541 

608 

611 

620 

624 

562 

555 

561 

591 

549 

682 

413 

411 

New  Jersey,  total . 

775 

768 

850 

887 

903 

915 

896 

820 

789 

773 

814 

809 

1,037 

48 

49 

Nondurable-goods  stores . 

511 

498 

550 

591 

590 

592 

601 

564 

545 

551 

572 

556 

715 

45 

47 

New  York,  total . 

1,930 

1,806 

2,015 

2,190 

2,182 

2,160 

2,183 

2,045 

2,033 

2,027 

2,132 

2,043 

2,631 

42 

47 

Nondurable-goods  stores . 

1,475 

1,364 

1,488 

1,624 

1,609 

1,567 

1,581 

1,522 

1,500 

1,512 

1,616 

1,545 

2,044 

43 

44 

GAF2 . 

432 

401 

469 

543 

546 

551 

507 

496 

516 

547 

601 

605 

937 

-1 

4  2 

North  Carolina,  total . 

407 

381 

435 

496 

542 

495 

531 

476 

474 

442 

447 

412 

540 

413 

412 

Ohio,  total . 

1,064 

1,026 

1,164 

1,267 

1,276 

1,283 

1,326 

1,153 

1,161 

1,145 

1,280 

1,172 

1,441 

410 

415 

Nondurable-goods  stores . 

712 

672 

729 

802 

804 

783 

830 

740 

765 

760 

832 

781 

993 

48 

412 

Pennsylvania,  total . 

1,198 

1,129 

1,271 

1,397 

1,421 

1,410 

1,392 

1,226 

1,191 

1,182 

1,300 

1,310 

1,733 

411 

414 

Nondurable-goods  stores . 

840 

779 

850 

932 

926 

896 

910 

830 

825 

836 

922 

915 

1,246 

47 

410 

GAF2 . 

266 

236 

283 

336 

321 

311 

284 

265 

279 

303 

349 

384 

622 

49 

47 

Texas,  total . 

1,122 

1,114 

1,240 

1,278 

1,269 

1,300 

1,368 

1,200 

1,141 

1,101 

1,150 

1,055 

1,378 

411 

414 

Nondurable-goods  stores . 

703 

658 

726 

798 

788 

797 

856 

773 

758 

721 

760 

717 

935 

46 

411 

Wisconsin,  total . 

430 

407 

434 

490 

509 

539 

540 

518 

493 

461 

494 

467 

600 

43 

44 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  18.)  Preliminary  estimates. 

2Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  8.— PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 


(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


State 

Percent  change  -  July  1965 
from  June  1965 

Percent  change  -  July  1965  | 

from  June  1965 

Percent  change  -  July  1965 
from  June  1965 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

State 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

State 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

California . 

42 

44 

0 

-2 

45 

-3 

47 

414 

48 

Florida . 

45 

45 

43 

-4 

0 

-2 

43 

46 

0 

-2 

0 

-5 

4l 

42 

-4 

-1 

42 

-9 

Indiana . 

0 

44 

-2 

-2 

42 

-9 

45 

47 

48 

Massachusetts . 

-3 

-2 

-11 

New  York . 

4l 

4l 

-8 

Wisconsin . 

0 

49 

-3 

Note:  Sampling  variabilities  are  shown  in  table  18. 

1Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  9. — PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  AND  GAF  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS 
(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percent  change 

Percent  change 

Statistical  areas 

July  1965  from 

July  1965  from 

June  1965 

Statistical  areas 

June  1965 

Total 

Nondurable 

GAF1 

Total 

Nondurable 

GAF1 

Standard  Consolidated  Areas2 

Detroit,  Mich . 

-3 

42 

-5 

Houston,  Texas . 

44 

47 

47 

-1 

0 

-6 

Kansas  City,  Mo. -Kansas . 

44 

44 

-2 

New  York-Northeastern  N.J . 

-4 

-2 

-11 

Los  Angeles-Long  Beach,  Calif . 

41 

44 

0 

Minneapolis-St.  Paul,  Minn . 

-4 

-1 

-9 

Standard  Metropolitan  Statistical  Areas 

Newark,  N.J . 

New  York,  N.Y . 

-5 

-3 

-3 

-2 

-12 

-11 

Baltimore,  Md . 

Boston,  Mass . 

Buffalo,  N.Y . 

Chicago,  Ill . 

-4 

-6 

42 

-1 

+1 

41 
-6 

42 

0 

46 

-5 

-15 

45 

-7 

o 

Paterson-^Clifton-Passaic ,  N.J . 

Philadelphia,  Pa. -N.J . 

Pittsburgh,  Pa . 

St.  Louis,  Mo. -Ill . 

San  Franc isco-Oakland,  Calif . 

-8 

-1 

-1 

-1 

43 

-4 

-2 

42 

42 

43 

-12 

-12 

-6 

-4 

43 

Dallas,  Texas . 

0 

48 

45 

Seattle,  Wash . 

Washington,  D.C.-Md.-Va . 

0 

0 

42 

42 

-2 

-5 

Note:  Sampling  variabilities  are  shown  in  table  19,  page  16. 

^Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 
‘Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27. 
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Table  10.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1965 

1964 

Percent  change 

Area 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July* 1 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. -July 
1965 
from 

Jan. -July 
1964 

July 
1965 
from  ^ 
July 
1964 

Standard  Consolidated  Areas2 

Chicago,  Ill. -Northwestern  Ind., 

total . 

887 

848 

996 

1,061 

1,039 

1,008 

1,002 

895 

888 

894 

962 

988 

1,253 

+9 

+12 

Nondurable- goods  stores . 

673 

634 

728 

789 

771 

741 

739 

666 

686 

688 

732 

756 

983 

+7 

+11 

OAF3 . 

231 

221 

280 

319 

309 

295 

276 

252 

280 

286 

319 

346 

508 

+6 

+10 

New  York-Northeastern  N.J.,  total.. 

1,806 

1,691 

1,859 

1,967 

1,986 

1,968 

1,893 

1,790 

1,751 

1,779 

1,884 

1,847 

2,384 

+4 

+6 

Nondurable-goods  stores . 

1,327 

1,232 

1,339 

1,444 

1,446 

1,423 

1,389 

1,341 

1,301 

1,339 

1,431 

1,375 

1,824 

+3 

+4 

OAF3 . 

419 

389 

447 

511 

523 

530 

472 

464 

462 

517 

562 

565 

852 

+1 

+2 

Standard  Metropolitan 
Statistical  Areas2 

Chicago,  Ill.,  total . 

815 

777 

911 

972 

950 

922 

916 

822 

816 

821 

873 

907 

1,155 

+7 

+11 

Nondurable-goods  stores . 

618 

582 

675 

732 

714 

686 

684 

617 

635 

640 

674 

697 

909 

+5 

+11 

GAF3 . 

219 

209 

266 

300 

292 

278 

259 

237 

265 

268 

295 

328 

481 

+5 

+9 

Detroit,  Mich.,  total . 

GAF3 . 

499 

452 

515 

542 

555 

542 

525 

457 

453 

498 

569 

541 

674 

+14 

+15 

100 

89 

no 

129 

128 

124 

118 

102 

109 

122 

128 

136 

221 

+18 

+16 

Los  Angeles-Long  Beach,  Calif ., total 

1,057 

976 

1,034 

1,051 

1,061 

1,058 

1,070 

1,070 

1,060 

1,058 

1,073 

1,092 

1,414 

+1 

0 

Nondurable-goods  stores . 

679 

614 

661 

701 

704 

700 

728 

690 

696 

691 

725 

721 

966 

+2 

+6 

GAF3 . 

233 

216 

233 

253 

249 

255 

255 

266 

282 

274 

286 

303 

473 

-3 

-4 

New  York,  N.Y. ,  total . 

1,275 

1,173 

1,292 

1,377 

1,374 

1,349 

1,309 

1,262 

1,243 

1,274 

1,348 

1,306 

1,689 

+2 

+4 

Nondurable-goods  stores . 

987 

911 

993 

1,071 

1,067 

1,038 

1,014 

990 

961 

991 

1,067 

1,021 

1,357 

+2 

+2 

GAF3 . 

317 

290 

332 

381 

389 

392 

348 

346 

348 

388 

420 

419 

628 

-1 

+1 

Philadelphia,  Pa.,  total . 

488 

476 

541 

577 

580 

556 

548 

496 

481 

496 

538 

536 

722 

+6 

+10 

Nondurable-goods  stores . 

340 

342 

379 

401 

392 

367 

360 

345 

331 

351 

391 

380 

535 

0 

+4 

GAF3 . 

107 

99 

137 

147 

144 

136 

120 

113 

115 

134 

146 

161 

257 

+10 

+6 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  19,  page  16.)  ■'■Preliminary  estimates. 

2Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27.  Note  that  data  for  the  Los  Angeles-Long  Beach  SMSA  includes 
Orange  County,  California. 

3Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  11.— PERCENT  CHANGE  IN  SALES  OF  DEPARMMENT  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 
(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percent  change 

in  sales 

Percent  change  in  sales 

July  1965  from— 

7  months 
1965 

Area 

July  1965  from — 

7  months 

July 

1964 

June 

1965 

from 

7  months 
1964 

July 

1964 

June 

1965 

from 

7  months 
1964 

New  York-Northeastern  New  Jersey1 . 

+9 

-13 

+6 

New  York  City . 

+6 

-15 

(NA) 

+8 

Newark,  N.J . 

-3 

-14 

-1 

+10 

+12 

+4 

Norfolk-Portsmouth,  Va... . 

+10 

+9 

0 

+17 

+9 

+9 

Oklahoma  City,  Okla . 

+2 

-4 

+4 

+19 

+2 

+7 

Omaha,  Nebr . 

0 

0 

+1 

+10 

-11 

+6 

Peoria,  Ill . 

+9 

(NA) 

+2 

Philadelphia,  Pa . 

-2 

-11 

+3 

+10 

-5 

+8 

Pittsburgh,  Pa . 

+7 

-17 

+3 

+19 

+11 

+6 

Portland,  Oreg . 

+1 

+4 

-4 

+9 

+2 

+20 

+7 

-17 

0 

+3 

+7 

Reading,  Pa . 

+6 

-8 

+4 

Richmond,  Va . 

+13 

-3 

+6 

Rochester,  N.Y . 

+21 

-2 

+9 

Sacramento,  Calif . 

+4 

-1 

-1 

+1 

+4 

+2 

St.  Louis,  Mo . 

+1 

-6 

-2 

+15 

+8 

+6 

+5 

-4 

+9 

+5 

+3 

+2 

Salt  Lake  City,  Utah . 

+4 

+3 

-4 

San  Antonio,  Tex . 

+4 

+9 

+2 

San  Diego,  Calif . 

+2 

+2 

-1 

Savannah,  Ga . 

+16 

+5 

+6 

Seattle,  Wash . 

+5 

+5 

-3 

+2 

-4 

+11 

+6 

+2 

(NA) 

+5 

+2 

Shreveport,  La . 

+5 

+4 

0 

+6 

+5 

South  Bend,  Ind . 

+8 

(NA) 

(NA) 

0 

+6 

Spokane,  Wash . 

+4 

+6 

-6 

Springfield,  Mo . 

+6 

+9 

+3 

Springfield,  Ohio . 

+14 

+8 

+6 

+17 

+6 

-8 

+15 

+2 

Syracuse,  N.Y . 

+32 

-2 

+14 

Tacoma,  Wash . 

+3 

+9 

-3 

+14 

+6 

(NA) 

+3 

+15 

+6 

Tampa-St.  Petersburg,  Fla . 

Toledo,  Ohio . 

+8 

+10 

+3 

-5 

+2 

+6 

Trenton,  N.J . . . 

-4 

-9 

+4 

Tulsa,  Okla . 

+18 

+5 

+9 

+1 

+11 

(NA) 

+9 

(NA) 

+10 

+3 

+1 

+9 

Waco,  Texas . 

+1 

+4 

-1 

Washington,  D.C . 

+8 

-5 

+7 

+12 

+3 

Wheeling,  W.Va . 

(NA) 

(NA) 

(NA) 

Wichita,  Kans . 

+2 

+3 

0 

Worcester,  Mass . 

+5 

-16 

+6 

Youngstown,  Ohio . 

+11 

+3 

+7 

+14 

+14 

+  5 

+6 

+1 

+  5 

CITIES 

+6 

+7 

+9 

+5 

-11 

+4 

+3 

Bridgeport,  Conn . 

+14 

+12 

-11 

+6 

Bristol,  Tenn.-Va . 

+19 

+2 

+6 

+9 

Duluth,  Minn. -Superior,  Wis . 

+5 

-4 

+2 

Minneapolis,  Minn . 

+9 

-19 

+  5 

+4 

+14 

-2 

Oakland-Berkely ,  Calif . 

+2 

+1 

+13 

+5 

-6 

+3 

Portsmouth,  Ohio . 

+16 

-1 

+5 

+4 

-5 

+3 

Rome,  Ga . 

+24 

+8 

+8 

+11 

+11 

+1 

St.  Paul,  Minn . 

+4 

-15 

+5 

+12 

+2 

+9 

San  Francisco,  Calif . 

-1 

-2 

+3 

Banks  and  subject  to 

revision. 

STANDARD  METROPOLITAN  STATISTICAL  AREA 

Akron,  Ohio . 

Asheville,  N.C . 

Atlanta,  Ga . 

Augusta,  Ga . 

Baltimore,  Md . 

Baton  Rouge,  La . 

Binghamton,  N.Y . 

Birmingham,  Ala . 

Boston,  Mass . 

Buffalo,  N.Y . 

Canton,  Ohio . 

Chattanooga,  Tenn . 

Chicago,  Ill . 

Cincinnati,  Ohio . 

Cleveland,  Ohio . 

Columbus,  Ohio . 

Corpus  Christi,  Texas . 

Dallas ,  Texas . 

Denver,  Colo . 

Des  Moines,  Iowa . 

Detroit,  Mich . ... 

El  Paso,  Texas . 

Erie,  Pa . 

Flint,  Mich . 

Fort  Wayne,  Ind . 

Grand  Rapids,  Mich . 

Houston,  Texas . 

Indianapolis,  Ind . 

Jacksonville,  Fla . 

Kansas  City,  Mo . 

Knoxville,  Tenn . 

Lancaster,  Pa . 

Lexington,  Ky . 

Los  Angeles-Long  Beach,  Calif . 

Louisville,  Ky . . . 

Macon,  Ga . . . 

Memphis,  Tenn . 

Miami,  Fla . . . . . . . 

Milwaukee,  Wis . 

Mobile,  Ala . 

New  Orleans,  La . 


Note:  Data  are  furnished  by  Federal  Re 
(NA)  Not  available. 

1The  breakdown  shown  does  not  include  all  portions  of  the  area. 


Table  12 .  —ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARS)  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 


11 


Kind  of  business 

1965 

1964 

Percent 

change, 

July  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

1  June 

July1 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

July 

1964 

June 

1965 

Data 

M3T  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total2 . 

16,401 

15,848 

15,747 

16,048 

16,509 

L6.708 

16,727 

15,463 

15,519 

15,689 

15,729 

15,813 

16,929 

+8 

0 

Durable-goods  stores,  total . 

6,627 

6,474 

6,430 

6,520 

6,732 

7,028 

7,147 

6,691 

6,724 

6,833 

6,799 

6,646 

6,885 

+7 

+2 

Nondurable-goods  stores,  total . 

9,774 

9,374 

9,317 

9,528 

9,777 

9,680 

9,580 

8,772 

8,795 

8,856 

8,930 

9,167 

10,044 

+9 

-1 

Food  group . 

352 

341 

346 

340 

347 

344 

353 

351 

365 

368 

355 

340 

361 

+1 

+3 

Grocery  stores . 

287 

281 

289 

283 

292 

292 

298 

297 

299 

308 

296 

284 

302 

0 

+2 

Eating  and  drinking  places . 

130 

125 

120 

114 

111 

114 

104 

78 

81 

79 

96 

104 

129 

+33 

-9 

General  merchandise  group ‘ . 

6,294 

5,969 

5,855 

5,905 

6,051 

6,087 

6,102 

5,459 

5,521 

5,593 

5,640 

5,812 

6,478 

+12 

0 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

5,063 

4,760 

4,658 

4,675 

4,831 

4,823 

4,809 

4,365 

4,414 

4,470 

4,506 

4,604 

5,216 

+10 

0 

Department  stores . 

4,503 

4,224 

4,131 

4,132 

4,274 

4,266 

4,253 

3,862 

3,908 

3,962 

4,002 

4,077 

4,638 

+10 

0 

Mail  order  houses  (department  store  mdse.).. 

1,014 

997 

997 

1,009 

994 

1,005 

1,023 

890 

911 

910 

930 

967 

1,027 

+15 

+2 

Apparel  group . 

1,206 

1,102 

1,086 

1,116 

1,098 

1,051 

1,005 

1,000 

1,007 

1,044 

1,083 

1,110 

1,325 

+1 

-4 

Women's  ready-to-wear  stores . 

508 

481 

502 

527 

512 

471 

440 

419 

422 

442 

464 

470 

575 

+5 

-7 

Furniture  and  appliance  group . 

2,520 

2,441 

2,355 

2,284 

2,339 

2,341 

2,380 

2,202 

2,251 

2,312 

2,323 

2,316 

2,523 

+8 

+2 

Furniture,  home  furnishings  stores . 

1,900 

1,828 

1,780 

1,744 

1,788 

1,796 

1,811 

1,696 

1,760 

1,781 

1,783 

1,778 

1,896 

+7 

+1 

Furniture  stores . 

1,705 

1,643 

1,606 

1,577 

1,625 

1,632 

1,641 

1,546 

1,606 

1,615 

1,601 

1,595 

1,708 

+6 

+1 

Household  appliance,  TV,  radio  stores . 

620 

613 

575 

540 

551 

545 

569 

506 

491 

531 

540 

538 

627 

+12 

+4 

Household  appliance  dealers . 

538 

534 

502 

473 

488 

484 

508 

446 

431 

438 

452 

460 

539 

+14 

+5 

Lumber,  building,  hardware,  farm  equip,  group2 

1,631 

1,621 

1,627 

1,758 

1,868 

1,975 

2,017 

1,965 

1,940 

1,948 

1,984 

1,824 

1,684 

+3 

+2 

Lumber  yards,  building  materials  dealers3... 

1,155 

1,137 

1,138 

1,225 

1,334 

1,396 

1,414 

1,356 

1,355 

1,365 

1,392 

1,301 

1,180 

+4 

+1 

Lumber  yards . 

824 

825 

811 

854 

941 

999 

1,022 

965 

960 

965 

985 

910 

829 

+6 

+2 

Automotive  group2 . 

1,493 

1,458 

1,487 

1,553 

1,605 

1,709 

1,734 

1,590 

1,614 

1,630 

1,539 

1,563 

1,602 

+9 

+1 

Passenger  car  dealers4 . 

1,012 

966 

981 

1,024 

1,038 

1,092 

1,082 

985 

1,031 

1,052 

992 

1,015 

1,044 

+10 

-1 

Passenger  car  dealers  (franchised) . 

939 

895 

920 

947 

965 

1,017 

1,006 

912 

956 

980 

919 

936 

972 

+10 

-1 

Tire,  battery,  accessory  dealers . 

430 

445 

465 

482 

521 

569 

594 

552 

528 

517 

497 

503 

510 

+8 

+4 

Gasoline  service  stations . 

441 

447 

467 

472 

493 

498 

501 

460 

461 

458 

460 

460 

443 

+9 

+1 

Other  retail  stores . 

2,334 

2,344 

2,404 

2,506 

2,597 

2,589 

2,531 

2,358 

2,279 

2,257 

2,249 

2,284 

2,383 

+7 

-2 

CHARCE  ACCOUNTS 

United  States,  total2 . 

7.703 

7,466 

7,435 

7,723 

7,996 

8,011 

7,924 

7,535 

7,502 

7,555 

7,584 

7,611 

8,025 

+5 

-1 

Durable -goods  stores,  total . 

3,500 

3,453 

3,421 

3,552 

3,740 

3,886 

3,943 

3,670 

3,653 

3,720 

3,706 

3,617 

3,644 

+7 

+1 

Nondurable-goods  stores,  total . 

4,203 

4,013 

4,014 

4,171 

4,256 

4,125 

3,981 

3,865 

3,849 

3,835 

3,878 

3,994 

4,381 

+3 

-3 

Food  group . 

343 

331 

337 

332 

334 

333 

340 

337 

353 

356 

344 

331 

353 

+1 

+2 

General  merchandise  group2 . 

1,130 

991 

935 

936 

969 

949 

919 

965 

956 

951 

972 

1,015 

1,240 

-5 

-3 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,044 

907 

849 

849 

864 

833 

804 

848 

846 

838 

867 

909 

1,145 

-5 

-3 

Department  stores . 

896 

772 

718 

710 

727 

694 

666 

718 

717 

697 

732 

764 

983 

-7 

Apparel  group . 

867 

787 

773 

807 

769 

737 

692 

702 

714 

748 

780 

810 

972 

-1 

-6 

Furniture  and  appliance  group . 

828 

810 

770 

739 

765 

768 

778 

716 

729 

767 

784 

788 

854 

+9 

+1 

Furniture,  home  furnishings  stores . 

607 

591 

572 

564 

589 

594 

595 

556 

579 

615 

621 

617 

625 

+7 

0 

Lumber,  building,  hardware,  farm  equip,  group2 

1,465 

1,466 

1,461 

1,584 

1,700 

1,803 

1,839 

1,770 

1,751 

1,741 

1,785 

1,652 

1,516 

+4 

+2 

Lumber  yards,  building  materials  dealers3... 

1,106 

1,089 

1,080 

1,165 

1,268 

1,329 

1,343 

1,297 

1,289 

1,290 

1,320 

1,250 

1,130 

+4 

+1 

Lumber  yards . 

793 

794 

779 

824 

910 

965 

985 

932 

921 

919 

942 

884 

801 

+6 

♦2 

Automotive  group . 

915 

888 

896 

940 

975 

1,002 

1,012 

891 

893 

921 

864 

880 

928 

+14 

+1 

Passenger  car  dealers  ( franchised ) . 

666 

633 

646 

670 

684 

710 

707 

613 

624 

652 

612 

642 

685 

+15 

0 

Gasoline  service  stations . 

429 

439 

458 

463 

484 

487 

491 

449 

451 

449 

450 

451 

433 

+9 

+1 

INSTALLMENT  ACCOUNTS 

United  States,  total2 . 

8.698 

8.382 

8.312 

8,325 

8,513 

8,697 

8,803 

7,928 

8,017 

8,134 

8,145 

8,202 

8,904 

+11 

+1 

Durable-goods  stores,  total . 

3,127 

3,021 

3,009 

2,968 

2,992 

3,142 

3,204 

3,021 

3,071 

3,113 

3,093 

3,029 

3,241 

+6 

♦2 

Nondurable -goods  stores,  total . 

5,571 

5,361 

5,303 

5,357 

5,521 

5,555 

5,599 

4,907 

4,946 

5,021 

5,052 

5,173 

5,663 

+14 

+1 

General  merchandise  group2 . 

5,164 

4,978 

4,920 

4,969 

5,082 

5,138 

5,183 

4,494 

4,565 

4,642 

4,668 

4,797 

5,238 

+15 

+1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

4,019 

3,853 

3,809 

3,826 

3,967 

3,990 

4,005 

3,517 

3,568 

3,632 

3,639 

3,695 

4,071 

+14 

0 

Department  stores . 

3,607 

3,452 

3,413 

3,422 

3,547 

3,572 

3,587 

3,144 

3,191 

3,265 

3,270 

3,313 

3,655 

♦14 

0 

Apparel  group . 

339 

315 

313 

309 

329 

314 

313 

298 

293 

296 

303 

300 

353 

+5 

0 

Furniture  and  appliance  group . 

1,692 

1,631 

1,585 

1,545 

1,574 

1,573 

1,602 

1,486 

1,522 

1,545 

1,539 

1,528 

1,669 

+8 

♦2 

Furniture,  heme  furnishings  stores . 

1,293 

1,237 

1,208 

1,180 

1,199 

1,202 

1,216 

1,140 

1,181 

1,166 

1,162 

1,161 

1,271 

♦7 

+1 

Household  appliance,  TV,  radio  stores . 

399 

394 

377 

365 

375 

371 

386 

345 

341 

379 

377 

367 

399 

+12 

+4 

Lumber,  building,  hardware,  farm  equip,  group. 

166 

155 

166 

174 

168 

172 

178 

195 

189 

207 

199 

172 

168 

-9 

♦3 

Automotive  group . 

578 

570 

591 

613 

630 

707 

722 

699 

721 

709 

675 

683 

674 

+3 

+2 

Tire,  battery,  accessory  dealers . 

243 

248 

264 

267 

284 

331 

352 

339 

325 

319 

303 

314 

322 

♦4 

♦6 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  cocnnercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-roonth  and 
year-to-year  percent  changes.  Sampling  variabilities  shown  in  table  22,  page  17. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

*  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 
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liable  12. —ESTIMATED  END-OF-MDNTH  ACCOUNTS  RECEIVABLE,  CHARCE  AND  INSTALLMENT,  FOR  ALL  RETAIL'  STORES :  UNITED  STATES,  BY  KIND  OF  BUSINESS— Continued 

(Millions  of  dollars ) 


Kind  of  business 

1965 

1964 

Percent 

change, 

July  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

1  June 

July1 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

July 

1964 

June 

1965 

Data  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

L6.038 

16,381 

L6.249 

16,272 

16,469 

16,681 

16,829 

15,596 

15,626 

15,854 

15,767 

15,731 

15,798 

+8 

+1 

Durable-goods  stores,  total . 

6,823 

6,907 

6,784 

6,734 

6,745 

6,918 

6,959 

6,511 

6,501 

6,678 

6,607 

6,528 

6,696 

+7 

+1 

Nondurable-goods  stores,  total . 

9,215 

9,474 

9,465 

9,538 

9,724 

9,763 

9,870 

9,085 

9,125 

9,176 

9,160 

9,203 

9,102 

+9 

+1 

Food  group . . . 

357 

352 

353 

355 

353 

347 

349 

349 

349 

355 

348 

342 

350 

0 

+1 

General  merchandise  group" . 

5,797 

6,026 

6,002 

6,026 

6,143 

6,259 

6,301 

5,666 

5,743 

5,764 

5,772 

5,794 

5,727 

+11 

+1 

Department  stores . 

4,085 

4,272 

4,250 

4,220 

4,359 

4,349 

4,373 

4,015 

4,074 

4,105 

4,099 

4,100 

4,088 

+9 

+1 

Mail  order  houses  (department  store  mdse.).. 

978 

1,020 

1,018 

1,033 

994 

1,033 

1,068 

922 

931 

920 

930 

934 

945 

+16 

+3 

Apparel  group . 

1,102 

1,110 

1,084 

1,109 

1,136 

1,095 

1,097 

1,118 

1,112 

1,086 

1,086 

1,099 

1,090 

-2 

0 

Vcmen's  ready-to-wear  stores . 

477 

490 

483 

503 

515 

493 

501 

481 

476 

460 

466 

466 

479 

+4 

+2 

Furniture  and  appliance  group . 

2,461 

2,443 

2,404 

2,338 

2,331 

2,346 

2,434 

2,266 

2,281 

2,340 

2,321 

2,300 

2,365 

+7 

+4 

Furniture,  heme  furnishings  stores . 

1,841 

1,829 

1,817 

1,789 

1,785 

1,813 

1,855 

1,754 

1,782 

1,787 

1,780 

1,769 

1,776 

+6 

+2 

Furniture  stores., . 

1,630 

1,640 

1,627 

1,622 

1,617 

1,634 

1,687 

1,592 

1,611 

1,633 

1,620 

1,618 

1,602 

+6 

+3 

Household  appliance,  TV,  radio  stores . 

620 

614 

587 

549 

546 

533 

579 

512 

499 

553 

541 

531 

589 

+13 

+9 

Household  appliance  dealers . 

541 

536 

505 

488 

484 

472 

506 

441 

438 

456 

457 

454 

509 

+15 

+7 

Lumber,  building,  hardware,  farm  equipment 

group2 . 

1,841 

1,870 

1,832 

1,837 

1,861 

1,925 

1,861 

1,806 

1,749 

1,789 

1,805 

1,757 

1,780 

+3 

-3 

Lumber  yards,  building  materials  dealers3... 

1,283 

1,301 

1,307 

1,285 

1,341 

1,397 

1,333 

1,267 

1,227 

1,256 

1,255 

1,207 

1,225 

+5 

-5 

Lumber  yards . 

923 

944 

946 

895 

941 

972 

948 

886 

863 

886 

900 

859 

865 

+7 

-2 

Automotive  group2 . 

1,546 

1,568 

1,554 

1,571 

1,583 

1,656 

1,680 

1,521 

1,590 

1,641 

1,501 

1,538 

1,566 

+10 

+1 

Passenger  car  dealers  (franchised) . 

965 

962 

955 

941 

952 

1,005 

992 

881 

959 

1,002 

885 

919 

942 

+13 

-1 

Tire,  battery,  accessory  dealers . 

453 

480 

494 

513 

520 

533 

548 

513 

504 

500 

498 

497 

504 

+7 

+3 

Gasoline  service  stations . 

455 

476 

475 

472 

481 

479 

498 

453 

450 

458 

448 

448 

467 

+10 

+4 

CHARGE  ACCOUNTS 

United  States,  total2 . 

7.776 

7.874 

7.794 

7.782 

7,850 

7,968 

7i  931 

7.576 

7.492 

7.593 

7.464 

7.462 

7.555 

+5 

0 

Durable-goods  stores,  t^tal . 

3,739 

3,837 

3,735 

3,677 

3,714 

3,810 

3,780 

3,529 

3,466 

3,577 

3,454 

3,468 

3,615 

+7 

-1 

Nondurable -goods  stores,  total . 

4,037 

4,037 

4,059 

4,105 

4,136 

4,158 

4,151 

4,047 

4,026 

4,016 

4,010 

3,994 

3,940 

+3 

0 

General  merchandise  group . 

1,007 

977 

982 

986 

978 

995 

1,001 

1,052 

1,047 

1,003 

1,023 

997 

973 

-5 

+1 

Department  stores . 

779 

760 

764 

763 

740 

741 

724 

793 

792 

746 

773 

747 

739 

-9 

_2 

Apparel  group . 

790 

802 

775 

801 

807 

780 

768 

799 

806 

778 

779 

783 

769 

-4 

-2 

Furniture  and  appliance  group . 

814 

824 

805 

749 

768 

766 

804 

754 

748 

785 

766 

767 

772 

+7 

+5 

Furniture,  heme  furnishings  stores . 

597 

609 

603 

566 

584 

599 

617 

587 

590 

610 

603 

605 

577 

+5 

+3 

Lumber,  building,  hardware,  farm  equipment 

group2 . 

1,670 

1,717 

1,677 

1,666 

1,680 

1,757 

1,689 

1,625 

1,570 

1,590 

1,599 

1,578 

1,603 

+4 

-4 

Lumber  yards,  building  materials  dealers3... 

1,240 

1,260 

1,253 

1,228 

1,276 

1,328 

1,259 

1,208 

1,161 

1,181 

1,184 

1,154 

1,175 

+4 

-5 

Lumber  yards . 

898 

919 

919 

871 

911 

934 

910 

853 

323 

839 

354 

830 

839 

+7 

-3 

Automotive  group . 

936 

948 

937 

950 

949 

976 

996 

865 

891 

936 

827 

864 

916 

+15 

+2 

Passenger  car  dealers  (franchised) . 

670 

666 

668 

660 

669 

702 

706 

605 

630 

676 

592 

630 

675 

+17 

+1 

Gasoline  service  stations . 

444 

465 

466 

462 

472 

468 

488 

443 

438 

449 

437 

440 

457 

+10 

+4 

INSTALLMENT  ACCOUNTS 

8.262 

8,507 

8,455 

8,490 

8,619 

8,713 

8,898 

8,020 

8,134 

8,261 

8,303 

8,269 

8,243 

+11 

+2 

3,084 

3,070 

3,049 

3,057 

3,031 

3,108 

3,179 

2,982 

3,035 

3,101 

3,153 

3,060 

3,081 

+7 

+2 

Nondurable-goods  stores,  total . 

5,178 

5,437 

5,406 

5,433 

5,588 

5,605 

5,719 

5,038 

5,099 

5,160 

5,150 

5,209 

5,162 

+14 

+2 

General  merchandise  group . 

4,790 

5,049 

5,020 

5,040 

5,165 

5,264 

5,300 

4,614 

4,696 

4,761 

4,749 

4,797 

4,753 

+15 

+1 

3,306 

3,512 

3,486 

3,457 

3,619 

3,608 

3,649 

3,221 

3,283 

3,359 

3,327 

3,353 

3,347 

+13 

+1 

312 

308 

309 

308 

329 

315 

329 

319 

306 

308 

307 

316 

321 

+3 

+4 

1,647 

1,619 

1,599 

1,589 

1,563 

1,58C 

1,630 

1,512 

1,533 

1,559 

1,561 

1,535 

1,585 

+8 

+3 

Furniture,  home  furnishings  stores . 

1,244 

1,220 

1,214 

1,223 

1,201 

1,214 

1,238 

1,167 

1,192 

1,177 

1,177 

1,164 

1,199 

+6 

+2 

Household  appliance,  TV,  radio  stores . 

403 

399 

385 

366 

362 

366 

392 

345 

341 

382 

384 

371 

386 

+14 

+7 

Automotive  group . 

610 

620 

617 

621 

634 

68C 

684 

656 

699 

703 

674 

674 

650 

+4 

+1 

Tire,  battery,  accessory  dealers . 

250 

259 

279 

281 

295 

313 

327 

319 

306 

307 

316 

312 

314 

+3 

+4 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and 
year-to-year  percent  changes.  Sampling  variabilities  shown  in  table  22,  page  17. 

1  Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2  U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

3  Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 


Table  13. —ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 
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Kind  of  business 

1965 

1964 

Percent 

change, 

July  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July1 

July 

1  Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

July 

1964 

June 

1965 

Data  NOT  ADJUSTED  for  seasonal  variations 

and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

6,362 

6,146 

6,081 

6,130 

6,302 

6,439 

6,490 

5,624 

5,667 

5.782 

5.881 

6.021 

6.651 

+15 

+1 

Durable-goods  stores,  total . 

1,197 

1,195 

1,211 

1,231 

1,248 

1,324 

1,366 

1,257 

1,257 

1,286 

1,302 

1,278 

1,290 

+9 

+3 

Nondurable-goods  stores,  total . 

5,165 

4,951 

4,870 

4,899 

5,054 

5,115 

5,124 

4,367 

4,410 

4,496 

4,579 

4,743 

5,361 

+17 

0 

General  merchandise  group . 

4,649 

4,461 

4,389 

4,424 

4,562 

4,631 

4,654 

3,930 

3,982 

4,051 

4,114 

4,273 

4,823 

+18 

0 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,845 

3,676 

3,619 

3,638 

3,788 

3,815 

3,822 

3,240 

3,290 

3,352 

3,402 

3,510 

3,994 

+18 

0 

Department  stores . 

3,451 

3,299 

3,248 

3,257 

3,400 

3,424 

3,430 

2,908 

2,948 

3,007 

3,052 

3,142 

3,585 

+18 

0 

Apparel  group . 

315 

291 

279 

287 

291 

283 

273 

260 

247 

251 

272 

278 

337 

+5 

-4 

Furniture  and  appliance  group . 

397 

395 

388 

386 

387 

397 

417 

364 

368 

377 

382 

381 

392 

+15 

+5 

Tire,  battery,  accessory  dealers . 

274 

276 

285 

305 

314 

357 

373 

345 

336 

337 

335 

337 

341 

+8 

+4 

CHARGE  ACCOUNTS 

United  States,  total . 

1,073 

998 

968 

972 

1,017 

1,026 

995 

991 

972 

981 

1,022 

1,021 

1,163 

0 

-3 

Durable-goods  stores,  total . 

298 

291 

277 

299 

310 

331 

330 

338 

335 

344 

346 

335 

313 

-2 

0 

Nondurable-goods  stores,  total . 

775 

707 

691 

673 

707 

695 

665 

653 

637 

637 

676 

686 

850 

+2 

-4 

General  m.  *chandise  group . 

432 

378 

362 

351 

380 

376 

361 

368 

350 

339 

365 

373 

497 

-2 

-4 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

394 

343 

324 

317 

331 

321 

307 

314 

301 

292 

317 

328 

455 

-2 

-4 

Department  stores . 

367 

318 

300 

289 

304 

293 

280 

285 

271 

267 

293 

303 

424 

_o 

-4 

Apparel  group . 

155 

142 

139 

144 

143 

136 

127 

125 

122 

120 

132 

134 

166 

+2 

-7 

Furniture  and  appliance  group . 

47 

47 

40 

41 

40 

41 

41 

42 

40 

45 

47 

43 

44 

-2 

0 

INSTALLMENT  ACCOUNTS 

United  State?,  total . 

5,289 

5,148 

5,113 

5,158 

5,285 

5,413 

5,495 

4,633 

4,695 

4,801 

4,859 

5,000 

5,488 

+19 

+2 

Durable-goods  stores,  total . 

899 

904 

934 

932 

938 

993 

1,036 

919 

922 

942 

956 

943 

977 

+13 

+4 

Nondurable-goods  stores,  total . 

4,390 

4,244 

4,179 

4,226 

4,347 

4,420 

4,459 

3,714 

3,773 

3,859 

3,903 

4,057 

4,511 

+20 

+1 

General  merchandise  group . 

4,217 

4,083 

4,027 

4,073 

4,182 

4,255 

4,293 

3,562 

3,632 

3,712 

3,749 

3,900 

4,326 

+21 

+1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,451 

3,333 

3,295 

3,321 

3,457 

3,494 

3,515 

2,926 

2,989 

3,060 

3,085 

3,182 

3,539 

+20 

+1 

Department  stores . 

3,084 

2,981 

2,948 

2,968 

3,096 

3,131 

3,150 

2,623 

2,677 

2,740 

2,759 

2,839 

3,161 

+20 

+1 

Apparel  group . 

160 

149 

140 

143 

148 

147 

146 

135 

125 

131 

140 

144 

171 

+8 

-1 

Furniture  and  appliance  group . 

350 

348 

348 

345 

347 

356 

376 

322 

328 

332 

335 

338 

348 

+17 

+6 

TOTAL  ACCOUNTS  RECEIVABLE 

Data 

ADJUSTED  for  seasonal 

variations  and 

holida, 

y  diffe 

rences 

United  States,  total . 

5.926 

6.236 

6.233 

6.267 

6.402 

6.552 

6.673 

5.799 

5.798 

5.889 

5.970 

5.995 

6.026 

+15 

Durable-goods  stores,  total . 

1,205 

1,242 

1,250 

1,268 

1,268 

1,323 

1,353 

1,238 

1,219 

1,254 

1,290 

1,257 

1,258 

♦9 

♦2 

Nondurable -goods  stores,  total . 

4,721 

4,994 

4,983 

4,999 

5,134 

5,229 

5,320 

4,561 

4,579 

4,635 

4,680 

4,738 

4,768 

+17 

+2 

General  merchandise  group . 

4,237 

4,433 

4,507 

4,526 

4,648 

4,751 

4,833 

4,105 

4,126 

4,165 

4,199 

4,264 

4,295 

+18 

♦2 

Department  stores . 

3,110 

3,332 

3,324 

3,313 

3,477 

3-514 

3,548 

3,033 

3,054 

3,105 

3,122 

3,167 

3,198 

♦17 

♦1 

Apparel  group . . 

286 

287 

277 

285 

297 

287 

289 

283 

273 

271 

282 

284 

274 

+2 

+1 

Furniture  and  appliance  group . 

394 

362 

387 

391 

391 

404 

423 

365 

372 

382 

381 

378 

374 

+16 

♦5 

Tire,  battery,  accessory  dealers . 

285 

291 

305 

320 

319 

340 

343 

323 

318 

322 

343 

337 

333 

+6 

♦1 

CHARGE  ACCOUNTS 

United  States,  total . 

1,015 

1,027 

1.012 

1,020 

1,028 

1,041 

1.032 

1,036 

1,000 

994 

1,022 

997 

1,013 

0 

-1 

Durable-goods  stores,  total . 

325 

333 

302 

311 

316 

327 

318 

324 

311 

321 

316 

316 

316 

-2 

-3 

Nondurable-goods  stores,  total . 

690 

694 

710 

709 

712 

714 

714 

712 

689 

673 

706 

681 

697 

0 

0 

General  merchandise  group . 

368 

366 

385 

387 

389 

396 

403 

418 

386 

354 

382 

364 

382 

-4 

♦2 

Department  stores . 

309 

306 

319 

321 

311 

316 

317 

327 

303 

284 

308 

295 

315 

-3 

0 

Apparel  group . 

140 

140 

139 

143 

146 

137 

131 

132 

139 

131 

136 

140 

132 

-1 

-4 

Furniture  and  appliance  group . . . 

51 

46 

41 

40 

42 

41 

41 

40 

41 

46 

45 

43 

41 

+2 

0 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4.911 

5,209 

5,221 

5,247 

5,374 

5,511 

5,641 

4,763 

4,798 

4,895 

4,948 

4,998 

5,013 

+18 

♦2 

Durable-goods  stores,  total . 

880 

909 

948 

957 

952 

996 

1,035 

914 

908 

933 

974 

941 

942 

♦13 

*4 

Nondurable -good s  stores,  total . 

4,031 

4,300 

4,273 

4,290 

4,422 

4,515 

4,606 

3,849 

3,890 

3,962 

3,974 

4,057 

4,071 

♦20 

♦2 

General  merchandise  group . 

3,869 

4,133 

4,122 

4,139 

4,259 

4,355 

4,430 

3,687 

3,740 

3,811 

3,818 

3,900 

3,911 

+20 

♦2 

Department  stores . 

2,801 

3,026 

3,005 

2,992 

3,166 

3,198 

3,231 

2,707 

2,751 

2,822 

2,815 

2 ',871 

2^881 

♦19 

♦1 

142 

333 

Furniture  and  appliance  group . 

343 

316 

346 

351 

349 

363 

382 

325 

331 

336 

336 

335 

♦18 

♦5 

♦5 

only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  lnllcated.  Amount,  transferred  to  coenerolal 
ther  fln“'clal  Institutions  during  a  specific  month  are  not  Included  In  these  totals  but  do  contribute  to  the  variations  In  the  month- to-month  arel 
ye^r-to-year  percent  changes.  Sampling  variabilities  are  shown  in  table  21,  page  16. 

1  Preliminary  estimates,  see  Explanatory  Materials,  page  21. 
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Table  14.—  ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month-to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable -goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1. 3-1.4 

1.3 

1.3-1 .4 

1.3 

0.2-0. 3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5.8-6 .3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6. 5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2 .4 

2.3 

2. 2-2 .4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0.5-1 .3 

0.8 

Restaurants,  oafeterias,  lunchrooms . 

3. 0-3 .2 

3.1 

2. 9-3. 2 

3.0 

0.5-1. 2 

0.9 

Drinking  olaces . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1 .4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(2) 

(Z) 

(z) 

(z) 

(Z) 

(z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men' g,  boys'  wear  stores . 

5.4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6. 3 

5.9 

5.0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0.8-1. 2 

1.1 

Women's  ready-to-wear  stores . 

3. 3-4. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1 .6 

1.5 

Shoe  stores . 

4. 2-4 .3 

4.2 

3. 8-4.0 

4.0 

0. 9-2.0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0^.3 

4.2 

3 .7-4 .0 

3.9 

1.6-2 .3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3.1-3 .4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9-4 .3 

4.1 

3. s^;. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5.0-5 .3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5.7 

5.1 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2.6-3 .0 

2.8 

2.6-3 .0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2.4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2. 9 

2.9 

2.4-2 .9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and 
trading  day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percent  change  in  sales,  the  ranges  of  sampling  error  are  based 
on  unadjusted  data  for  January  through  June  1960. 

(Z)  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shewn  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the 
previous  month.  (See  Explanatory  Material,  page  21.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  2 
months. 


Table  15.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  THE  SALES  OF  RETAIL  STORES  FOR  2  CONSECUTIVE  MONTHS: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

Fruit  stores,  vegetable  markets . 

1.4-6. 6 

3.7 

Fuel,  fuel  oil  dealers . 

1.2-3. 5 

2.8 

1.7-3 .4 

2.7 

1. 9-8.1 

3.1 

2. 0-3.0 

2.6 

1.6-5. 9 

4.6 

Men's,  boys'  clothing  stores . 

1. 8-3.1 

2.5 

Jewelry  stores . 

2. 6-3. 6 

3.2 

Men's,  boys'  furnishings  stores . 

3.0-5. 9 

3.6 

Florists . 

3.0-7 .8 

4.6 

Women's  apparel,  accessory,  specialty  stores . 

3.1-5. 9 

4.1 

Book  stores . 

2.2-10.3 

5.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

6.0 

4.8 

2. 2-4.2 

Paint,  glass,  wallpaper  stores . 

2.0-4 .8 

4.4 

Heating,  plumbing  equipment  dealers . 

5. 0-9. 5 

8.3 

Optical  goods  stores . 

1.4-6. 7 

3.1 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

Note:  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for 
the  previous  month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  22.  The  ranges  of  sampling 
error  shown  above  are  based  on  the  month- to-month  percent  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges  in  Tables  16-20 

Dollar  volume  sales  and  percent  change  from  the  same  month  a  year  ago1  Percent  change  over  2  consecutive  months2 

A  =  0  to  3.5*,  B  =  3.6  to  7.0*,  C  -  7.1  to  10.5*.  a  *  0  to  1.5*,  b  =  1.6  to  3.0*,  c  -  3.1  to  4.5*. 

1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling  variability  of  the  year-to-year  percent  change  for  2  or  more 
months  combined  have  not  been  computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for  the  previous  month.  Sampling  variability  based  on  final 

estimates  for  2  consecutive  months  is  somewhat  higher. _ 


Table  16 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  REGIONS  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Dollar  volume  estimates 

Percent  change  from  same 
month  a  year  ago 

Month-to-month  percent  change  over 

2  consecutive  months 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

c 

A 

c 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

B 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

B 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 

Table  17 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

P) 

B 

Nondurable -goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . . . 

B 

t1) 

A 

B 

(l) 

B 

B 

C 

B 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

B 

A 

A 

B 

B 

B 

B 

B 

General  merchandise  group . 

- 

A 

A 

B 

A 

B 

B 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

c 

B 

B 

C 

B 

C 

C 

C 

C 

Percent  change  from 

same  month 

year  ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

pi 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

t1) 

A 

A 

(l) 

B 

B 

B 

A 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

- 

A 

A 

A 

A 

B 

A 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

c 

B 

B 

C 

B 

C 

c 

C 

c 

Percent  change  over 

consecutive  months 

Total . 

b 

Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

— pj — 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

t1) 

a 

a 

t1) 

a 

b 

a 

a 

Eating  and  drinking  places . 

a 

a 

b 

b 

b 

c 

b 

b 

a 

GAF,  total . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

- 

a 

a 

a 

a 

b 

a 

a 

a 

Apparel  group . 

b 

a 

a 

b 

b 

a 

a 

c 

b 

Gasoline  service  stations . 

b 

a 

a 

b 

a 

a 

c 

b 

a 

Drug  and  proprietary  stores . 

b 

b 

a 

a 

b 

a 

c 

c 

a 

(x)  Estimates  for  food  store  sales  emitted  because  food  firms 
company  totals  only.  (See  page  19,  "Group  II  Organizations.") 


accounting  for  more  than  30*  of  food  store  sales  in  these  geographic  divisions  have  reported 
(2)  More  than  10.5  percent.  (3)  More  than  4.5  percent. 


Table  18. —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  SPi  ClFIil:  LARGE  .•.TAT:S 


State 

Dollar  volume 
sales  estimates 

_  Percent  change  from 
same  month  a  year  ago 

Percent  change  over 

2  consecutive  months 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

California . 

B 

B 

B 

B 

B 

B 

Florida . 

B 

B 

C 

B 

B 

C 

b 

b 

Illinois . 

B 

B 

B 

A 

B 

B 

Indiana . 

B 

_ 

C 

B 

B 

c 

b 

Massachusetts . 

B 

B 

C 

B 

B 

c 

b 

Michigan . 

B 

B 

B 

B 

B 

b 

Minnesota . 

B 

C 

_ 

B 

C 

B 

b 

Missouri . 

B 

_ 

_ 

B 

B 

B 

New  Jersey . 

B 

B 

_ 

B 

B 

B 

b 

New  York . 

B 

A 

A 

A 

A 

A 

North  Carolina . 

B 

C 

B 

C 

B 

b 

b 

B 

B 

C 

B 

B 

c 

Pennsylvania . 

B 

A 

A 

A 

A 

A 

Texas . 

B 

B 

B 

B 

B 

b 

Wisconsin . 

B 

C 

- 

B 

C 

B 

a 

a 

u 
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Table  19 . —ESTIMATED  RANCE  OF  SAMPLING  VARIABILITY  OF  RETAIL  SALES  FOR  2  CONSECUTIVE  MONTHS, 
BY  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS 


Area 

Percent  change  over  2 
consecutive  months 

Area 

- 1 - 

Percent  change  over  2 
consecutive  months 

Total 

Nondurable 

GAF 

Total 

Nondurable 

GAF 

Standard  Consolidated  Areas 

Detroit,  Mich . 

b 

a 

b 

Houston,  Tex . 

a 

a 

b 

b 

b 

b 

Minneapolis-St.  Paxil,  Minn . 

a 

a 

a 

Standard  Metropolitan  Statistical  Areas 

Newark,  N.J . 

b 

a 

b 

New  York,  N.Y . 

a 

a 

a 

Paterson- Cl if ton- Passaic,  N.J . 

b 

b 

a 

a 

b 

b 

b 

St.  Louis,  Mo.  Ill . 

b 

b 

a 

b 

Dallas,  Tex . 

a 

b 

Washington,  D . C . -Md . -Va . 

a 

a 

a 

Table  20.—  ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND 

STANDARD  CONSOLIDATED  AREAS 


Area 

Dollar  volume 
sales  estimates 

Percent  change  from  same 
month  a  year  ago 

Total 

Nondurable 

GAF 

Total 

Nondurable 

GAF 

Standard  Condolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

B 

B 

B 

B 

B 

New  York-Northeastern  New  Jersey . 

B 

A 

B 

B 

A 

B 

Standard  Metropolitan  Statistical  Areas 

Chicago,  HI . 

B 

B 

B 

B 

B 

B 

Detroit,  Mich . 

B 

C 

B 

B 

C 

B 

Los  Angeles-Long  Beach,  Calif . 

B 

A 

B 

B 

A 

B 

New  York,  N.Y . 

B 

A 

B 

B 

A 

B 

Philadelphia,  Pa. -N.J . 

B 

B 

B 

B 

B 

B 

Table  21.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percent 
change 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

0.2-0. 4 

0.3 

0. 2-0.4 

0.3 

(Z)-0.1 

0.1 

Durable-goods  stores,  total . 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

Nondurable -goods  stores,  total . 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

General  merchandise  group . 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.3-0. 4 

0.4 

0. 3-0.4 

0.4 

(Z)-0.1 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

Apparel  group . 

1.8-2. 2 

2.0 

1.8-1. 9 

1.9 

0.2-0. 5 

0.4 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0. 9-1.4 

1.0 

(Z)-O.l 

0.1 

Tire,  battery,  accessory  dealers . 

1. 2-1.5 

1.3 

1.0-1. 3 

1.2 

0. 1-0.5 

0.5 

CHARGE  ACCOUNTS 

United  States,  total . 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

Durable-goods  stores,  total . 

2.7-2. 8 

2.7 

2. 6-2. 7 

2.7 

0.5-0. 8 

0.6 

Nondurable-goods  stores,  total . 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0.3-0. 9 

0.3 

General  merchandise  group . 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.7-1. 1 

0.9 

(X) 

0.8 

(Z) -1.4 

(Z) 

Department  stores . 

0. 3-0.4 

0.4 

0. 3-0.5 

0.4 

(Z)-0.1 

(Z) 

Apparel  group . 

3. 7-4. 4 

4.0 

3.7-3. 8 

3.8 

0. 3-0.7 

0.7 

Furniture  and  appliance  group.... . 

3. 1-3.7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0. 3-0.4 

0.3 

0.3-0. 4 

0.3 

(Z)  -0.2 

,0.1 

Durable-goods  stares,  total . 

0. 9-1.4 

1.1 

0. 9-1.4 

1.1 

0.1-0. 2 

0.1 

Nondurable-goods  stores,  total . 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Zj-0.2 

0.1 

General  merchandise  group . 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(Z) 

Department  stores  and  dry  goods,  general  merchandise  stores . 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z) -0.3 

0.1 

Department  stores . 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(Z)  -0.1 

(Z) 

Apparel  group . . . 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(Z) -0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 

(Z) 

Table  22.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1.9-2. 1 

1.9 

0. 5-0.6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1. 5-1.9 

1.6 

0.6-0. 8 

0.6 

Food  group . 

4. 0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

Grocery  stores . 

3. 7-4. 6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2.2-6 .6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1. 7-2.4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Department  stores . 

1. 9-3.0 

2.1 

1. 7-3.0 

2.1 

0.2-1. 1 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . . 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . 

3. 2-3. 5 

3.4 

3. 2-3.6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4.0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Furniture  stores . 

4. 2-4. 6 

4.4 

4. 1-4. 6 

4.3 

0.6-1. 4 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5.4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4 .4 

4.3 

4. 0-4.4 

4.1 

0.8-1. 5 

0.9 

Lumber  yards . 

5. 1-5. 6 

5.3 

4.7-5. 3 

5.1 

0. 9-2.0 

1.1 

Automotive  group . 

3. 8-5.0 

4.3 

3. 7-5.0 

4.2 

1.1-1. 7 

1.3 

Passenger  car  dealers . 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1.5-2. 3 

1.7 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9.8 

6.7 

3. 7-8.6 

7.0 

0.8-1. 4 

1.0 

Gasoline  service  stations . 

4.4-5 .4 

4.7 

4. 1-5. 4 

4.3 

1.4-1. 9 

1.7 

Other  retail  stores . 

3.9-5 .6 

4.1 

3. 7-5.1 

4.0 

1. 1-5.0 

1.5 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2.6 

2.4 

2. 2-2.4 

2.4 

0.7-1. 1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3-3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

Food  group . 

4. 0-4. 6 

4.5 

4. 0-4. 4 

4.1 

1.0-2. 5 

1.6 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4. 4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4.7 

4.3 

3. 1-4. 6 

4.3 

0.6-1. 2 

0.9 

Department  stores . 

3. 0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

Apparel  group . 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

2.2 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4.7-5. 1 

5.0 

1. 8-2.6 

2.3 

5. 8-6. 5 

6.0 

5.6-6. 3 

5.8 

2. 1-3.6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3. 6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Lumber  yards . 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0.9-2. 1 

1.3 

Automotive  group . 

4. 4-6.1 

4.9 

3. 9-5. 4 

5.1 

1. 5-3.1 

2.2 

Passenger  car  dealers  ( franchised ) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4.7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0. 6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3.4 

2.7 

0.7-1. 7 

0.8 

Nondurable-goods  stores,  total . 

1.6-2. 1 

1.6 

1.4-2. 1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

1.7-2. 8 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

0.5 

Apparel  group . . . . . 

6. 4-7. 8 

7.2 

5.6-7. 3 

7.2 

1. 3-3.0 

2.0 

Furniture  and  appliance  group . 

3. 9-4. 4 

4.1 

3. 9-5. 4 

3.9 

0.7-3. 1 

1.1 

Furniture,  heme  furnishings  stores . 

4.7-5 .4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4.4-6 .0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7.6-9. 3 

8.9 

8.0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . . 

5. 5-7.0 

6.1 

5. 7-6. 5 

6.0 

1.0-2. 3 

1.6 

Tire,  battery,  accessory  dealers . 

3. 7-4.1 

3.9 

3.7-3. 9 

3.8 

0.9-1. 5 

1.1 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and 
January  through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month- to- month  percent  changes:  tov,  June  and  December 
1959  and  January  through  April  1960. 

(Z)  Sampling  variability  is  less  than  0.1  percent. 

Sampling  errors  shcvn  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory 
Material,  page  21.)  This  month- to- month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estinates  for  the  2  months. 
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EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of 
sales  of  retail  stores  in  the  United  States  by  kind 
of  business  and  geographic  area — regions,  divisions, 
selected  States,  and  standard  metropolitan  statis¬ 
tical  areas  (SMSA) — and  (2)  provide  national  esti¬ 
mates  of  accounts  receivable  balances  of  retail 
stores,  by  kind  of  business .  The  retail  sales  and 
accounts  receivable  estimates  in  this  report  are  de¬ 
veloped  as  a  direct  measure  from  a  sample  represent¬ 
ing  all  sizes  of  stores,  firms  or  organizations,  and 
kinds  of  retail  business  throughout  the  country. 
The  sample  has  been  designed  so  that  estimates  can 
be  evaluated  in  terms  of  their  sailing  errors. 

The  first  publication  in  this  series  was  the  Monthly 
Retail  Trade  Report  for  March  1952,  which  contained 
sales  estimates  of  retail  stores  for  15  months  be¬ 
ginning  with  January  1951,  the  initial  month  for 
which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage 
change  in  the  data  for  the  first  12  months  of  tran¬ 
sition  were  subject  to  a  considerably  higher  sampling 
error  than  would  usually  be  expected.  Other  changes 
have  been  made  since  May  1953  (the  most  recent  of 
which  was  January  1961,  which  incorporated  informa¬ 
tion  derived  from  the  1958  Census  of  Business),  but 
these  changes  have  had  a  much  smaller  effect  on  con¬ 
tinuity  of  the  data  (see  Monthly  Retail  Trade  Reports 
for  July  1953,  December  1958,  and  January  1961,  for 
descriptions  of  sample  changes).  Monthly  sales  data 
for  geographic  areas  were  introduced  effective  with 
April  1962.  Beginning  with  June  1960,  statistics  on 
accounts  receivable  balances  of  retail  stores  were 
incorporated  into  the  report,  including  monthly  data 
from  January  1959 .  Monthly  data  for  periods  prior 
to  January  1959  are  not  available. 

Sales 

Total  receipts  from  customers  after  deductions  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales 
data . 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in 
retail  trade .  They  do  not  include  sales  at  retail 
by  manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade . 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 


against  which  the  firm  may  have  borrowed  aie  included . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
credit  cards  used  by  other  organizations,  such  as 
oil  companies,  Central  Charge  Service,  Diners'  Club, 
etc . 

Charge  account  receivables  are  receivables  out¬ 
standing  for  which  full  payment  was  scheduled  to  be 
made  at  the  end  of  the  customary  billing  period . 

Installment  account  receivables  are  receivables 
outstanding  for  which  payment  was  scheduled  to  be 
paid  in  two  or  more  parts. 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  from  which  the  dollar  volume  sales  esti¬ 
mates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which 
in  the  1958  Census  of  Business  were  reported  as 
operating  11  or  more  retail  stores  in  the  United 
States,  are  included  in  the  sample  regardless  of 
location  in  the  United  States . 

B.  Group  I  stores;  i.e.,  all  remaining  retail 
stores  in  the  sample,  are  included  on  the  following 
basis: 

1.  Retail  stores  with  1954  sales  volume,  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States.  (These 
stores  are  called  "National  List  Stores.") 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  243  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  2  or  3  counties 
were  chosen  at  random  (l  from  each  of  the  243 
primary  strata)  with  known  probability  of  se¬ 
lection.  The  sample  within  these  areas  consists 
of  (a)  "Large"  stores  (all  stores  located  any¬ 
where  in  the  Census  sample  areas  which  meet  cer¬ 
tain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments)  se¬ 
lected  at  random,  with  known  probability  of  se¬ 
lection,  within  Census  sample  areas.  Certain  of 
these  stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area  seg¬ 
ments  each  month  by  Bureau  of  the  Census  field 
interviewers  makes  it  possible  to  account  for 
new  stores,  regardless  of  size,  which  have  come 
into  existance  subsequent  to  the  establishment 
of  the  sample. 
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The  following  criteria  were  used  to  select  the 
various  components  of  this  sample. 

Group  II  Organizations 

As  indicated  above,  Group  II  organizations  (those 
which  operated  11  or  more  retail  stores  in  1958)  are 
taken  into  the  sample  with  certainty  and  report 
monthly  the  combined  sales  of  all  their  retail  stores 
in  the  United  States.  For  those  Group  II  firms  with 
retail  stores  in  more  than  1  kind  of  business,  the 
reported  figures  are  prorated  among  the  different 
kinds  of  business  on  the  basis  of  the  percentage  dis¬ 
tribution  of  the  firm's  total  sales  by  kind  of  busi¬ 
ness  as  reported  in  the  1958  Census  of  Business . 

For  purposes  of  developing  the  geographic  area 
estimates  published  in  this  report,  Group  II  organi¬ 
zations  are  also  requested  to  report  separately  for 
a  sample  of  their  establishments  or  by  county.  Those 
Group  II  firms  reporting  separate  establishment  fig¬ 
ures  are  included  on  the  following  basis:  1.  Firms 
with  September  1961  sales  of  approximately  $10  mil¬ 
lion  or  more  are  canvassed  each  month  for  sales  data 
for  1  or  more  of  their  establishments;  2.  Firms 
with  sales  below  this  amount  are  sampled,  with  se¬ 
lection  proportionate  to  their  sales  size,  and  can¬ 
vassed  for  selected  month(s)  of  the  year.  For  both 
types  of  firms,  the  specific  establishments  for  which 
sales  data  are  tabulated  are  selected  in  the  follow¬ 
ing  manner: 

A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month. 
For  general  merchandise,  apparel  and  furniture  and 
appliance  stores  located  in  the  20  largest  standard 
metropolitan  statistical  areas,  the  criterion  was 
lowered  to  $215,000  in  some  areas  and  to  $425,000 
in  others . 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled  with  selection  proportionate  to  rela¬ 
tive  sales  size, for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the 
year  report  newly  acquired  stores  each  month, 
whether  newly  constructed  or  purchased  from  others. 
Firms  canvassed  for  only  selected  month(s)  report 
newly  acquired  stores  once  each  year.  Data  for  all 
such  newly  acquired  stores  are  included  in  the 
statistics  forthe  month  in  which  they  are  initially 
reported.  For  subsequent  months,  they  are  sampled 
on  the  basis  of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.S.  food  store  sales,  have  been  distributed  by  ge¬ 
ographic  area  in  accordance  with  the  distribution  of 
their  sales  as  reported  in  the  most  recent  Annual 
Retail  Trade  Survey.  Data  for  a  few  firms  are  dis¬ 
tributed  geographically  based  on  their  sales  dis¬ 
tribution  in  the  1958  Census  of  Business.  The  few 
firms  in  other  kinds  of  business  which  report  only 
national  organizational  sales  totals  represent  less 
than  2  percent  of  total  U.S.  retail  sales,  exclusive 
of  food  store  sales  and  for  no  separate  kind-of- 
business  category  for  which  geographic  area  data  are 


shown  in  this  report  do  they  account  for  as  much  as 
5  percent  of  the  national  total.  Data  for  these 
firms,  as  in  the  case  of  food  firms  which  report  only 
national  totals,  are  distributed  by  geographic  area 
in  accordance  with  the  geographic  breakdown  reported 
in  the  most  recent  Annual  Retail  Trade  Survey. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores. 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  retail 
stores  at  the  time  of  the  1958  Census  of  Business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business) .  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more.  All  National 
List  Stores  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known  de¬ 
partment  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from  ap¬ 
proximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas .  Large  Group  I  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

Special  Area  Segment  Stores  are  Group  I  establish¬ 
ments  (not  on  1  of  the  above  lists)  located  in  area 
segments  whose  dollar  volume  of  sales  in  1954  (or  a 
comparable  amount  at  a  later  date)  exceeded  a  certain 
amount  (either  $150,000,  $225,000  or  $300,000)  de¬ 
pending  on  kind  of  business.  Special  Area  Segment 
Stores  report  monthly  by  mail. 

Special  Rules  for  GAF  Group  I  Stores 

In  order  to  permit  publication  of  sales  data  for 
general  merchandise,  apparel,  furniture  and  appli¬ 
ance  stores  in  the  20  largest  SMSA's,  the  sales  cri¬ 
teria  for  these  kinds  of  business  were  reduced  and 
the  "large"  store  panel  was  supplemented  cnthe  basis 
of  information  reported  for  the  1958  Census  of  Busi¬ 
ness.  Large  new  GAF  establishments  in  these  areas 
are  identified  and  are  added  'to  the  "large"  store 
panel  or  to  the  Special  Area  Segment  Stores  panel. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments .  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  2  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled 
on  the  basis  of  their  accounts  receivables  as  of 
December  31,  1957,  as  reported  in  the  1957  Annual 
Retail  Trade  Survey. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed" 
panel  which  is  canvassed  monthly  for  accounts 
receivable  data.  These  criteria  vary  by  Census 
Sample  Area  and  by  sample  component,  with  one 
set  of  criteria  established  for  the  Special  Area 
Segment  Stores  and  another  for  the  other  sample 
components . 

2.  Those  with  total  receivables  below  these 
criteria  were  divided  into  12  "rotating"  panels. 
Such  panels  report  for  only  2  sucessive  months 
each  year,  depending  upon  the  "rotating"  panel  to 
which  they  are  assigned.  For  example,  the  Janu¬ 
ary  panel  is  canvassed  for  end-of -month  January 
and  February  receivables,  the  February  panel  for 
February  and  March  receivables,  etc. 

B.  Group  II  firms  added  in  the  panel  revision  of 
January  1961  were  subsampled  on  the  basis  of  their 
accounts  receivable  as  of  November  30,  1960.  Group 
I  general  merchandise,  apparel,  furniture  and  ap¬ 
pliance  stores  added  to  the  panel  as  a  result  of 
the  supplementation  in  these  standard  metropolitan 
statistical  areas  are  assigned  to  the  "fixed"  panel 
if  they  sell  on  credit  and  to  the  "rotating"  panel 
if  they  do  not  sell  on  credit. 

C.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the 
month  that  they  are  enumerated  for  sales  figures. 
For  both  sales  and  receivables  data,  these  estab¬ 
lishments  are  also  canvassed  for  figures  for  the 
previous  month,  thus  providing  data  for  2  consecu¬ 
tive  months  each  year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin,  should 
take  into  account  the  following  differences: 

A.  The  Federal  Reserve  Board  series  is  limited  to 
amounts  owed  by  consumers  only.  The  Board  subtracts 
from,  credit  held  by  retailers  amounts  estimated  to 
reflect  nonconsumer  credit,  e.g.,  credit  outstand¬ 
ing  on  sales  by  retail  stores  made  to  contractors 
or  other  businesses.  Conversely,  an  amount  is 
added  which  represents  an  estimate  of  credit  out¬ 
standing  on  sales  to  consumers  by  wholesale  estab¬ 
lishments  . 


B.  The  Federal  Reserve  Board  compiles  retail  cre¬ 
dit  statistics  independently  of  the  Census  Bureau 
for  department  stores,  mail  order  houses, furniture 
and  home  furnishings  stores,  and  household  appliance 
dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results . 

C.  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business  in 
which  the  organization  is  engaged.  The  Census 
Bureau  distributes  accounts  receivable  data  reported 
by  these  organizations  among  the  various  kinds  of 
business  in  which  they  were  engaged  as  reported  in 
the  1958  Census  of  Business.  (See  "Detailed  De¬ 
scription  of  Sources  and  Methods  Used  in  Revision 
of  Short-  and  Intermediate-Term  Consumer  Credit 
Statistics,  April  1953,  Board  of  Governors  of  the 
Federal  Reserve  System,"  and  the  Census  Bureau's 
"Description  of  the  Sample  for  the  Monthly  Retail 
Trade  Report,  Revised".) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale,  and  receipts  from  services),  and 
are  not  limited  to  sales  of  the  major  product  or 
products.  Similarly,  the  accounts  receivable  esti¬ 
mates  include  amounts  owed  to  the  retail  stores  on 
all  sales  made  oncredit  at  the  establishment  includ¬ 
ing  sales  at  wholesale  and  receipts  of  services . 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group;  the 
lumber,  building  materials,  hardware,  farm  equipment 
group  and  the  automotive  group.  Also  included  in  the 
durable-goods  category  are  jewelry  stores;  book 
stores;  sporting  goods  stores;  bicycle  shops;  second¬ 
hand  stores;  luggage  and  leather  goods  stores;  gift, 
novelty,  souvenir  shops;  typewriter  stores;  optioal 
goods  stores;  music  stores;  camera,  photographic 
supply  stores;  and  miscellaneous  retail  stores  not 
elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  sta¬ 
tions.  Also  included  in  the  nondurable-goods  cate¬ 
gory  are  liquor  stores;  drug  and  proprietary  stores; 
fuel,  fUel  oil  dealers;  florists;  hay,  grain,  feed 
stores;  farm  and  garden  supply  stores;  stationery 
stores;  newsstands  and  news  dealers;  cigar  stores; 
and  ice  dealers . 
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Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  cn  a  probabil¬ 
ity  sample  and  therefore  the  sampling  variability  of 
these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  In  tables  13  through 
21.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates,  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  1-sigma  level,  the  chances  are  that 
2  out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  expected  value  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu¬ 
meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample . )  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  expected 
value  approximately  19  out  of  20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  table 
13  is  1.3  percent  (or  .013).  Multiplying  $4,698  mil¬ 
lion  by  .013,  we  obtain  $61  million.  The  chances  are 
2  out  of  3  that  the  expected  value  is  between  $4,637 
and  $4,759  million  (i.e.,  $4,698  million  plus  and 
minus  $61  million)  and  the  chances  are  19  out  of  20 
that  the  expected  value  lies  between  $4,576  and 
$4,820  million  (i.e.,  $4,698  million  plus  and  minus 
$122  million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3  percent.  This  percentage 
change  is  equivalent  to  a  month-to-month  ratio  of  .97. 
The  median  sampling  variability  for  this  statistic, 
shown  in  table  13,  is  0.9  percent  (or  .009).  The 
result  of  multiplying  .97  by  .009  is  .009.  The 
probability  is  2  out  of  3  that  the  expected  ratio  is 
contained  in  the  range  .961  to  .979,  while  there  is 
a  probability  of  19  out  of  20  that  the  expected  ratio 
is  contained  in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  pos¬ 
sibly  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size. 

It  is  also  to  be  noted  that  measures  of  sampling 
variability  shown  in  this  report  do  not  include  biases 
which  might  arise  from  such  sources  as  nonreporting 
or  response  errors.  Nonresponse  for  the  national 
estimates  for  all  kinds  of  business  combined  amounts 
to  about  6  percent  for  sales  and  11  percent  for  ac¬ 
counts  receivable. 


Preliminary  versus  Final  Volume  Estimates 

I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  2  consecutive 
months,  with  a  different  group  of  area  segments  enu¬ 
merated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  (current  month),  and  one 
for  January  (previous  month)  and  in  April,  a  differ¬ 
ent  group  of  retail  establishments  report  a  sales 
figure  for  March  (current  month),  and  one  for  Feb¬ 
ruary  (previous  month) .  Hence,  1  month  later  ad¬ 
ditional  data  for  the  "small"  Group  I  stores  are 
available  for  the  previous  month;  e.g.,  in  the  fore¬ 
going  example,  sales  figures  for  February  are  avail¬ 
able  from  retail  establishments  located  within  2 
different  groups  of  land  segments  (once  as  the  current 
month,  and  once  as  the  previous  month) . 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  are  labelled 
preliminary,  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  final  estimates.  The 
new  month's  sales  data  for  Group  II  stores  shown  in 
table  3  are  always  final  since  the  same  firms  are 
requested  to  report  each  month.  As  the  preliminary 
figures  are  derived  from  reports  for  the  month  enu¬ 
merated  as  a  current  month,  they  in  fact  correspond 
to  the  dollar  volume  estimates  which  prior  to  Jan¬ 
uary  1960  regularly  have  been  carried  in  the  Monthly 
Retail  Trade  Report.  In  the  Monthly  Retail  Trade  Re¬ 
port  for  the  next  month  after  the  one  in  which  the 
preliminary  estimates  are  issued,  these  preliminary 
estimates  are  replaced  by  revised  or  final  estimates 
which  are  based  on  reports  for  the  month  enumerated 
both  as  a  current  and  as  a  previous  month.  The  use 
of  both  current  and  previous  month  samples  results 
in  a  generally  lower  sampling  variability  of  the 
estimates  than  would  be  expected  from  use  of  only  a 
current  month  sample. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of-business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  1.1  percent  for  eating  and  drinking  places. 

A  more  detailed  and  technical  description  of  the  de¬ 
velopment  of  these  estimates  may  be  obtained  upon 
request  to  the  Bureau  of  the  Census.  A  description 
of  the  sample  as  constituted  in  October  1955,  esti¬ 
mating  procedure  used  and  additional  information  on 
the  reliability  of  the  estimates  is  available  in  a 
pamphlet  entitled  "Description  of  the  Sample  for  the 
Monthly  Retail  Trade  Report." 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
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Group  II  firms  shown  in  table  12,  are  labelled  pre¬ 
liminary  to  be  replaced  in  the  next  issue  of  the  Mon¬ 
thly  Retail  Trade  Report  by  final  estimates.  Over 
the  last  full  calendar  year,  the  average  change  in 
total  accounts  receivable  balances  from  the  prelim¬ 
inary  to  the  final  estimates  was  .5  percent  for  all 
retail  stares  combined.  For  individual  kinds-of-busi- 
ness  groups,  revisions  have  been  greater,  ranging 
on  the  average  from  .9  percent  for  the  general  mer¬ 
chandise  group  to  2.2  percent  for  the  food  group  (the 
eating  and  drinking  group,  relatively  unimportant  in 
accounts  receivable  balances,  averaged  3.7  percent). 
Unlike  the  new  month's  sales  data  for  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  are  not  final  since  the  same  firms  are  not 
requested  to  report  each  month;  i.e.,  a  portion  of 
the  Group  II  accounts  receivable  estimates  is  derived 
from  rotating  panels  ( see  Nature  of  the  Sample  above ) . 

Percentage  Changes  in  Sales  (Table  2) 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  estimates 
in  table  1.  Because  the  sampling  variability  of  dol¬ 
lar  estimates  for  those  kinds  of  business  with  an 
asterisk  is  relatively  large,  such  estimates  are  not 
published;  however,  the  percentage  changes  which  are 
derived  from  such  estimates  have  a  smaller  sampling 
variability  than  the  estimates  themselves  and  are 
shown  in  table  2. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores  (Tables  3  and  127 

Separate  data  are  presented  in  tables  3  and  12  for 
stores  of  organizations  which,  in  the  1958  Census  of 
Business,  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (table  12)  are  subject  to  sampling  variability 
(see  table  20 )  since  a  portion  of  such  estimates  are 
derived  from  a  sample;  i.e.,  rotating  panels  (see 
Nature  of  the  Sample  above). 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores  (Table  4~7 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by  sum¬ 
ming  the  sales  of  Group  II  stores  ( see  above )  and  the 
weighted  sales  of  Group  I  retail  stores  operated  by 
organizations  which  have  4  to  10  retail  stores. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  and  geographic 
areas  not  separately  shown  in  this  report,  are  pro¬ 
duced  as  a  byproduct  of  the  regularly  published  sta¬ 
tistics.  These  additional  data  have  not  been  in¬ 
cluded  in  this  publication  basically  because  their 
sampling  variability  is  so  high  relative  to  the 


changes  from  month  to  month,  or  between  other  periods, 
that  might  be  anticipated  actually  to  occur,  as  to 
make  them  potentially  misleading.  The  Bureau  of  the 
Census,  on  request,  will  release  such  figures  for 
individual  use,  though  not  for  publication.  For  ex¬ 
ample,  unpublished  geographic  area  data  identified 
in  this  report  as  subject  to  sampling  variability  of 
"C"  or  "c"  magnitude  are  available  on  request.  Se¬ 
lected  additional  data,  providing  greater  detail  by 
geographic  area  and  by  kind  of  business,  may  be  de¬ 
veloped  on  a  reimbursable  basis .  It  should  be  noted 
that  in  some  cases  unpublished  figures  can  be  derived 
directly  from  this  report  by  subtracting  published 
data  from  their  respective  totals.  However,  in  these 
cases,  the  figures  obtained  by  such  subtraction  would 
be  subject  to  the  high  sampling  variability  described 
above  for  unpublished  kinds  of  business  and  their  use 
would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties;  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of -business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  U.S.  population  and  such  tabulations 
should  be  limited  to  statistics  for  all  kinds  of 
business  combined  and  for  large  and  statistically 
reliable  combinations  of  kind-of -business  categories, 
such  as  the  GAR  combination. 

Data  Adjusted  for  Seasonal  Variations  and 

Trading  Day  Differences 

The  national  data  in  this  publication  have  been 
ad justed  on  the  basis  of  adjustment  factors  developed 
from  the  X-9  versionaf  the  Census  Method  II  seasonal 
adjustment  program.  The  new  trading  day  factors 
used  for  adjusting  the  national  sales  estimates  were 
developed  in  accordance  with  the  method  described  in 
Seasonal  Adjustment  on  Electronic  Computers,  the 

"Measurement  of  Calendar  Variation,"  pp.  343-360, 
Organization  for  Economic  Cooperation  and  Development, 
Paris,  1961.  Details  concerning  the  new  seasonal  and 
trading  day  factors  may  be  obtained  from  the  Chief, 
Economic  Research  and  Analysis  Division,  Bureau  of 
the  Census,  Washington,  D.C.,  20233. 

Tables  22-23,  pp.  23-24  present,  by  kind  of  busi¬ 
ness,  the  combined  seasonal  and  trading  day  adjust¬ 
ment  factors  for  the  sales  estimates  and  seasonal 
adjustment  factors  for  end-of -month  accounts  receiv¬ 
able  that  are  vised  in  adjusting  data.  The  factors 
shown  for  data  at  the  kind -of -bus in ess  group  and 
total  levels  are  approximations  and  may  show  small 
differences  from  the  published  data.  Summary  mea¬ 
sures  of  the  seasonal,  cyclical,  and  irregular  com¬ 
ponents  of  the  data  by  kind  of  business  groups  and 
totals  are  presented  in  tables  24-25,  pp.  25-26. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjusted 
data. 


Table  23.—  COMBINED  SEASONAL,  TRADING  DAY,  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  SALES  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  RETAIL  STORES— JANUARY  1964— DECEMBER  1965 
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Table  24. --COMBINED  SEASONAL  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II 
STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS:  JANUARY  196 5 -DECEMBER  1965 


1965 


Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

TOTAL  ACCOUNTS  RECEIVABLE 

All 

Stores 

United  States,  total . 

101.9 

96.7 

96.8 

98.7 

100.3 

100.2 

99.5 

99.6 

99.4 

99.8 

99.9 

106.6 

Durable-goods  stores,  total . 

97.1 

93.8 

94.8 

96.8 

99.8 

101.6 

102.9 

103.5 

102.5 

103.1 

100.7 

103.1 

Nondurable -goods  stores,  total . 

105.9 

99.0 

98.5 

100.1 

100.8 

99.1 

97.0 

96.9 

96.6 

97.5 

99.3 

109.6 

Food  group . 

98.7 

97.0 

98.1 

95.8 

98.2 

99.1 

101.1 

105.2 

104.4 

101.9 

98.8 

102.2 

General  merchandise  group . 

108.7 

99.2 

97.4 

97.8 

98.5 

97.1 

96.8 

96.3 

97.3 

97.9 

100.2 

112.4 

Department  stores . 

110.5 

99.1 

97.0 

97.5 

98.1 

97.7 

96.9 

97.0 

97.2 

98.5 

99.9 

113.8 

Mail  order  houses  (department  store  merchandise) . 

103.7 

97.7 

97.9 

97.7 

100.0 

97.3 

95.8 

96.9 

96.2 

97.7 

100.8 

109.1 

Apparel  group . 

109.5 

99.2 

100.2 

100.7 

96.6 

95.9 

91.5 

91.9 

95.9 

99.4 

100.7 

121.4 

Women's  ready-to-wear  stores . 

106.6 

98.2 

103.9 

104.8 

99.5 

95.5 

87.8 

89.7 

95.3 

99.4 

99.8 

120.6 

Furniture  and  appliance  group . 

102.6 

100.2 

98.3 

97.4 

100.2 

99.8 

98.2 

99.2 

99.6 

99.7 

99.2 

107.8 

Furniture,  home  furnishings  stores . 

103.2 

100.1 

98.1 

97.5 

100.1 

99.1 

97.6 

99.6 

102.2 

101.9 

98.9 

106.8 

Furniture  stores . 

104.6 

100.2 

98.7 

97.2 

100.5 

99.9 

97.3 

101.4 

100.4 

99.6 

98.7 

106.5 

Household  appliance,  TV,  radio  stores . 

100.0 

99.9 

97.9 

98.3 

101.0 

102.3 

98.2 

97.4 

96.7 

97.9 

101.6 

109.1 

Household  appliance  dealers . 

99.4 

99.7 

99.4 

96.9 

100.8 

102.6 

100.3 

96.4 

94.4 

95.9 

101.4 

108.5 

Lumber,  building,  hardware,  farm  equipment  group . 

88.6 

86.7 

88.8 

95.7 

100.4 

102.6 

108.4 

109.5 

108.9 

110.5 

102.3 

94.0 

Lumber  yards,  building  materials  dealers . 

90.0 

87.4 

87.1 

95.3 

99.5 

99.9 

106.1 

108.9 

109.3 

111.5 

105.7 

94.9 

Lumber  yards . 

89.3 

87.4 

85.7 

95.4 

100.0 

102.8 

107.8 

109.5 

109.2 

110.9 

104.2 

94.2 

Automotive  group . 

96.5 

92.9 

95.7 

98.8 

101.2 

103.2 

103.7 

102.5 

99.5 

100.7 

101.5 

103.3 

Passenger  car  dealers  (franchised) . 

97.3 

93.0 

96.3 

100.6 

101.4 

101.2 

101.4 

101.4 

97.9 

101.9 

101.6 

"  104.4 

Tire,  battery,  accessory  dealers . 

95.0 

92.8 

94.2 

94.0 

100.2 

106.7 

108.4 

104.2 

102.6 

98.7 

101.4 

102.3 

Gasoline  service  stations . . . 

96.9 

94.0 

98.4 

100.1 

102.6 

104.0 

100.6 

101.4 

100.2 

101.8 

101.6 

96.0 

CHARGE  ACCOUNTS 

United  States,  total . 

99.0 

94.9 

95.4 

99.2 

101.8 

100.6 

99.8 

100.2 

99.9 

101.1 

101.0 

105.8 

Durable-goods  stores,  total . 

93.6 

90.0 

91.6 

96.6 

100.7 

102.0 

104.3 

104.9 

104.0 

106.3 

102.7 

101.1 

Nondurable -goods  stores,  total . 

104.1 

99.4 

98.9 

101.6 

102.9 

99.2 

95.9 

96.1 

95.2 

96.3 

99.3 

109.8 

General  merchandise  group . 

112.3 

101.4 

95.2 

94.9 

99.1 

95.4 

91.8 

93.2 

94.0 

95.6 

101.2 

126.2 

Department  stores . 

115.1 

101.6 

94.0 

93.0 

98.3 

93.7 

92.0 

91.7 

91.7 

94.6 

100.8 

131.2 

Apparel  group . 

109.8 

98.1 

99.7 

100.8 

95.3 

94.5 

90.1 

91.1 

96.2 

100.3 

103.2 

125.6 

Furniture  and  appliance  group . 

102.1 

98.8 

96.6 

97.8 

99.4 

100.2 

97.8 

99.1 

99.9 

102.5 

103.0 

108.5 

Furniture,  home  furnishings  stores . 

101.7 

97.1 

94.8 

99.7 

100.8 

99.2 

96.4 

99.7 

102.7 

104.1 

102.6 

108.3 

Lumber,  building,  hardware,  farm  equipment  group . 

87.7 

85.4 

87.1 

95.1 

101.2 

102.6 

108.9 

110.3 

109.3 

111.8 

103.3 

93.7 

Lumber  yards,  building  materials  dealers . 

89.2 

86.4 

86.2 

94.9 

99.4 

100.1 

106.7 

109.0 

109.3 

111.6 

106.2 

94.9 

Lumber  yards . 

88.3 

86.4 

84.8 

94.6 

99.9 

103.3 

108.2 

109.8 

108.8 

110.9 

104.7 

94.1 

Automotive  group . 

97.8 

93.7 

95.6 

98.9 

102.7 

102.7 

101.6 

99.4 

98.0 

106.0 

102.4 

102.0 

Passenger  car  dealers  (franchised) . 

99.4 

95.0 

96.7 

101.5 

102.3 

101.2 

100.2 

99.1 

96.3 

101.3 

101.5 

102.9 

Gasoline  service  stations . 

96.7 

94.4 

98.2 

100.2 

102.5 

104.0 

100.7 

101.7 

100.3 

101.9 

101.4 

95.8 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

105.0 

98.5 

98.4 

98.0 

98.8 

100.0 

99.0 

99.3 

99.2 

98.7 

98.8 

107.6 

Durable -goods  stores,  total . 

101.4 

98.4 

98.7 

97.1 

98.7 

101.1 

100.8 

101.5 

101.5 

99.0 

98.3 

105.2 

Nondurable-goods  stores,  total . 

107.6 

98.6 

98.1 

98.6 

98.8 

99.1 

97.9 

97.6 

97.7 

98.4 

99.4 

109.2 

General  merchandise  group . 

107.8 

98.6 

98.0 

98.6 

98.4 

97.6 

97.8 

97.7 

98.0 

98.6 

100.0 

109.6 

Department  stores . 

109.1 

98.3 

97.9 

99.0 

98.0 

99.0 

98.3 

98.1 

98.3 

99.3 

99.5 

109.4 

Apparel  group . 

108.8 

102.2 

101.4 

100.3 

99.9 

99.6 

95.1 

94.6 

94.9 

97.6 

94.4 

111.0 

Furniture  and  appliance  group . 

102.7 

100.8 

99.1 

97.2 

100.6 

99.5 

98.4 

99.3 

99.6 

98.3 

97.5 

105.9 

Furniture,  home  furnishings  stores . 

103.9 

101.4 

99.5 

96.5 

99.8 

99.0 

98.2 

100.1 

99.4 

98.4 

97.4 

106.1 

Household  appliance,  TV,  radio  stores . 

98.9 

98.7 

98.0 

99.7 

103.6 

101.4 

98.5 

99.0 

99.7 

97.8 

98.9 

104.6 

Automotive  group . 

94.7 

92.0 

95.8 

98.7 

99.3 

103.9 

105.5 

105.3 

101.5 

100.0 

102.7 

103.9 

Tire,  battery,  accessory  dealers . 

97.2 

95.7 

94.6 

95.0 

96.2 

105.8 

107.5 

106.0 

103.9 

96.9 

100.2 

101.9 

Group  II  Stores 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

107.0 

98.5 

97.5 

97.7 

98.5 

98.3 

97.4 

98.2 

98.5 

98.7 

100.1 

109.6 

Durable-goods  stores,  total . 

99.4 

96.2 

96.6 

97.0 

98.4 

100.2 

101.1 

102.8 

103.3 

102.3 

101.7 

103.4 

Nondurable -goods  stores,  total . 

109.5 

99.2 

97.7 

97.9 

98.5 

97.8 

97.6 

98.3 

98.9 

99.9 

101.2 

111.5 

General  merchandise  group . 

109.9 

99.3 

97.3 

97.5 

98.1 

97.4 

97.8 

98.9 

99.4 

99.8 

101.3 

110.8 

Department  stores . 

111.3 

99.2 

97.6 

98.0 

97.8 

97.2 

97.9 

98.7 

99.5 

100.7 

101.2 

112.3 

Apparel  group . 

110.0 

101.1 

100.7 

100.6 

98.0 

98.4 

94.6 

91.7 

93.0 

96.7 

98.6 

119.5 

Furniture  and  appliance  group . 

100.9 

100.2 

100.3 

98.7 

98.8 

98.4 

98.5 

97.9 

99.0 

99.8 

100.3 

104.2 

Tire,  battery,  accessory  dealers . 

96.1 

94.7 

93.5 

95.4 

98.3 

104.9 

108.6 

105.9 

103.2 

98.8 

101.8 

101.9 

CHARGE  ACCOUNTS 

United  States ,  total . . . 

105.5 

97.0 

95.4 

95.3 

98.8 

98.7 

96.7 

97.7 

98.4 

100.4 

101.2 

114.5 

Durable-goods  stores,  total . 

91.8 

87.5 

91.7 

96.1 

98.0 

101.3 

103.9 

107.3 

107.9 

109.4 

106.3 

99.3 

Nondurable -goods  stores,  total . 

112.3 

101.8 

97.3 

94.9 

99.3 

97.4 

93.2 

92.3 

93.1 

96.2 

98.9 

121.9 

General  merchandise  group . 

117.5 

103.3 

94.0 

90.8 

97.6 

95.0 

89.5 

90.0 

92.9 

95.5 

101.2 

131.0 

Department  stores . 

118.9 

103.9 

94.1 

90.1 

97.7 

92.7 

88.4 

88.3 

89.9 

94.6 

99.2 

136.3 

Apparel  group . 

110.6 

101.1 

99.7 

100.5 

98.2 

99.1 

96.9 

90.6 

92.5 

96.4 

96.8 

120.8 

Furniture  and  appliance  group . 

92.9 

101.4 

97.2 

102.1 

94.8 

100.1 

100.3 

95.2 

97.8 

102.5 

100.7 

107.2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

H 

O 

<3 

98.9 

98.0 

98.2 

98.4 

98.3 

97.5 

98.1 

98.3 

98.4 

100.0 

109.1 

Durable-goods  stores,  total . 

102.2 

99.4 

98.5 

97.4 

98.5 

99.7 

100.1 

100.5 

101.2 

99.8 

100.4 

105.0 

Nondurable -goods  stores,  total . 

108.9 

98.7 

97.8 

98.5 

98.3 

97.9 

96.8 

97.6 

97.9 

98.6 

100.5 

110.9 

General  merchandise  group . 

109.0 

98.8 

97.7 

98.4 

98.2 

97.7 

96.9 

97.8 

97.9 

98.6 

100.5 

110.5 

Department  stores . 

110.1 

98.5 

98.1 

99.2 

97.8 

97.9 

97.5 

98.5 

99.3 

99.5 

100.3 

110;9 

Apparel  group . 

109.4 

101.1 

101.6 

100.8 

97.8 

97.7 

92.6 

92.5 

93.5 

97.1 

100.0 

117.8 

Furniture  and  appliance  group . 

101.9 

110.0 

100.7 

98.3 

99.3 

98.2 

98.4 

98.4 

99.1 

99.3 

100.3 

104.2 

Note:  The  adjustment  factors  shown  in  this  table  for  the  months  of  January  through  June  have  been  developed  from  unadjusted  data  compiled  in  this  survey  from 
January  1959  through  June  1964  using  the  X-9  version  of  the  Census  Method  II  seasonal  adjustment  program.  A  description  of  this  technique  may  be  obtained  from 
the  Chief,  Economic  Research  and  Analysis  Division,  Bureau  of  the  Census.  Factors  for  July  through  December  are  based  on  additional  data  through  April  1965. 


The  adjustment  factors  shewn  above  for  accounts  receivables  are  a  combination  of  seasonal  and  holiday  factors  .  Adjustment  factors  are  not  included  in  this 
table  for  those  kinds  of  business  for  which  adjusted  data  are  not  published  separately. 


Adjusted  accounts  receivable  data  shown  in  tables  12  and  13  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors 
shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the  summary  trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the 
individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data. 
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Table  25 .  — AVERAGE  MDNTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  5UT*frlAKY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

TT 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

17c 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.48 

7.41 

40.4 

.84 

.70 

.42 

1.67 

2 

2.23 

1.66 

14.30 

3.30 

Durable-goods  stores,  total . 

7.44 

7.37 

26.5 

1.87 

1.65 

.77 

2.14 

3 

2.10 

1.59 

11.92 

3.92 

Nondurable-goods  stores,  total . 

7.99 

7.90 

47.0 

.65 

.52 

.36 

1.44 

2 

2.20 

1.61 

47.67 

3.16 

Food  group . 

5.81 

5.86 

19.4 

.72 

.62 

.35 

1.77 

2 

1.86 

1.61 

47.67 

4.06 

Grocery  stores . 

6.02 

6.09 

19.3 

.74 

.64 

.39 

1.64 

2 

1.86 

1.51 

39.00 

4.30 

Eating  and  drinking  places . 

5.13 

3.60 

20.3 

.84 

.75 

.36 

2.08 

3 

1.99 

1.59 

10.21 

4.70 

General  merchandise  group . 

16.81 

16.71 

115.0 

1.36 

1.24 

.45 

2.76 

3 

1.81 

1.64 

17.88 

3.71 

Department  stores . 

17.78 

16.04 

110.1 

1.58 

1.45 

.50 

2.90 

3 

1.79 

1.63 

13.00 

3.53 

Variety  stores . 

20.35 

18.87 

131.2 

1.65 

1.59 

.53 

3.00 

3 

1.88 

1.55 

17.88 

4.03 

Mail  order  houses  (department  store  merchandise) 

16.75 

14.80 

91.1 

2.26 

2.20 

.65 

3.38 

4 

1.86 

1.57 

13.00 

5.19 

Apparel  group . 

19.99 

19.73 

112.6 

1.75 

1.68 

.47 

3.57 

4 

1.57 

1.47 

9.53 

2.86 

Men's,  boys'  wear  stores . 

22 .40 

20.16 

125.1 

2.51 

2.28 

.80 

2.85 

4 

1.91 

1.61 

6.81 

3.26 

Women's  apparel,  accessory  stores . 

19.47 

16.51 

96.1 

1.86 

1.72 

.55 

3.13 

4 

1.79 

1.63 

13.00 

4.24 

Shoe  stores . 

20.50 

17.45 

63.2 

2.2a 

2.17 

.55 

3.95 

4 

1.74 

1.70 

8.94 

4.52 

Furniture  and  appliance  group . 

8.64 

8.45 

49.7 

1.39 

1.27 

.54 

2.35 

3 

1.63 

1.38 

14.30 

4.41 

Furniture,  home  furnishings  stores . 

8.59 

7.75 

38.9 

1.47 

1.33 

.63 

2.11 

3 

1.96 

1.39 

11.92 

4.86 

Household  appliance,  TV,  radio  stores . 

9.94 

8.75 

54.9 

2.31 

2.13 

.72 

2.96 

4 

1.86 

1.57 

10.21 

4.67 

Lumber,  building,  hardware,  farm  equipment  group.. 

8.84 

8.88 

45.3 

1.95 

1.77 

.57 

3.11 

4 

2.04 

1.55 

7.53 

3.68 

Lumber  yards,  building  materials  dealers . 

9.50 

8.55 

46.5 

2.00 

1.84 

.67 

2.75 

3 

1.81 

1.57 

8.94 

3.71 

Hardware  stores . 

12.12 

10.72 

61.1 

1.81 

1.70 

.54 

3.15 

4 

1.93 

1.79 

8.94 

4.83 

Automotive  group . 

7.60 

7.32 

27.0 

3.13 

2.80 

1.07 

2.62 

3 

1.93 

1.46 

8.94 

3.07 

Passenger  car,  other  automotive  dealers . 

7.75 

7.31 

33.2 

2.96 

2.60 

1.15 

2.26 

3 

1.94 

1.49 

10.00 

3.14 

Tire,  battery,  accessoiy  dealers . 

12.35 

10.40 

52.6 

2.35 

2.15 

.88 

2.44 

3 

1.91 

1.57 

7.94 

4.70 

Gasoline  service  stations . 

4.25 

2.57 

11.5 

.79 

.58 

.50 

1.16 

2 

2.31 

1.70 

47.67 

3.64 

Drug  and  proprietary  stores . 

6.95 

6.02 

34.6 

.93 

.73 

.47 

1.55 

2 

2.42 

1.77 

13.00 

4.58 

Liquor  stores . 

11.57 

9.16 

62.9 

1.12 

.94 

.57 

1.65 

2 

2.13 

1.54 

20.43 

4.06 

GROUP 

II  STORES 

United  States,  total . 

11.81 

10.81 

65.0 

1.23 

1.12 

.73 

1.53 

2 

2.01 

1.63 

20.43 

3.02 

Grocery  stores . 

7.85 

2.33 

10.5 

1.03 

.89 

.52 

1.71 

2 

1.81 

1.34 

71.50 

4.06 

Eating  and  drinking  places . 

4.40 

2.84 

15.5 

1.55 

1.42 

.66 

2.15 

3 

2.34 

1.93 

17.88 

6.41 

General  merchandise  group . 

17.45 

17.45 

116.4 

2.29 

2.26 

1.00 

2.26 

3 

1.63 

1.68 

15.89 

4.86 

Department  stores . 

16.85 

15.31 

105.0 

2.85 

2.78 

1.06 

2.62 

3 

1.64 

1.51 

13.00 

4.27 

Variety  stores . 

21.13 

19.68 

132.7 

1.59 

1.53 

.47 

3.26 

4 

1.81 

1.68 

14.30 

4.67 

Apparel  group . 

23.23 

22.18 

115.4 

2.98 

2.88 

.82 

3.51 

4 

1.72 

1.57 

11.92 

3.68 

Men's,  boys'  wear  stores . 

27.40 

23.64 

131.7 

5.27 

5.10 

1.04 

4.90 

5 

2.23 

2.17 

14.30 

6.32 

Women's  apparel,  accessory  stores . 

22.17 

18.92 

111.4 

3.32 

3.16 

.80 

3.95 

4 

1.81 

1.54 

11.00 

4.52 

Shoe  stores . 

24.22 

20.32 

72.7 

3.61 

3.65 

.56 

6.52 

6 

1.61 

1.47 

14 .30 

4.93 

Tire,  battery,  accessory  dealers . 

14.11 

12.38 

63.4 

2.84 

2.73 

.76 

3.54 

4 

1.86 

1.72 

11.92 

5.00 

Drug  and  proprietary  stores . 

10.54 

9.37 

59.7 

1.49 

1.44 

.62 

2.32 

3 

2.23 

1.66 

23.83 

11.75 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 


0  is  the  average  month -to -month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  1  calendar  year.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month -to-mcnth  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

Z  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

l7c  is  a  measure  of  the  relative  smoothness  (snail  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  eetimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-mcnth  spans  (Jan. -Feb.,  Feb. -Mar., 
etc.)  rf'- month  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5  month-spans.  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  2  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  nvsiber  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  1  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95^  of  the  time.  Over  spans 
greater  than  1  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.86  for  household  appliances.  This  indicates 
that  1-mcnth  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  2  colucns,  1.57  for  I  and 
10.21  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (ncn-randca)  component.  Finally, 

4.67  for  MCD  indicates  that  a  4-month  moving  average  of  the  seasonally  adjusted  series  (4-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.86  for  Cl  to  4.67  for  the  MCD  moving  average  indicates  that  far  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upon  the  seasonally  adjusted  series. 

These  averages  are  based  on  a  seasonally  adjusted  series  which  is  adjusted  historically;  that  is,  the  months  used  to  compute  the  measures  were  the  same  months 
used  to  estimate  the  seasonal  factors.  Current  data,  however,  are  adjusted  by  use  of  factors  projected  one  year  ahead,  and  are  thOs  subject  to  additional  error. 
Tests  to  date  indicate  that  MCD  are  orobably  2  mcnth6  greater  than  those  shown  above  for  individual  kinds  of  business  and  approximately  1  month  for  total  retail 
sales;  Cl  and  I  are  approximately  I2  times  the  averages  shown  for  individual  kinds  of  business,  with  the  increase  in  irregularity  somewhat  smaller  for  total 
retail  sales. 


r- 
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Table  26 . — AVERAGE  MDNTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  ACCOUNTS  RECEIVABLE: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

TT 

S 

Range 

of 

seasonal 

factor 

cr 

T 

C 

Vc 

MCD 

Average  duration  of  run 
/ 

Cl 

I 

C 

MCD 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total . 

2.47 

2.10 

11.8 

.83 

.58 

.57 

1.02 

2 

2.95 

1.67 

21.67 

7.11 

Durable-goods  stores,  total . 

2.02 

1.92 

8.6 

.61 

.50 

.35 

1.43 

2 

2.03 

1.71 

16.25 

3.05 

Nondurable-goods  stores,  total . 

3.47 

2.92 

14 .2 

1.32 

.85 

.85 

1.00 

2 

3.10 

1.67 

16.25 

5.62 

Food  group . 

2.43 

1.53 

8.5 

1.68 

1.60 

.34 

4.71 

6 

1.63 

1.55 

9.29 

4.00 

General  merchandise  group . 

4.60 

3.53 

19.7 

2.13 

1.47 

1.37 

1  .07 

2 

3.61 

1.55 

21.67 

7.11 

Department  stores . 

5.09 

4.20 

22.2 

2.15 

1 .60 

1.42 

1 .13 

2 

2.95 

1.63 

21.67 

4.92 

Mail  order  houses  (department  store  merchandise). 

3.73 

2.54 

13.4 

2.33 

1.41 

1.62 

.87 

1 

2.83 

1.51 

16.25 

2.83 

5.63 

5.37 

1 .31 

Women's  ready-to-wear  stores . 

6.26 

5.98 

32.7 

1.39 

1 .19 

.57 

2.09 

3 

1.91 

1.71 

6.50 

3.50 

Furniture  and  appliance  group . 

2.07 

1.80 

9.4 

1.00 

.  .83 

.45 

1  .84 

3 

1.97 

1.86 

9.29 

3.50 

Furniture,  home  furnishings  stores . 

2.26 

2.05 

9.9 

1.12 

.93 

.44 

2.11 

3 

1.97 

1.86 

7.22 

3.50 

Furniture  stores . 

2.28 

1.95 

9.4 

1.09 

.90 

.47 

1.91 

3 

1.81 

1 .59 

6.50 

3.50 

Household  appliance,  TV.  radio  stores . 

2.34 

1.73 

9.7 

1.40 

1.21 

.60 

2.02 

3 

2.03 

1.59 

7.22 

3.32 

Household  appliance  dealers . 

2.40 

1.79 

9.0 

1.40 

1.15 

.7  > 

1  .53 

2 

2.17 

1 .76 

7.22 

3.76 

Umber,  building,  hardware,  farm  equipment  group... 

4.22 

4.08 

24.2 

.96 

.91 

.40 

2.28 

3 

1.91 

1.59 

13.00 

3.15 

Lumber  yards,  building  materials  dealers . 

4.46 

3.76 

23.4 

1.57 

1.45 

.65 

2.23 

4 

2.17 

1.63 

7.22 

3.44 

4.47 

Automotive  group . 

3.28 

2.84 

11.7 

1.11 

1.03 

.43 

2.40 

3 

1.51 

1.48 

9.29 

3.50 

Passenger  oar  dealers  (franchised) . 

3.25 

2.86 

10 .4 

1.39 

1.16 

.66 

1.76 

3 

1.91 

1.63 

8.13 

5.25 

Tire,  battery,  accessory  dealers . 

2.91 

2.40 

14  .7 

1.37 

1.21 

.67 

1 .81 

2 

2.17 

1.86 

10.83 

2.91 

Gasoline  service  stations . 

2.36 

2.09 

9.4 

1.14 

1.02 

.43 

2.37 

4 

2.32 

1.67 

5.91 

4.77 

CHARGE  ACCOUNTS 

United  States,  total . 

2.47 

2.33 

11.2 

.63 

.52 

.31 

1.68 

2 

2.24 

1.97 

9.29 

3.76 

Durable-goods  stores,  total . 

3.11 

2.99 

17.2 

.75 

.62 

.36 

1.72 

2 

1.91 

1.44 

8.13 

3.05 

Nondurable -goods  stores,  total . 

3.61 

3.42 

16.1 

.86 

.71 

.39 

1.82 

3 

2.03 

1.81 

6.50 

5.25 

Department  stores . 

7.90 

7.68 

43.2 

1.43 

1.22 

.51 

2.39 

4 

1.91 

1.63 

4.64 

3.88 

Apparel  group . 

6.79 

6.33 

38.4 

1.79 

1 .68 

.52 

3.23 

4 

1.91 

1.67 

10.83 

3.44 

3.10 

2.63 

14  .9 

1 .59 

.46 

Furniture,  home  furnishings  stores . 

3.31 

3.00 

13 .4 

2.08 

2.01 

.61 

3.30 

4 

2.17 

1.91 

7.22 

4.77 

Lumber,  building,  hardware,  farm  equipment  group... 

4.64 

4.49 

26.0 

.93 

.84 

.41 

2.05 

3 

1.91 

1.71 

9.29 

3.50 

Lumber  yards,  building  materials  dealers . 

4.66 

4.04 

25.1 

1.56 

1.38 

.64 

2.16 

4 

2.17 

1.81 

6.50 

3.10 

4  .73 

Automotive  group . 

3.33 

2.59 

10.6 

1.84 

1.63 

.63 

2.59 

3 

1.81 

1 .71 

6.50 

3.50 

Passenger  car  dealers  (franchised) . 

3.63 

2.74 

7.8 

1.93 

1.72 

.63 

2.73 

4 

1 .81 

1.63 

8.13 

3.10 

Gasoline  service  stations . 

2.40 

2.14 

9.3 

1.07 

.96 

.47 

2.(X 

3 

2.17 

1.67 

7.22 

3.71 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

2.70 

2.06 

12.4 

1.34 

.97 

.95 

1.02 

2 

4.06 

1.63 

16.25 

7.11 

IXirable -goods  stores,  total . 

1.96 

1.67 

7.4 

.83 

.73 

.38 

1.92 

3 

1.63 

1.63 

13.00 

5.73 

Nondurable-goods  stores,  total . 

3.37 

2.59 

16.1 

1.66 

.81 

1.31 

.62 

1 

5.42 

1.63 

21.67 

5.42 

General  merchandise  group . 

3.65 

2.66 

17.1 

1.95 

.95 

1.54 

.62 

1 

6.50 

1.71 

21.67 

6.50 

Department  stores . 

4.08 

3.16 

18.5 

1.99 

1.12 

1.51 

.74 

1 

3.25 

1.63 

16.25 

3.25 

Apparel  group . 

3.98 

3.01 

16.2 

2.17 

1.78 

.96 

1.85 

3 

2.10 

1.71 

5.91 

5.73 

Furniture  and  appliance  group . 

2.19 

1.64 

7.2 

1.17 

1  .00 

.54 

1 .85 

3 

2.10 

1.86 

9.29 

3.71 

Furniture,  home  furnishings  stores . 

2.53 

1.91 

8.5 

1.34 

1.19 

.50 

2.38 

3 

1.67 

1.51 

9.29 

3.71 

Household  appliance,  TV,  radio  stores . 

2.42 

1 .43 

6.0 

1.75 

1.52 

.76 

2.00 

3 

1.81 

1.71 

8.13 

3.00 

Automotive  group . 

3.28 

2.84 

13.8 

1.44 

1.32 

.45 

2.93 

3 

1.71 

1.63 

10.83 

3.71 

Tire,  battery,  accessory  dealers . 

3.45 

2.73 

11.5 

1.78 

1  .64 

.63 

2.60 

4 

1.81 

1.63 

7.22 

3.65 

TOTAL  ACCOUNTS  RECEIVABLE 

Group  II  Stores 

United  States,  total . 

3.70 

2.8) 

8.2 

1 .97 

1  .38 

1.52 

.91 

1 

5.82 

1.64 

16.00 

5.62 

Durable-goods  stores,  total . 

1.92 

1.58 

7.1 

1.16 

1.09 

.56 

1.95 

3 

1.63 

1.55 

16.25 

4.65 

Nondurable -good  s  stores,  total . 

4.59 

3.41 

19.2 

2.59 

1.69 

1.93 

.88 

1 

5.42 

1.91 

16.25 

5.42 

4.85 

5.76 

5.12 

21 .6 

1 .1? 

1.44 

1 .81 

3  .61 

Apparel  group . 

6.59 

5.63 

31  .8 

2.70 

2.46 

1.07 

2.32 

3 

2.03 

1.48 

8.13 

5.25 

Pumiture  and  appliance  group . 1 

2.11 

1.34 

6.0 

1.51 

1.34 

.74 

1.81 

3 

2.24 

1.76 

10.83 

4.50 

Tire,  battery,  accessory  dealers . 

2X9 

2.07 

12  X 

1.24 

1.05, 

.56 

1.81  i 

2 

2.50 

I  .71 

9.29 

4.27 

CHARGE  ACCOUNTS 

Utoited  States,  total . 

4.44, 

4.07 

20.5 

1.53 

1.36 

.65 

2.09 

3 

2.10 

1.76 

9.29 

3 .32 

Durable-goods  stores . 

4.46 

3.76 

22.1 

2.40 

2.23 

.76 

2.93  ' 

3 

1.86 

1.51 

8.13 

2.82 

Nondurable -goods  stores . 

6.26 

5.89 

31 JQ  . 

1.67 

1.45 

.79 

4.84 

3 

2.10 

1.76 

9.29 

4.85 

General  merchandise  group . 

8.21 

7.96 

42.8 

2.11 

1.69 

.99 

1.71 

3 

2.50 

1.81 

5.91 

3.71 

Department  stores . 

8.68 

8.46 

47.9 

2.12 

1.72 

.89 

1.93 

3 

2.50 

2.03 

5.91 

4.20 

Apparel  group . 

8.96 

7.19 

38.1 

5 .04 

4.86 

1.49 

3.26 

4 

1.55 

1.48 

6.50 

4.43 

Furniture  and  appliance  group . 

8.21 

6.56' 

13.5 

5.29 

5.21 

1.85 

2.82 

3 

1.91 

1.55 

7.22 

5.25 

INSTALLMENT  ACCOUNTS 

United  States,  total . . 

3.85 

2.53 

15.8 

2.43 

1.64 

1.89 

.87 

1 

7.22 

1.76 

16.25 

'  7.22 

Durable -goods  stores,  total . 

1.90 

1.61 

6.7 

1.24 

1.16 

.66  ! 

1.76 

3 

1.76 

1.67  , 

10.83 

4.20 

Nondurable-goods  stores,  total . 

4.05 

3.04 

18.9 

2.11 

.99 

1.75 

.57 

1 

9.29 

2.10 

16.25 

9.29 

General  merchandise  groig> . 

3.99 

2.93 

18.9 

2.16 

.96 

1.77 

.54 

1 

7.22 

2.10 

16.25 

7.22 

Department  stores . 

4.42 

3.32 

20.2 

2.26 

1.20 

1.70 

.71 

1 

3.61 

1.81 

16.25 

3.63 

4  .B'i 

Furniture  and  appliance  group . 

1.85 

1.15 

6.2 

1.32 

1.00 

.73 

1.37 

2 

1.97 

1.67 

13.00 

3.05 

Note:  See  explanatory  notes  at  the  end  of  table  25. 
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GEOGRAPHIC  REGIONS  AND  DIVISIONS 


N0RTHEAST5RN  STATES 


NORTH  CENTRAL  STATES 


THE  SOUTH 


THE  VEST 


New  England  Division 

Maine 

New  Hampshire 
Vermont 
Massachusetts 
Rhode  Island 
Connecticut 

Middle  Atlantic  Division 
New  York 
New  Jersey 
Pennsylvania 


East  North  Central  Division 

South  Atlantic  Division 

Mountain  Division 

Ohio 

Delaware 

Montana 

Indiana 

Maryland 

Idaho 

Illinois 

District  of  Columbia 

Wyoming 

Michigan 

Virginia 

Colorado 

Wisconsin 

West  Virginia 

New  Mexico 

North  Carolina 

Arizona 

West  North  Central  Division 

South  Carolina 

Utah 

Minnesota 

Georgia 

Nevada 

Iowa 

Florida 

Missouri 

Pacific  Division 

North  Dakota 

East  South  Central  Division 

Washington 

South  Dakota 

Kentucky 

Oregon 

Nebraska 

Tennessee 

California 

Kansas 

Alabama 

Alaska 

Mississippi 

Hawaii 

West  South  Central  Division 

Arkansas 

Louisiana 

Oklahoma 

Texas 

DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard 

CHICAGO,  ILLINOIS— NORTHEASTERN  INDIANA: 

CHICAGO,  I11IN0IS  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

Cook,  DuPage,  Kane,  Lake,  McHenry,  and  Will  counties,  Illinois 

GARY-HAWOND-EAST  CHICAGO,  INDIANA  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Lake,  Porter  counties,  Indiana 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.Y.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

New  York  City  and  Nassau,  Rockland,  Suffolk,  and 
Westchester  counties,  N.Y. 


Consolidated  Areas 

NEW  YORK -NORTHEASTERN  NEW  JERSEY— Continued 

JERSEY  CITY,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Hudson  County,  N.J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Essex,  Morris,  and  Union  counties,  N.J. 

PATERSON-CLIFTON-PASSAIC,  N.J.  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Bergen  and  Passaic  counties,  N.J. 

Middlesex  and  Somerset  counties,  N.J. 


Selected  Standard  Metropolitan  Statistical  Areas 


Baltimore,  Md . :  Baltimore  City,  Anne  Arundel,  Baltimore,  Carroll, 
and  Howard  counties,  Md. 

♦Boston,  Mass.:  Suffolk  and  parts  of  Essex,  Middlesex,  Norfolk, 
and  Plymouth  counties.  Mass. 

Buffalo,  N.  Y.:  Eire  and  Niagra  Counties,  N.Y. 

Chicago,  Ill.:  Cook,  DuPage,  Kane,  Lake,  McHenry  and  Will 
Counties,  Ill . 

♦Cleveland,  Ohio:  Cuyahoga  and  Lake  Counties,  Ohio 

Dallas,  Tex.:  Collin,  Dallas,  Denton,  and  Ellis  Counties,  Tex. 

Detroit,  Mich.:  Macomb,  Oakland,  and  Wayne  Counties,  Mich. 

♦Houston,  Tex . :  Harris  County,  Tex . 

♦Kansas  City,  Mo.-Kans.:  Clay  and  Jackson  Counties,  Mo.; 

Johnson  and  Wyandotte  Counties,  Kans. 

♦Los  Angeles-Long  Beach,  Calif.:  Los  Angeles  and  Orange  Counties,  Calif. 

MLnneapolis-St.  Paul,  Minn.:  Anoka,  Dakota,  Hennepin,  Ramsey,  and 
Washington  Counties,  Minn. 

Newark,  N.J.:  Essex,  Morris,  Union  Counties,  N.J. 

New  York,  N.Y.:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  Counties,  N.Y. 


Paterson-Clifton-Passaic,  N.J.:  Bergen  and  Passaic  Counties,  N.J. 

Philadelphia,  Pa.-N.J.:  Bucks,  Chester,  Delaware,  Montgomery,  and 
Philadelphia  Counties,  Pa.;  Burlington,  Camden,  and  Gloucester 
Counties,  N.J. 

Pittsburgh,  Pa.:  Alleghany,  Beaver,  Washington,  and  Westmoreland 
Counties,  Pa. 

♦St.  Louis,  Mo. -Ill.:  St.  Louis  City,  Jefferson,  St.  Charles, 

St.  Louis  Counties,  Mo.;  Madison  and  St.  Clair  Counties,  Ill. 

♦San  Franc isco-Oakland,  Calif.:  Alameda,  Contra  Costa,  Marin, 

San  Francisco,  San  Mateo,  and  Solano  Counties,  Calif. 

Seattle,  Wash.:  King  and  Snohomish  Counties,  Wash. 

Washington,  D.C.-Md .-Va . :  District  of  Columbia;  Montgomery  and 
Prince  Georges  Counties,  Md.;  Alexandria  and  Falls  Church 
Cities,  Arlington  and  Fairfax  Counties,  Va. 


NOTE:  The  7  standard  metropolitan  statistical  areas  designated  by  an  asterisk  (*)  do  not  conform  to  the  most  recent  Bureau  of  the  Budget  definition 
of  the  areas  but  correspond  instead  to  the  previous  definition. 


UNITED  STATES 

GOVERNMENT  PRINTING  OFFICE 
DIVISION  OF  PUBLIC  DOCUMENTS 
WASHINGTON.  D  C.  20402 


OFFICIAL  BUSINESS 

FIRST  CLASS  MAIL 
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CAPITAL  EXPENDITURES  OF  TRADE  AND  SERVICE 
ESTABLISHMENTS  IN  THE  UNITED  STATES:  1963 

Capital  Expenditures:  1963,  has  been  issued  by  the  Bureau 
of  the  Census  and  is  available  from  the  Bureau  at  25^  per  copy. 
Single  copies  are  available  free  of  charge  for  individuals  or 
organizations  that  furnished  data  for  the  survey;  Federal,  State 
and  local  government  agencies;  public,  educational  and  selected 
scientific  libraries;  nonprofit  civic,  research,  and  trade  associ¬ 
ations;  members  of  Congress  for  their  personal  use;  foreign  and 
international  statistical  agencies  on  an  exchange  basis;  and  em¬ 
bassies.  All  correspondence  regarding  this  report  should  be 
directed  to  the  Bureau  of  the  Census,  Washington,  D.C.,  20233. 
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SALES  AND  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES,  BY  KIND  OF  BUSINESS 

AUGUST  1965 


SALES 

ACCOUNTS 

RECEIVABLE 


United  States 

Regions  and  Geographic  Divisions 

Selected  Large  States  and  Standard  Metropolitan  Statistical  Areas 

United  States 

Charge  Account  Balances 
Installment  Account  Balances 
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PERCENT  CHANGE  IN  SALES  BY  GEOGRAPHIC  DIVISION:  FIRST  8  MONTHS  1965  FROM  1964 
(Based  on  data  not  adjusted  for  seasonal  variations  and  trading  day  differences) 
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Central 


North 
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West  South  Central 


UNITED  STATES  +7 


OCT  22  1965 

0NWERS1Y  Of  ILLINOIS 


For  sale  by  the  Superintendent  of  Documents,  Government  Printing  Office,  Washington,  D.C.  20402.  Annual  subscription  to  Current  Retail  Trade  Reports 
(Weekly  Retail  Sales  Report,  Advance  Monthly  Retail  Sales  Report,  Monthly  Retail  Trade  Report,  and  Annual  Retail  Trade  Report  sold  as  a  single 
subscription)  $6.00.  Single  copies,  available  from  the  Government  Printing  Office,  10#  each. 
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SALES  OF  ALL  RETAIL  STORES- 
FIRST  8  MONTHS  1962  THROUGH  1965 

'Not  odjusted  for  seosonol  variations  or  trading  day  differences] 


1962  1963  1964  1965 

[  |  NONDURABLE  GOODS-STORES  DURABLE  GOODS-STORES 

Percentage  figures  represent  percent  of  total  soles.  BUREAU  OF  THE  CENSUS 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL 
STORES,  UNITED  STATES  FOR  SELECTED  KINDS  OF 
BUSINESS-AUGUST  1965 

|Not  adjusted  For  seasonal  variations  and  holiday  differences] 
(Billions  of  dollars) 


GENERAL 

MERCHANDISE 

GROUP 


FURNITURE  AND 
APPLIANCE 
GROUP 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


BUREAU  OF  THE  CENSUS 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  August  1965  were  estimated  at  $23.1 
billion,  4  percent  below  sales  estimated  for  July 
1965  but  6  percent  above  August  1964.  After  adjust¬ 
ment  for  seasonal  variations  but  not  for  price 
changes,  August  1965  sales  amounted  to  $23.7  billion 
little  changed  from  July  1965  but  6  percent  higher 
than  August  a  year  ago.  August  1965  adjusted  sales 
of  durable-goods  stores  were  virtually  unchanged 
from  the  previous  month  but  8  percent  above  August 
1964.  Adjusted  sales  of  nondurable -goods  stores  for 
August  1965  showed  a  small  change  from  July  1965  but 
were  5  percent  ahead  of  August  1964. 

Based  on  adjusted  data  in  the  durable-goods  store 
category,  the  furniture  and  appliance  group  and  lum¬ 
ber,  building,  hardware  and  farm  equipment  group 
were  little  changed  from  July  1965  while  the  automo¬ 
tive  group  decreased  1  percent  from  the  previous 
month.  In  the  nondurable-goods  category,  a  1  percent 
decrease  from  July  1965  was  reported  for  eating  and 
drinking  places,  the  general  merchandise  and  apparel 
groups  while  the  food  group  was  virtually  unchanged 
from  July  1965. 

In  a  comparison  of  sales  with  August  1964,  adjusted 
sales  increased  for  all  major  kind-of-business  groups 
with  the  exception  of  the  apparel  group  which  de¬ 
clined  2  percent.  In  the  durable -good s  category, 
the  increases  were  led  by  the  automotive  group,  up 
10  percent;  followed  by  the  lumber,  building,  hard¬ 
ware  and  farm  equipment  group,  up  9  percent;  and  the 


furniture  and  appliance  group,  up  3  percent.  In  the 
nondurable -goods  category,  eating  and  drinking  places 
increased  10  percent  and  the  food  and  general  mer¬ 
chandise  groups  each  increased  6  percent. 

Based  on  unadjusted  data,  the  four  regions  of  the 
United  States  had  total  sales  of  all  retail  stores 
for  August  1965  and  comparisons  with  the  correspond¬ 
ing  month  a  year  ago,  as  follows:  the  Northeastern 
States — $5.6  billion, up  3  percent;  the  North  Central 
States — $6.8  billion,  up  7  percent;  the  South — $6.5 
billion,  up  10  percent;  and  the  West — $4.1  billion, 
up  2  percent. 

For  the  five  largest  standard  metropolitan  statis¬ 
tical  areas,  the  total  unadjusted  retail  sales  for 
all  stores  for  August  1965  and  comparisons  with 
August  1964  were:  New  York — $1.3  billion,  up  2  per¬ 
cent;  Los  Angeles-Long  Beach — $1.0  billion,  down  6 
percent;  Chicago — $0.9  billion,  up  7  percent;  Detroit — 
$0.5  billion,  up  7  percent;  and  Philadelphia — $0.5 
billion,  up  5  percent. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $16.7 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  August  31,  1965.  After  adjustment 
for  seasonal  variations  but  not  for  price  changes, 
total  receivable  balances  were  virtually  unchanged 
from  the  July  1965  level  but  were  7  percent  above 
August  1964.  Compared  with  August  1964,  adjusted 
installment  account  balances  increased  10  percent 
and  adjusted  charge  account  balances  increased  4 
percent. 


BILLIONS  OF  DOLLARS 
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MONTHLY  SALES  AND  END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES 

FOR  THE  UNITED  STATES 


1956  1957  1958  1959  1960  1961  1962  1963  1964  1965 

BUREAU  OF  THE  CENSUS 


BILLIONS  OF  DOLLARS 


4  Table  1.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total 

months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

I  July 

Aug.1 

Aug.  I 

Sept. 

Oct. 

Nov. 

Dec . 

1965 

1964 

Data  NOT  ADJUSTED  for 

seasonal  variations  or  trading  day  differences 

United  States,  total2 . 

20,581 

19,608 

21,915 

23,525 

23,820 

23,825 

24,129 

23,098 

21,778 

21,313 

22,605 

21, 720 

27, 719 

180,501 

168,273 

Durable-goods  stores,  total . 

6,665 

7,709 

8,061 

8,225 

8,451 

8,154 

7,590 

7,011 

6,893 

7,133 

6,813 

8,201 

61,519 

56,076 

Nondurable-goods  stores,  total . 

13,916 

12,944 

14,206 

15,464 

15,595 

15,374 

15,975 

15,508 

14,767 

14,420 

15,472 

14,907 

19,518 

118,982 

112] 197 

Food  groups . 

5,242 

4,854 

5,158 

5,381 

5,441 

5,422 

5,983 

5,427 

5,283 

5,099 

5,528 

5,017 

5,762 

42,908 

40,785 

Grocery  stores  . 

4,786 

4,405 

4,684 

4,886 

4,926 

4,902 

5,427 

4,891 

4,780 

4,612 

5,031 

4,546 

5,208 

38,907 

36,876 

Meat  markets . 

121 

115 

121 

125 

129 

132 

141 

131 

123 

117 

128 

113 

130 

1,015 

l)012 

Bakery  products  stores . . 

95 

90 

97 

96 

92 

94 

90 

87 

94 

92 

99 

96 

106 

741 

'741 

Eating  and  drinking  places . 

1,559 

1,453 

1,595 

1,699 

1,818 

1,852 

2,001 

1,997 

1,805 

1,671 

1,688 

1,568 

1,658 

13,974 

12,816 

Eating  places . 

1,114 

1,036 

1,152 

1,233 

1,330 

1,367 

1,476 

1,456 

1,308 

1,204 

1,207 

1,118 

1,170 

10,194 

9,110 

Restaurants,  cafeterias,  lunchrooms . 

937 

867 

954 

1,004 

1,054 

1,082 

1,170 

1,181 

1,047 

976 

989 

921 

975 

8,249 

7,404 

Drinking  places . 

445 

417 

443 

466 

488 

485 

525 

511 

497 

467 

481 

450 

488 

3,780 

3,706 

General  merchandise  group" . 

Department  stores  and  dry  goods,  general 

2,094 

1,998 

2,391 

2,779 

2,744 

2,682 

2,608 

2,789 

2,591 

2,550 

2,801 

3,021 

5,048 

20,085 

18,301 

merchandise  stores . 

1,549 

1,427 

1,731 

2,026 

2,010 

1,975 

1,908 

2,038 

1,865 

1,857 

2,056 

2,180 

3,673 

14,664 

13,174 

Department  stores . 

1,254 

1,159 

1,418 

1,649 

1,646 

1,618 

1,551 

1,661 

1,513 

1,519 

1,668 

1,761 

2,977 

11,956 

10,706 

Variety  stores . 

Mail  order  houses  (department  store 

311 

333 

371 

456 

442 

427 

431 

446 

421 

400 

430 

473 

901 

3,217 

2,965 

merchandise) . » . 

135 

147 

192 

194 

189 

179 

168 

207 

195 

189 

209 

262 

341 

1,411 

1,339 

Apparel  group' . 

1,100 

917 

1,072 

1,411 

1,281 

1,229 

1,166 

1,193 

1,209 

1,289 

1,376 

1,355 

2,324 

9,369 

9,223 

Men's,  boys'  wear  stores3 . 

231 

181 

193 

257 

248 

260 

229 

218 

220 

234 

269 

273 

523 

1,817 

1,729 

Men's,  boys '  clothing,  furnishings  stores. 

224 

176 

187 

248 

242 

254 

225 

215 

214 

229 

261 

265 

513 

1,771 

1,675 

Women's  apparel,  accessory  stores' . 

439 

378 

448 

555 

511 

468 

452 

461 

463 

497 

547 

539 

924 

3,712 

3,608 

Women's  ready-to-wear  stores . 

382 

331 

395 

486 

447 

405 

390 

400 

402 

435 

480 

474 

806 

3,236 

3,127 

Family  clothing  stores . 

201 

168 

194 

261 

246 

241 

238 

252 

249 

250 

281 

270 

473 

1,801 

1,796 

Shoe  stores . 

183 

152 

190 

276 

226 

212 

194 

201 

212 

235 

215 

210 

306 

1,634 

1,667 

Furniture  and  appliance  group . 

953 

903 

1,000 

1,000 

1,045 

1,110 

1,136 

1,142 

1,111 

1,088 

1,182 

1,169 

1,488 

8,289 

8,166 

Furniture,  home  furnishings  stores . 

631 

598 

665 

671 

700 

746 

765 

765 

735 

696 

776 

752 

890 

5,541 

5,348 

Furniture  stores.... . 

464 

423 

477 

482 

515 

556 

574 

576 

552 

508 

569 

550 

680 

4,067 

3,891 

Household  appliance,  TV,  radio  stores . 

322 

305 

335 

329 

345‘ 

364 

371 

377 

376 

392 

406 

417 

598 

2,748 

2,818 

Household  appliance  dealers . 

228 

219 

243 

242 

262 

280 

282 

284 

274 

285 

287 

294 

417 

2,040 

2,051 

Lumber,  building,  hardware,  farm  equipment 
group  . . 

957 

955 

1,158 

1,427 

1,583 

1,600 

1,565 

1,523 

1,389 

1,397 

1,449 

1,241 

1,242 

10,768 

10,305 

Lumber  yards,  building  materials  dealers  ... 

553 

528 

636 

759 

854 

920 

937 

910 

823 

814 

871 

743 

643 

6,097 

5,790 

Lumber  yards . 

356 

335 

413 

494 

552 

615 

629 

610 

555 

544 

591 

489 

412 

4,004 

3,821 

Hardware  stores . 

190 

169 

193 

240 

264 

255 

256 

237 

229 

231 

247 

252 

349 

1,804 

1,704 

Automotive  group . 

4,219 

4,247 

4,958 

5,036 

4,984 

5,071 

4,800 

4,267 

3,853 

3,728 

3,858 

3,713 

4,370 

37,582 

32,822 

4,032 

4,069 

4,744 

4,780 

4,711 

4,793 

4,523 

4,008 

3,792 

3,611 

3,503 

3,614 

3,471 

4,057 

35,660 

30,861 

Passenger  car  dealers' . 

3,944 

3,973 

4,614 

4,604 

4,518 

4 , 576 

4,289 

3,436 

3,385 

3,486 

3,357 

3,947 

34,310 

29,874 

Passenger  car  dealers  (franchised) . 

3,641 

3,  657 

4,240 

4,233 

4,172 

. 

3,960 

3,496 

3,157 

3,124 

3,193 

3,069 

3,677 

31,636 

27,492 

Tire,  battery,  accessory  dealers . 

187 

178 

214 

256 

273 

278 

277 

259 

242 

225 

244 

242 

313 

1,922 

1,851 

Gasoline  service  stations . 

1,679 

1,561 

1,698 

1,769 

1,847 

1,899 

1,967 

1,944 

1,801 

1,701 

1,761 

1,712 

1,790 

14,364 

13,331 

Drug  and  proprietary  stores . 

716 

692 

731 

736 

749 

744 

764 

750 

708 

701 

724 

689 

966 

5,882 

5,505 

Drug  stores . 

691 

669 

705 

707 

719 

716 

731 

719 

679 

667 

691 

661 

930 

5,657 

5,314 

Liquor  stores . 

455 

433 

448 

482 

506 

493 

538 

488 

489 

475 

510 

518 

770 

3,843 

3,686 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total" . 

22,900 

23,317 

22,805 

22,865 

23,352 

23,331 

23,743 

23,653 

22,266 

22,254 

21,383 

21,661 

22,781 

185,966 

172,899 

Durable-goods  stores,  total . 

7,855 

7,966 

7,669 

7,550 

7,703 

7,760 

7,922 

7,891 

7, 324 

7,541 

6,496 

6,695 

7,645 

62,316 

56,670 

Nondurable-goods  stores,  total . 

15,045 

15,351 

15,136 

15,315 

15,649 

15,571 

15,821 

15,762 

14,942 

14,713 

14,887 

14,966 

15,136 

123,650 

116,229 

Food  group . 

5,192 

5,338 

5,301 

5,400 

5,405 

5,489 

5,546 

5,541 

5,234 

5,250 

5,229 

5,258 

5,409 

43,212 

40,929 

Grocery  stores  . . 

4,714 

4,841 

4,809 

4,910 

4,904 

4,978 

5,015 

5,012 

4,743 

4,755 

4,736 

4,774 

4,913 

39,183 

36,996 

Eating  and  drinking  places . 

1,704 

1,720 

1,699 

1,741 

1,767 

1,749 

1,814 

1,801 

1,633 

1,600 

1,637 

1,609 

1,653 

13,995 

12,843 

2,832 

2,848 

2,801 

2,781 

2,913 

2,795 

2,912 

2,885 

2,734 

2,591 

2,664 

2,738 

2,762 

22,767 

20,705 

1,715 

1,712 

1,666 

1,676 

1,753 

1,666 

1,757 

1,732 

1,630 

1,516 

1,568 

1,580 

1,600 

13,677 

12,222 

439 

456 

454 

432 

472 

462 

467 

469 

439 

427 

429 

466 

442 

3,651 

3,372 

Mail  order  houses  (department  store  mdse.).. 

193 

196 

208 

197 

210 

205 

216 

207 

205 

192 

198 

191 

196 

1,632 

1,545 

Apparel  group2 . 

1,327 

1,335 

1,261 

1,253 

1,326 

1,305 

1,347 

1,332 

1,363 

1,285 

1,301 

1,310 

1,300 

10,486 

10,337 

Men's,  boyB'  wear  stores3 . 

258 

265 

253 

254 

263 

254 

260 

266 

269 

261 

259 

261 

257 

2,073 

1,971 

Women's  apparel,  accessory  stores4 . 

531 

531 

513 

499 

519 

517 

527 

516 

519 

504 

512 

517 

518 

4,153 

4,035 

Shoe  stores . 

223 

219 

210 

205 

224 

216 

213 

212 

224 

206 

210 

229 

226 

1,722 

1,761 

Furniture  and  appliance  group . 

1,103 

1,081 

1,094 

1,086 

1,085 

1,107 

1,135 

1,131 

1,094 

1,067 

1,088 

1,098 

1,113 

8,822 

8,664 

Furniture,  heme  furnishings  stores . 

748 

715 

720 

706 

720 

742 

765 

747 

719 

679 

703 

701 

702 

5,863 

5,652 

Household  appliance,  TV,  radio  stores . 

355 

366 

374 

380 

365 

365 

370 

384 

375 

388 

385 

397 

411 

2,959 

3,012 

Lumber,  building,  hardware,  farm  equipment 

group . 

1,377 

1,352 

1,303 

1,337 

1,434 

1,392 

1,384 

1,388 

1,273 

1,285 

1,273 

1,256 

1,310 

10,967 

10,427 

Lumber  yards,  building  materials  dealers’... 

805 

756 

746 

738 

791 

808 

804 

778 

711 

729 

741 

721 

74  2 

6,226 

5,905 

Hardware  stores . 

245 

235 

224 

230 

239 

234 

245 

242 

227 

237 

242 

261 

262 

1,894 

1,757 

4,709 

4,855 

4,592 

4,455 

4,538 

4,584 

4,720 

4,685 

4,259 

4,531 

3,495 

3,685 

4,588 

37,138 

32,292 

Passenger  car,  other  automotive  dealers . 

4,470 

4,608 

4,352 

4,204 

4,279 

4,341 

4,474 

4,429 

4,025 

4,301 

3,265 

3,428 

4,344 

35,157 

30,375 

Tire,  battery,  accessory  dealers . . . 

239 

247 

240 

251 

259 

243 

246 

256 

234 

230 

230 

257 

244 

1,981 

1,917 

Gasoline  service  stations . 

1,749 

1,798 

1,774 

1,798 

1,818 

1,829 

1,835 

1,839 

1,690 

1,695 

1,722 

1,738 

1,755 

14,440 

13,326 

Drug  and  proprietary  stores . .  . . 

734 

745 

748 

760 

749 

758 

776 

774 

722 

734 

739 

724 

731 

6,044 

5,633 

Liquor  stores . . . 

499 

515 

504 

512 

525 

521 

522 

504 

494 

499 

503 

509 

508 

4,102 

3,917 

Note:  Sampling  variabilities  for  unadjusted  data  shown  in  table  13,  page  14. 

1Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2U.S.  and  group  totals  include  kinds  of  business  not  shown  separately, 
includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

4Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers, 
’includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores, 
includes  both  franchised  and  nonf ranch! sed  car  dealers. 
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Percent  changes  in  sales — 
all  retail  stores 

Percent  changes  in  sales — 
all  retail  stores 

Kind  of  business 

August  1965 
from — 

8  mos. 
1965 

Kind  of  business 

August  1965 
from — 

8  mos. 
1965 

August 

1964 

July 

1965 

from 

8  mos. 
1964 

August 

1964 

July 

1965 

from 

8  mos. 
1964 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total 


Durable-goods  stores,  total . • - 
Nondurable-goods  stores,  total 


Food  group . 

Grocery  stores . . . 

Meat  markets . 

Fruit  stores,  vegetable  markets*. 
Candy,  nut,  confectionery  stores* 

Bakery  products  stores . 

Delicatessen  stores* . 


Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
Merchandise) . 


Apparel  group . . 

Men' 3,  boys'  clothing,  furnishings  stores . 

Men's,  boys'  clothing  stores* . 

Men' 8,  boys'  furnishings  stores* . 

Women's  ready-to-wear  stores . 

Family  clothing  6tores . 

Women's  apparel,  accessory,  specialty  stores*.. 
Shoe  stores . 


Kind  of  business 


+6 

-4 

+7 

furniture  and  appliance  group . 

+3 

+1 

+2 

+4 

0 

+5 

+  10 

Floor  coverings  stores* . 

-6 

0 

-1 

>8 

-7 

0 

+2 

-2 

+5 

-3 

+6 

+4 

+  1 

-1 

-9 

+4 

-8 

+3 

-9 

+5 

Lumber,  building,  hardware,  farm  equip,  group.... 

+  10 

-3 

+4 

+2 

-10 

+6 

+11 

-3 

+5 

+6 

-10 

0 

+10 

-3 

+5 

+15 

-7 

-1 

+9 

-6 

+8 

+22 

+2 

+19 

-6 

-9 

-22 

+6 

-7 

-3 

0 

+3 

-7 

+14 

+14 

+3 

+12 

+2 

+2 

+11 

-11 

+  14 

+  11 

0 

+9 

+  10 

-12 

+  15 

+14 

+1 

+12 

Passenger  car  dealers  (franchised) . 

+  11 

-12 

+15 

+  13 

+1 

+11 

Tire,  battery,  accessory  dealers . 

+7 

-6 

+4 

+3 

-3 

+2 

lasoline  service  stations . 

+8 

-1 

+8 

+8 

+7 

+10 

+6 

+  11 

+  10 

+9 

+7 

+11 

-6 

+18 

+4 

+10 

+7 

+12 

+19 

+5 

+  14 

+6 

+3 

+8 

+6 

+23 

+5 

Irug  and  proprietary  stores . 

+6 

-2 

♦7 

+6 

-2 

+  6 

0 

-9 

+4 

-1 

+2 

+2 

+5 

-1 

+8 

-1 

-A 

+6 

+8 

-4 

+  11 

+1 

-4 

(NA) 

0 

(  na) 

-2 

-7 

+  1 

-4 

+4 

-7 

0 

+3 

+3 

+29 

+3 

+20 

+1 

+6 

0 

Camera,  photographic  supply  stores* . 

-16 

-16 

-7 

-2 

-8 

-3 

+21 

+5 

+  15 

-5 

+4 

-2 

-31 

0 

-36 

Percent  changes  in  sales — 

Percent  changes  in 

sales — 

all  retail  stores 

all  retail  stores 

August  1965 
from — 

8  mos. 
1965 

Kind  of  business 

August  1965 
from — 

8  mos. 
1965 

from 

from 

August 

July 

8  mos. 

August 

July 

8  mos. 

1964 

1965 

1964 

1964 

1965 

1964 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


+6 

0 

+8 

+3 

0 

+2 

+8 

+10 

Furniture,  home  furnishings  stores . 

+4 

-2 

+4 

0 

+2 

+4 

-2 

+5 

0 

+6 

+6 

0 

+6 

Lumber,  building,  hardware,  farm  equip,  group. . . . 

+9 

0 

♦5 

+6 

0 

+6 

+9 

-3 

♦  5 

Hardware  stores . 

+7 

-1 

+8 

+10 

-1 

+9 

+6 

-1 

+10 

Automotive  group . 

+10 

-1 

+15 

+6 

-1 

+12 

Passenger  car  and  other  automotive  dealers . 

+  10 

-1 

+  16 

+7 

0 

+8 

Tire,  battery,  accessory  dealers . 

+9 

+4 

+3 

Mail  order  houses  (department  store 

+  1 

■A 

+  6 

+9 

0 

+8 

-2 

-1 

+1 

-1 

+2 

+  5 

h*ug  and  proprietary  stores . 

+7 

0 

♦7 

-1 

-2 

+3 

Shoe  stores . 

-5 

0 

-2 

Liquor  stores . 

♦2 

-3 

♦5 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  14,  page  14,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with 
an  asterisk,  see  table  15,  page  14. 

*  See  Explanatory  Materials,  page  22. 

(NA)  Not  available. 
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Table  3.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total 

months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

1  July 

Aug. 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,699 

4,368 

4,972 

5,594 

5,507 

5,446 

r5 , 641 

5,450 

5,202 

5,133 

5,637 

5,451 

7,734 

41,677 

39,236 

IXirable-goods  stores,  total . 

322 

311 

374 

419 

437 

459 

r  ^ 

449 

444 

438 

436 

452 

560 

3,222 

3,146 

Nondurable-goods  stores,  total . 

4,377 

4,057 

4,598 

5,175 

5,070 

4,987 

5,190 

5,001 

4,758 

4,695 

5,201 

4,999 

7,174 

38,455 

36,090 

Food  group . . . %. . . 

2,184 

2,011 

2,140 

2,290 

2,232 

2,180 

2,444 

2,105 

2,082 

2,063 

2,359 

2,041 

2,417 

17,586 

16,754 

Grocery  stores1 . 

2,125 

1,952 

2,081 

2,222 

2,163 

2,111 

2,374 

2,036 

2,021 

1,999 

2,293 

1,981 

2,332 

17,064 

16, 298 

Eating  and  drinking  places . 

115 

111 

126 

132 

140 

144 

147 

148 

138 

129 

127 

120 

123 

1,063 

947 

General  merchandise  group . 

Department  stores  and  dry  goods,  general 

1,375 

1,286 

1,580 

1,868 

1,863 

1,833 

rl,790 

1,930 

1,756 

1,717 

1,877 

2,004 

3,358 

13,525 

12,419 

merchandise  stores . 

1,01( 

904 

1,134 

1,353 

1,357 

1,339 

5-, 300 

1,401 

1,261 

1,243 

1,360 

1,426 

2,377 

9,804 

3,913 

Department  stores . 

887 

793 

994 

1,175 

1,184 

1,165 

1,128 

1,210 

1,089 

1,079 

1,182 

1,247 

2,089 

8,536 

7,764 

Variety  stores . 

229 

246 

280 

345 

336 

328 

328 

342 

320 

305 

330 

350 

675 

2,434 

2,268 

Apparel  group . 

263 

225 

290 

406 

349 

338 

304 

328 

329 

341 

361 

367 

626 

2,503 

2,450 

Men's,  bpys'  wear  stores2 . 

28 

22 

25 

36 

34 

33 

28 

26 

25 

28 

36 

37 

67 

232 

219 

Women's  apparel,  accessory  stores3 . 

106 

93 

124 

162 

147 

138 

130 

138 

143 

140 

153 

161 

272 

1,038 

1,031 

Women's  ready-to-wear  stores . 

98 

86 

115 

149 

135 

127 

120 

129 

133 

130 

141 

150 

250 

959 

949 

2ioe  stores . 

74 

65 

81 

124 

97 

96 

81 

88 

91 

103 

90 

91 

147 

706 

711 

Furniture  and  appliance  group . 

86 

84 

102 

104 

108 

114 

107 

110 

104 

108 

111 

117 

146 

815 

764 

Tire,  battery,  accessory  dealers . 

80 

74 

89 

108 

115 

118 

117 

110 

101 

93 

104 

102 

142 

811 

755 

Drug  and  proprietary  stores . 

149 

145 

162 

167 

169 

171 

IT? 

171 

151 

154 

160 

155 

252 

1,311 

1,175 

Liquor  stores . 

95 

93 

101 

104 

108 

103 

115 

102 

103 

100 

112 

114 

184 

821 

781 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

5,367 

5,439 

5,397 

5,470 

5,619 

5,563 

r5,654 

5,694 

5,366 

5,296 

5,309 

5,382 

5,440 

44,203 

41,513 

Grocery  stores . 

2,045 

2,133 

2,117 

2,164 

2,176 

2,190 

2,180 

2,194 

2,083 

2,105 

2,113 

2,110 

2,174 

17,199 

16,376 

Eating  and  drinking  places . 

124 

127 

128 

134 

137 

138 

137 

139 

130 

125 

123 

122 

122 

1,064 

943 

General  merchandise  group . 

1,897 

1,870 

1,867 

1,842 

1,968 

1,883 

rl,980 

1,990 

1,830 

1,755 

1,783 

1,830 

1,819 

15,297 

14,028 

Department  stores . 

1,223 

1,180 

1,164 

1,163 

1,238 

1,171 

rl,251 

1,263 

1,154 

1,093 

1,113 

1,147 

1,145 

9,653 

8,746 

Variety  stores . . . 

336 

344 

343 

325 

359 

351 

351 

357 

328 

327 

325 

344 

330 

2,766 

2,585 

Apparel  group . 

355 

347 

333 

346 

352 

351 

358 

362 

369 

337 

341 

349 

353 

2,804 

2,759 

Men's,  boys'  wear  stores2 . . ... . . 

Women's  apparel,  accessory  stores3 . 

33 

34 

30 

36 

35 

33 

34 

34 

33 

33 

33 

32 

32 

269 

256 

151 

145 

143 

144 

146 

145 

150 

148 

156 

142 

144 

149 

148 

1,172 

1,170 

Shoe  stores . 

94 

92 

89 

93 

96 

96 

94 

97 

103 

92 

90 

100 

100 

751 

758 

Tire,  battery,  accessory  dealers . 

105 

106 

102 

107 

109 

103 

104 

111 

100 

97 

100 

106 

103 

847 

784 

Drug  and  proprietary  stores . 

159 

163 

169 

177 

174 

175 

183 

181 

158 

165 

167 

160 

163 

1,381 

1,236 

rRevised. 

*Based  on  weekly  sales  figure  corv-  rted  to  calendar  month  total:;.  August  1965  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending  August  7  = 
498;  August  14  =  489;  August  21  =  485;  August  28  =  487. 

‘Includes  men's,  boys'  clothing;  furnishings  stores  and  custom  tailors. 

includes  women's  ready- to -we ur ;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.  ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS: 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total 

8  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

|  July 

Aug.1 

Aug.  | 

Sept. 

Oct. 

Nov. 

Dec. 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total2 . 

5,735 

5,391 

6,099 

6,794 

6,694 

6,614 

6,843 

6,643 

6,230 

6,186 

6, 766 

6,566 

9,280 

50,813 

46,812 

Food  group . 

2,515 

2,328 

2,476 

2,630 

2,565 

2,505 

2,804 

2,442 

2,384 

2,358 

2,679 

2,359 

2,798 

20,265 

18,869 

Grocery  stores . 

2,428 

2,242 

2,385 

2,529 

2,462 

2,403 

2,699 

2,338 

2,290 

2,262 

2,580 

2,265 

2,672 

19,486 

18,195 

Eating  and  drinking  places . 

184 

172 

191 

200 

211 

221 

228 

228 

200 

187 

191 

185 

193 

1,635 

1,358 

General  merchandise  group' . 

Department  stores  and  dry  goods,  general 

1,521 

1,441 

1,760 

2,062 

2,043 

2,003 

1,948 

2,110 

1,896 

1,858 

2,035 

2,196 

3,718 

14,888 

13, 518 

merchandise  stores . 

1,142 

1,034 

1,287 

1,515 

1,510 

1,487 

1,436 

1,559 

1,385 

1,370 

1,503 

1,585 

2,687 

10,970 

9,894 

Department  stores . 

931 

894 

1,115 

1,301 

1,302 

1,280 

1,229 

1,334 

1,182 

1,180 

1,296 

1,367 

2,299 

9,436 

8,504 

Drug  and  proprietary  stores . 

183 

178 

195 

198 

205 

204 

212 

206 

187 

188 

193 

187 

304 

1,581 

1,396 

1 Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 


Table  5. — ESTIMATED  MONTHLY  SALES  OP  ALL  RETAIL  STORES  BY  REGIONS  AND  KIND  OF  BUSINESS 
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(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Region  and  kind  of  business 

1965 

1964 

Percent  change 

Jan. -Aug. 
1965 

August  1965 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

|  July 

Aug.1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

from 

Jan. -Aug. 
1964 

Aug. 

1964 

July 

1965 

THE  NORTHEASTERN  STATES 

TOTAL . 

5,276 

4,955 

5,513 

5,953 

5,986 

6,012 

6,069 

5,614 

5,435 

5,362 

5,673 

5,581 

7,337 

+6 

+3 

-7 

Durable-goods  stores,  total . 

1,498 

1,457 

1,722 

1,838 

1,894 

1,937 

1,878 

1,605 

1,587 

1,498 

1,553 

1,578 

1,964 

+8 

♦1 

-15 

Nondurable-goods  stores,  total... 

3,778 

3,498 

3,791 

4,115 

4,092 

4,075 

4,191 

4,009 

3,848 

3,864 

4,120 

4,003 

5,373 

♦5 

+4 

-4 

Food  group . 

1,483 

1,358 

1,445 

1,527 

1,526 

1,522 

1,683 

1,518 

1,470 

1,438 

1,552 

1,406 

1,626 

4-5 

+3 

-10 

Grocery  stores . 

1,258 

1,144 

1,223 

1,301 

1,290 

1,284 

1,430 

1,269 

1,237 

1,204 

1,310 

1,178 

1,360 

+5 

+3 

-11 

Eating  and  drinking  places . 

447 

432 

482 

509 

553 

562 

595 

596 

541 

500 

500 

464 

495 

+8 

+10 

0 

GAF2,  total . 

1,091 

1,004 

1,172 

1,376 

1,370 

1,380 

1,288 

1,281 

1,261 

1,348 

1,464 

1,542 

2,504 

4-4 

+2 

-1 

General  merchandise  group . 

511 

487 

576 

666 

675 

681 

629 

638 

598 

635 

695 

764 

1,323 

+13 

+7 

+1 

Department  stores . . 

327 

302 

367 

421 

430 

430 

387 

393 

364 

402 

440 

464 

806 

+15 

+8 

+2 

Apparel  group . 

351 

293 

344 

448 

413 

399 

349 

347 

367 

419 

443 

440 

741 

-3 

-5 

-1 

Furniture  and  appliance  group . 

229 

224 

252 

262 

282 

300 

310 

296 

296 

294 

326 

338 

440 

-A 

0 

-5 

+10 

+7 

110 

Gasoline  service  stations . 

304 

289 

312 

327 

344 

346 

366 

365 

338 

314 

317 

307 

312 

+6 

+8 

0 

Drug  and  proprietary  stores . 

164 

154 

162 

165 

165 

163 

169 

165 

157 

161 

166 

158 

211 

+7 

+5 

-2 

THE  NORTH  CENTRAL  STATES 

TOTAL . 

5,881 

5,593 

6,387 

7,002 

7,096 

7,144 

7,089 

6,802 

6,362 

6,341 

6,885 

6,514 

8,030 

+8 

+7 

-4 

Durable-goods  stores,  total . 

1,877 

1,879 

2,272 

2,481 

2,465 

2,621 

2,437 

2,279 

2,036 

2,101 

2,254 

2,097 

2,406 

+12 

+12 

-6 

Nondurable-goods  stores,  total... 

4,004 

3,714 

4,115 

4,521 

4,631 

4,523 

4,652 

4,523 

4,326 

4,240 

4,631 

4,417 

5,624 

+6 

+5 

-3 

Food  group . 

1,433 

1,320 

1,401 

1,466 

1,491 

1,493 

1,635 

1,478 

1,470 

1,406 

1,536 

1,384 

1,574 

+3 

+1 

-10 

Grocery  stores . 

1,328 

1,220 

1,296 

1,346 

1,364 

1,363 

1,497 

1,342 

1,345 

1,288 

1,412 

1,268 

1,441 

+3 

0 

-10 

Eating  and  drinking  places . 

461 

425 

466 

509 

548 

562 

606 

606 

544 

505 

520 

474 

491 

+9 

+11 

0 

GAF2,  total . 

1,195 

1,086 

1,321 

1,532 

1,478 

1,446 

1,400 

1,506 

1,424 

1,438 

1,576 

1,646 

2,554 

+6 

+6 

+8 

General  merchandise  group . 

638 

613 

747 

878 

869 

840 

796 

878 

824 

817 

896 

966 

1,540 

+8 

+7 

+10 

Department  stores . 

382 

353 

436 

522 

525 

513 

482 

524 

480 

487 

532 

555 

916 

+10 

+9 

+9 

Apparel  group . 

293 

231 

282 

372 

330 

310 

296 

307 

299 

325 

357 

358 

600 

+5 

+3 

+4 

Furniture  and  appliance  group . 

264 

242 

292 

282 

279 

296 

308 

321 

301 

296 

323 

322 

414 

+3 

+7 

+4 

Lumber,  bldg.,  hdwe.,farm  equip,  grp. 

330 

308 

401 

519 

577 

612 

572 

565 

514 

555 

580 

463 

473 

+3 

+10 

-1 

Automotive  g roup . 

1,144 

1,186 

1,430 

1,528 

1,453 

1,534 

1,393 

1,227 

1,059 

1,061 

1,176 

1,126 

1,256 

+19 

+16 

-12 

Gasoline  service  stations . 

560 

512 

548 

577 

597 

604 

624 

606 

566 

546 

583 

562 

595 

+9 

+7 

-3 

Drug  and  proprietary  stores . 

217 

207 

215 

216 

216 

218 

230 

224 

212 

214 

227 

213 

299 

+7 

+6 

-3 

THE  SOUTH 

TOTAL . 

5,704 

5,511 

6,098 

6,558 

6,666 

6, 504 

6,727 

6,540 

5,919 

5,687 

6,038 

5,748 

7,458 

+9 

+10 

-3 

Durable-goods  stores,  total . 

2,019 

2,074 

2,311 

2,377 

2,474 

2,448 

2,420 

2,329 

2,021 

1,990 

2,028 

1,895 

2,371 

+11 

+15 

-4 

Nondurable-goods  stores,  total... 

3,685 

3,437 

3,787 

4,181 

4,192 

4,056 

4,307 

4,211 

3,898 

3,697 

4,010 

3,853 

5,087 

+8 

+8 

-2 

Food  group . 

1,399 

1,308 

1,386 

1,448 

1,481 

1,476 

1,644 

1,503 

1,403 

1,341 

1,469 

1,343 

1,535 

+9 

+7 

-9 

Grocery  stores . 

1,336 

1,235 

1,309 

1,369 

1,398 

1,394 

1,555 

1,421 

1,329 

1,275 

1,403 

1,278 

1,458 

+8 

+7 

-9 

Eating  and  drinking  places . 

355 

323 

354 

381 

397 

400 

439 

438 

381 

353 

354 

336 

357 

+12 

+15 

0 

GAF2,  total . 

1,130 

1,050 

1,206 

1,438 

1,375 

1,320 

1,353 

1,426 

1,346 

1,280 

1,422 

1,422 

2,331 

+8 

+6 

+5 

General  merchandise  group . 

550 

528 

634 

752 

719 

670 

683 

736 

680 

631 

714 

748 

1,280 

+9 

+8 

+8 

Department  stores . 

277 

256 

323 

377 

367 

345 

346 

382 

351 

328 

373 

385 

656 

+10 

+9 

+10 

Apparel  group . 

303 

260 

297 

407 

358 

330 

340 

355 

349 

342 

380 

364 

652 

+6 

+2 

+4 

Furniture  and  appliance  group . 

277 

262 

275 

279 

298 

320 

330 

335 

317 

307 

328 

310 

399 

+10 

+6 

+2 

Automotive  group . 

1,303 

1,359 

1,541 

1,523 

1,567 

1,524 

1,511 

1,392 

1,170 

1,146 

1,159 

1,073 

1,337 

+15 

+19 

-8 

Gasoline  service  stations . 

498 

460 

508 

528 

551 

574 

599 

594 

538 

496 

511 

501 

531 

+8 

♦10 

-1 

Drug  and  proprietary  stores . 

197 

196 

207 

205 

214 

208 

206 

205 

193 

185 

191 

185 

257 

+8 

+6 

0 

THE  WEST 

TOTAL . 

3,720 

3,549 

3,917 

4,012 

4,072 

4,165 

4,244 

4,142 

4,062 

3,923 

4,009 

3,877 

4,894 

+5 

+2 

-2 

Drrable-goods  stores,  total . 

1,271 

1,254 

1,404 

1,365 

1,392 

1,445 

1,419 

1,377 

1,367 

1,304 

1,298 

1,243 

1,460 

+5 

+1 

-3 

Nondurable-goods  stores,  total... 

2,449 

2,295 

2,513 

2,647 

2,680 

2,720 

2,825 

2,765 

2,695 

2,619 

2,711 

2,634 

3,434 

+4 

♦3 

-2 

Food  group . 

927 

868 

926 

940 

943 

931 

1,021 

928 

940 

914 

971 

884 

1,027 

+4 

-1 

-9 

Grocery  stores . 

864 

806 

856 

870 

874 

861 

945 

859 

869 

845 

906 

822 

949 

+5 

-1 

-9 

Eating  and  drinking  places . 

296 

273 

293 

300 

320 

328 

361 

357 

339 

313 

314 

294 

315 

♦7 

+5 

-1 

GAF2,  total . 

731 

678 

764 

844 

847 

875 

869 

911 

880 

861 

897 

935 

1,471 

+3 

+4 

♦5 

General  merchandise  group . 

395 

370 

434 

483 

481 

491 

500 

537 

489 

467 

496 

543 

905 

+10 

+10 

♦7 

Department  stores . 

♦12 

♦14 

♦8 

Apparel  group . 

153 

133 

149 

184 

180 

190 

181 

184 

194 

203 

196 

193 

331* 

-3 

-5 

+2 

Furniture  and  appliance  group . 

-4 

-4 

,  v  ^ 

Gasoline  service  stations . 

317 

300 

330 

337 

355 

375 

378 

379 

359 

345 

350 

342 

352 

♦7 

♦6 

0 

Drug  and  proprietary  stores . 

138 

135 

147 

150 

154 

155 

159 

156 

146 

141 

140 

133 

199 

+6 

♦7 

-2 

Totals  include  data  for  kinds  of  business  not  shown  separately. 


Note:  Estimates  are  based  on  a  sample.  (See  samplirg  variabilities  in  table  16.) 

States  in  geographic  regions  are  shown  on  page  27. 

11  Preliminary  estimates. 

/^wT8.1”  th'“  «eneral  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specialiilng  In  department-store  types  of  merchandise 
(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  from  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percent  chajwe  and 
between  3.1  and  4.5  for  the  percent  change  over  2  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published 
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(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Geographic  division  and 
kind  of  business 

1965 

1964 

Percent  change 

Jan. -Aug. 
1965 
from 

Jan. -Aug. 
1964 

August  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Aug. 

1964 

July 

1965 

1,373 

1,252 

1,377 

1,479 

1,480 

1,527 

1,564 

1,478 

1,422 

1,380 

1,427 

1,419 

1,936 

+8 

+4 

-5 

421 

395 

474 

511 

513 

507 

479 

446 

444 

415 

417 

432 

568 

+7 

0 

-7 

Nondurable-goods  stores . 

952 

857 

903 

968 

967 

1,020 

1,085 

1,032 

978 

965 

1,010 

987 

1,368 

+8 

+6 

-5 

368 

327 

343 

355 

366 

392 

441 

399 

382 

364 

386 

349 

405 

+11 

+4 

-10 

244 

222 

255 

309 

307 

319 

300 

297 

298 

306 

315 

338 

616 

+5 

0 

-1 

Gasoline  service  stations . 

81 

75 

84 

87 

91 

97 

103 

103 

91 

88 

86 

80 

82 

+8 

+13 

0 

Middle  Atlantic  Division,  total2.... 

3,903 

3,703 

4,136 

4,474 

4,506 

4,485 

4,505 

4,136 

4,013 

3,982 

4,246 

4,162 

5,401 

+6 

+3 

-8 

Durable-goods  stores . 

1,077 

1,062 

1,248 

1,327 

1,381 

1,430 

1,399 

1,159 

1,143 

1,083 

1,136 

1,146 

1,396 

+9 

+1 

-17 

Nondurable -goods  stores . 

2,826 

2,641 

2,888 

3,147 

3,125 

3,055 

3,106 

2,977 

2,870 

2,899 

3,110 

3,016 

4,005 

+4 

+4 

-4 

Eating  and  drinking  places . 

350 

342 

388 

411 

439 

442 

457 

459 

423 

387 

388 

357 

381 

+7 

+9 

0 

847 

782 

917 

1,067 

1,063 

1,061 

988 

984 

963 

1,042 

1,149 

1,204 

1,888 

+4 

+2 

0 

General  merchandise  group . 

397 

377 

445 

513 

521 

515 

470 

489 

452 

493 

546 

599 

1,003 

+11 

+8 

+4 

Apparel  group . 

269 

230 

274 

354 

328 

319 

276 

268 

284 

324 

351 

345 

565 

-4 

-6 

-3 

Gasoline  service  stations . 

223 

214 

228 

240 

253 

249 

263 

262 

247 

226 

231 

227 

230 

+5 

+6 

0 

Drug  and  proprietary  stores . 

116 

111 

119 

122 

121 

118 

122 

120 

111 

118 

122 

114 

146 

+7 

+8 

-2 

East  North  Central  Division,  total2. 

4,209 

4,011 

4,592 

4,988 

5,027 

5,030 

4,991 

4,785 

4,489 

4,464 

4,882 

4,653 

5,738 

+7 

+7 

-4 

Durable-goods  stores . 

1,292 

1,295 

1,586 

1,701 

1,686 

1,777 

1,647 

1,538 

1,370 

1,424 

1,562 

1,455 

1,656 

+11 

+12 

-7 

Nondurable-goods  stores . 

2,917 

2,716 

3,006 

3,287 

3,341 

3,253 

3,344 

3,247 

3,119 

3,040 

3,320 

3,198 

4,082 

+6 

+4 

-3 

1,090 

1,009 

1,073 

1,119 

1,126 

1,122 

1,224 

1,103 

1,101 

1,046 

1,142 

1,041 

1,187 

+3 

0 

-10 

Eating  and  drinking  places . 

3^4 

313 

345 

378 

405 

413 

447 

448 

400 

369 

380 

348 

361 

+11 

+12 

0 

GAF3,  total . 

876 

799 

985 

1,128 

1,088 

1,063 

1,027 

1,106 

1,031 

1,050 

1,148 

1,208 

1,880 

+7 

+8 

-8 

General  merchandise  group . 

463 

449 

551 

640 

635 

611 

572 

631 

594 

596 

644 

706 

1,115 

+8 

+6 

+10 

Apparel  group . 

219 

173 

214 

282 

253 

239 

229 

237 

230 

243 

269 

271 

459 

+6 

+3 

+3 

Gasoline  service  stations . 

369 

346 

363 

378 

388 

394 

415 

403 

379 

364 

394 

375 

392 

+8 

+6 

-3 

Drug  and  proprietary  stores . 

159 

151 

157 

158 

161 

163 

170 

163 

154 

154 

165 

157 

220 

+7 

+6 

-4 

West  North  Central  Division,  total2. 

1,672 

1,582 

1,795 

2,014 

2,069 

2,114 

2,098 

2,017 

1,873 

1,877 

2,003 

1,861 

2,292 

+9 

+8 

-4 

Durable-goods  stores . 

585 

584 

686 

780 

779 

844 

790 

741 

666 

677 

692 

642 

750 

+15 

+11 

-6 

Nondurable-goods  stores . 

1,087 

998 

1,109 

1,234 

1,290 

1,270 

1,308 

1,276 

1,207 

1,200 

1,311 

1,219 

1,542 

+6 

+6 

-2 

Food  group . 

343 

311 

328 

347 

365 

371 

411 

375 

369 

360 

394 

343 

387 

+3 

+2 

-9 

G/F3,  total . 

319 

287 

336 

404 

390 

383 

373 

400 

393 

388 

428 

438 

674 

+5 

+2 

+7 

General  merchandise  group . 

175 

164 

196 

238 

234 

229 

224 

247 

230 

221 

252 

260 

425 

+9 

+7 

+10 

Gasoline  service  stations . 

191 

166 

185 

199 

209 

210 

209 

203 

187 

182 

189 

187 

203 

+11 

+9 

-3 

South  Atlantic  Division,  total2 . 

2,826 

2,700 

2,968 

3,202 

3,301 

3,192 

3,287 

3,175 

2,936 

2,786 

2,974 

2,871 

3,794 

+10 

+8 

-3 

Durable-good6  stores . 

949 

959 

1,056 

1,101 

1,179 

1,166 

1,136 

1,080 

977 

948 

973 

911 

1,143 

+10 

+11 

-5 

Nondurable-goods  stores . 

1,877 

1,741 

1,912 

2,101 

2,122 

2,026 

2,151 

2,095 

1,959 

1,838 

2,001 

1,960 

2,651 

+10 

+7 

-3 

Eating  and  drinking  places . 

193 

177 

192 

204 

210 

209 

240 

238 

213 

195 

193 

182 

199 

+14 

+12 

-1 

GAF3,  total . 

590 

559 

642 

748 

719 

685 

696 

732 

680 

660 

737 

754 

1,254 

+12 

+8 

+5 

General  merchandise  group . 

290 

284 

341 

396 

383 

352 

354 

383 

346 

323 

364 

397 

690 

+12 

+11 

+8 

Apparel  group . 

159 

138 

157 

206 

181 

170 

172 

179 

180 

177 

192 

191 

352 

+9 

-1 

+4 

Gasoline  service  stations . 

238 

216 

238 

252 

259 

264 

278 

278 

258 

236 

251 

242 

255 

+8 

+8 

0 

Drug  and  proprietary  stores . 

101 

98 

103 

100 

106 

105 

103 

103 

97 

91 

94 

93 

131 

+11 

+6 

0 

East  South  Central  Division,  total  2. 

1,048 

1,010 

1,120 

1,260 

1,292 

1,219 

1,258 

1,272 

1,117 

1,103 

1,161 

1,093 

1,372 

+9 

+14 

+1 

Nondurable-goods  stores . 

671 

628 

690 

790 

802 

753 

799 

797 

724 

712 

772 

716 

921 

+8 

+10 

0 

Food  group . 

274 

254 

272 

287 

304 

292 

321 

300 

274 

266 

298 

269 

300 

+11 

+9 

-7 

GAF3,  total . 

201 

190 

217 

277 

261 

242 

244 

266 

243 

231 

257 

245 

410 

+6 

+9 

+9 

General  merchandise  group . 

106 

99 

119 

148 

139 

129 

131 

140 

126 

121 

139 

134 

232 

+8 

+11 

+7 

Gasoline  service  stations . 

94 

89 

97 

102 

108 

109 

118 

118 

116 

111 

109 

102 

105 

0 

+2 

0 

West  South  Central  Division,  total 2. 

1,830 

1,801 

2,010 

2,096 

2,073 

2,093 

2,182 

2,093 

1,866 

1,798 

1,903 

1,784 

2,292 

+9 

+12 

-4 

+  19 

-6 

Nondurable-goods  stores . 

1,137 

1,068 

1,135 

1,290 

1,268 

1,277 

1,357 

1,319 

1,215 

1,147 

1,237 

1,177 

1,515 

+6 

+9 

-3 

Food  group . 

433 

417 

449 

461 

459 

470 

527 

487 

453 

435 

460 

414 

469 

+6 

+8 

-8 

Eating  and  drinking  places . 

107 

97 

108 

118 

125 

133 

139 

137 

114 

108 

111 

106 

107 

+12 

+20 

-1 

GAF3,  total . 

339 

301 

347 

413 

395 

393 

413 

428 

423 

389 

428 

423 

667 

+5 

+1 

+4 

General  merchandise  group . 

154 

145 

174 

208 

197 

189 

198 

213 

208 

187 

211 

217 

358 

+5 

+2 

+8 

Mountain  Division,  total  2 . 

771 

717 

853 

881 

892 

939 

974 

938 

918 

848 

879 

827 

1,026 

+6 

+2 

-4 

Nondurable-goods  stores . 

511 

473 

542 

575 

578 

603 

644 

632 

610 

570 

583 

562 

721 

+4 

+4 

-2 

+3 

-1 

-11 

GAF3,  total . 

134 

123 

141 

166 

168 

167 

173 

181 

177 

160 

169 

173 

276 

+2 

+2 

+5 

General  merchandise  group . 

70 

63 

76 

89 

91 

91 

93 

103 

98 

84 

90 

95 

167 

+2 

+5 

+11 

Pacific  Division,  total  2 . 

2,949 

2,832 

3,064 

3,131 

3,180 

3,226 

3,270 

3,204 

3,144 

3,075 

3,130 

3,050 

3,868 

+4 

+2 

-2 

Durable-goods  stores . 

1,011 

1,010 

1,093 

1,059 

1,078 

1,109 

1,089 

1,071 

1,059 

1,026 

1,002 

978 

1,155 

+4 

+1 

-2 

Nondurable-goods  stores . 

1,938 

1,822 

1,971 

2,072 

2,102 

2,117 

2,181 

2,133 

2,085 

2,049 

2,128 

2,072 

2,713 

+5 

+2 

-2 

Food  group . 

727 

681 

723 

737 

736 

731 

799 

731 

741 

721 

756 

686 

799 

+4 

-1 

-9 

Eating  and  drinking  places . 

248 

229 

240 

242 

257 

261 

281 

278 

269 

248 

254 

243 

262 

+7 

+3 

-1 

GAF3,  total . 

597 

555 

623 

678 

679 

708 

696 

730 

703 

701 

728 

762 

1,195 

+4 

+4 

+5 

General  merchandise  group . 

325 

307 

358 

394 

390 

400 

407 

434 

391 

383 

406 

448 

738 

+11 

+11 

+7 

Gasoline  service  stations . 

229 

219 

232 

238 

252 

255 

255 

252 

239 

234 

249 

246 

251 

+6 

+5 

-1 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  17.)  States  in  geographic  divisions  are  shown  on  page  27. 

Preliminary  estimates. 

2Totals  include  data  for  kinds  of  business  not  shown  separately. 

3Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department-store  types  of  merchandise. 

(C)  See  footnote  to  table  5. 


Table  7.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  SEIECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES  9 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


State  and  kind  of  business 

1965 

1964 

Percent  change 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. -Aug. 
1965 
from 

Jan. -Aug. 
1964 

August 

1965 

from 

August 

1964 

California,  total . 

2,295 

2,202 

2,328 

2,373 

2,405 

2,407 

2,429 

2,336 

2  ,336 

2,300 

2,355 

2,344 

2,999 

+3 

0 

Nondurable -goods  stores . 

1,476 

1,380 

1,477 

1,551 

1,581 

1,574 

1,626 

1,572 

1,542 

1,514 

1,606 

1,569 

2,116 

+4 

+2 

GAF2 . 

471 

446 

490 

536 

530 

547 

541 

550 

544 

535 

558 

596 

979 

+4 

+1 

Florida,  total . 

703 

674 

720 

721 

703 

673 

684 

663 

577 

581 

646 

614 

855 

+14 

+15 

Nondurable -good s  stores . 

483 

447 

484 

499 

473 

456 

467 

454 

403 

380 

425 

430 

605 

+14 

+13 

Illinois,  total . 

1,222 

1,164 

1,373 

1,498 

1,482 

1,443 

1,411 

1,378 

1,295 

1,292 

1,391 

1,399 

1,713 

+6 

+6 

Nondurable -goods  stores . 

905 

845 

972 

1,061 

1,063 

1,016 

1,008 

993 

962 

947 

1,014 

1,017 

1,294 

+4 

+3 

GAF2 . 

284 

265 

341 

384 

370 

355 

333 

372 

341 

344 

381 

419 

623 

+6 

+9 

Indiana,  total . 

543 

540 

623 

678 

678 

664 

647 

608 

566 

575 

626 

572 

692 

+8 

+7 

Massachusetts,  total . 

666 

620 

690 

736 

726 

729 

695 

669 

623 

621 

643 

663 

888 

+9 

+7 

Nondurable -goods  stores . 

450 

415 

442 

474 

474 

481 

469 

463 

434 

436 

473 

467 

620 

+9 

+7 

Michigan,  total . .. 

950 

874 

998 

1,055 

1,082 

1,101 

1,077 

1,012 

974 

991 

1,091 

1,043 

1,292 

+8 

+4 

Nondurable -goods  stores . 

602 

539 

591 

642 

675 

659 

684 

651 

625 

624 

680 

653 

850 

+9 

+4 

Minnesota,  total . 

338 

338 

375 

423 

465 

473 

455 

444 

411 

387 

429 

396 

471 

+8 

+8 

Missouri,  total . 

502 

478 

541 

608 

611 

620 

625 

617 

555 

561 

591 

549 

682 

+13 

+11 

New  Jersey,  total . 

775 

768 

850 

887 

903 

915 

878 

831 

789 

773 

814 

809 

1,037 

+7 

+5 

Nondurable -goods  stores . 

511 

498 

550 

591 

590 

592 

593 

571 

545 

551 

572 

556 

715 

+5 

+5 

New  York,  total . 

1,930 

1,806 

2,015 

2,190 

2,182 

2,160 

2,239 

2,029 

2,033 

2,027 

2,132 

2,043 

2,631 

+2 

0 

Nondurable -goods  stores . 

1,475 

1,364 

1,488 

1,624 

1,609 

1,567 

1,613 

1,547 

1,500 

1,512 

1,616 

1,545 

2,044 

+3 

+3 

GAF2 . 

432 

401 

469 

543 

546 

551 

521 

501 

516 

547 

601 

605 

937 

-1 

-3 

North  Carolina,  total . 

407 

381 

435 

496 

542 

495 

532 

517 

474 

442 

447 

412 

540 

+12 

+9 

Ohio,  total . 

1,064 

1,026 

1,164 

1,267 

1,276 

1,283 

1,316 

1,250 

1,161 

1,145 

1,280 

1,172 

1,441 

+9 

+8 

Nondurable -good s  stores . 

71 2 

672 

729 

802 

804 

783 

829 

739 

765 

760 

832 

781 

993 

+6 

-3 

Pennsylvania,  total . 

1,198 

1,129 

1,271 

1,397 

1,421 

1,410 

1,388 

1,276 

1,191 

1,182 

1,300 

1,310 

1,733 

+10 

+7 

Nondurable -goods  stores . 

840 

779 

850 

932 

926 

896 

900 

859 

825 

836 

922 

915 

1,246 

+6 

+4 

GAF2 . 

266 

236 

283 

336 

321 

311 

285 

294 

279 

303 

349 

384 

622 

+8 

+5 

Texas,  total . 

1,122 

1,114 

1,240 

1,278 

1,269 

1,300 

1,351 

1,313 

1,141 

1,101 

1,150 

1,055 

1,378 

+11 

+15 

Nondurable -goods  stores . 

703 

658 

726 

798 

788 

797 

854 

833 

758 

721 

760 

717 

935 

+7 

+10 

Wisconson,  total . 

430 

407 

434 

490 

509 

539 

540 

537 

493 

461 

494 

467 

600 

+4 

+9 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  18.)  Preliminary  estimates. 

2Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  8. —PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 


(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


State 

Percent  change  -  Aug.  1965 
from  July  1965 

Percent  change  -  Aug.  1965 
from  July  1965 

State 

Percent  change  -  Aug.  1965 
from  July  1965 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

State 

Total 

Non¬ 
durable  - 
goods 
stores 

GAF1 

stores 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

-4 

-3 

+2 

-6 

-5 

+3 

-3 

-1 

+3 

Florida . 

-3 

-3 

0 

-2 

-1 

+8 

Ohio . 

-5 

-11 

+3 

Illinois . 

-2 

-1 

+12 

-1 

0 

+9 

-8 

-6 

-6 

+6 

-5 

-4 

+4 

-3 

-2 

Massachusetts . 

-4 

-1 

+8 

New  York . 

-9 

-4 

-4 

Wisconsin . 

-1 

+1 

♦9 

Note:  Sampling  variabilities  are  shown  in  table  18. 

1Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-stores  types  of  merchandise. 


Table  9.— PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 


(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Statistical  areas 

Percent  change, 

August  1965  from 

July  1965 

Statistical  areas 

Percent  change, 

August  1965  from 

July  1965 

Total 

Nondurable 

GAF1 

Total 

Nondurable 

GAF1 

Standard  Consolidated  Areas2 

Newark,  N.J . 

-9 

-4 

-2 

New  York,  N.Y . 

-6 

Chicago,  Ill. -Northeastern  Indiana . 

-3 

0 

+13 

-3 

-2 

♦8 

New  York-Northeastern  N.J . 

-6 

-3 

-2 

-8 

-5 

♦3 

Standard  Metropolitan  Statistical  Areas 

Pittsburgh,  Pa . 

-9 

-4 

+3 

St.  Louis,  Mo. -Ill . 

-1 

+1 

♦  11 

-4 

-1 

+3 

44 

Boston,  Mass . 

-2 

+2 

+11 

+1 

+1 

♦13 

Buffalo,  N.Y . 

-10 

-5 

-7 

-3 

+5 

Chicago,  Ill . 

-3 

0 

+13 

Cleveland,  Ohio . 

-9 

-5 

-2 

Dallas,  Texas . 

-1 

+2 

+4 

-4 

♦3 

♦2 

(NA) 

♦20 

-5 

(NA) 

+4 

-5 

(NA) 

-4 

New  York,  N.Y . 

-5 

(NA) 

0 

Minneapolis -St.  Paul,  Minn . 

0 

+1 

+13 

Philadelphia,  Pa . 

-5 

(NA) 

♦6 

Note:  Sampling  variabilities  are  shown  in  table  19,  page  16. 

lStores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department- store  types  of  merchandise. 
^Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27. 

(NA)  Not  available. 


10  Table  10. —ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


1965 

1954 

Percent  change 

Area 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Jan. -Aug. 
1965 
from 

Jan. -Aug. 
1964 

August 

1965 

from 

August 

1964 

Standard  Consolidated  Areas2 
Chicago,  Ill. -Northwestern  Ind., 

total . 

887 

848 

996 

1,061 

1,039 

1,008 

990 

960 

888 

894 

962 

988 

1,253 

+8 

+8 

Nondurable -goods  stores . 

673 

634 

728 

789 

771 

741 

727 

727 

686 

688 

732 

756 

983 

+6 

+6 

GAF3 . 

231 

221 

280 

319 

309 

295 

272 

306 

280 

286 

319 

346 

508 

+6 

+9 

New  York-Northeastern  N.J.,  total.. 

1,806 

1,691 

1,859 

1,967 

1,986 

1,968 

1,908 

1,800 

1,751 

1,779 

1,884 

1,847 

2,384 

+4 

+3 

Nondurable -goods  stores . 

1,327 

1,232 

1,339 

1,444 

1,446 

1,423 

1,398 

1,357 

1,301 

1,339 

1,431 

1,375 

1,824 

+3 

+4 

GAF3 . 

419 

389 

447 

511 

523 

530 

479 

470 

462 

517 

562 

565 

852 

+1 

+2 

Standard  Metropolitan 
Statistical  Areas2 

Chicago,  Ill.,  total . 

815 

777 

911 

972 

950 

922 

901 

877 

816 

821 

873 

907 

1,155 

+7 

+7 

Nondurable -goods  stores . 

618 

582 

675 

732 

714 

686 

669 

671 

635 

640 

674 

697 

909 

+5 

+6 

GAF3 . 

219 

209 

266 

300 

292 

278 

256 

289 

265 

268 

295 

328 

481 

+6 

+9 

Detroit.  Mich.,  total . 

GAF5 . 

499 

452 

515 

542 

555 

542 

516 

484 

453 

498 

569 

541 

674 

+13 

+7 

100 

89 

110 

129 

128 

124 

119 

123 

109 

122 

128 

136 

221 

+18 

+13 

Los  Angeles-Long  Beach, Calif,  total 

1,057 

976 

1,034 

1,051 

1,061 

1,058 

1,066 

1,001 

1,060 

1,058 

1,073 

1,092 

1,414 

+1 

-6 

Nondurable -goods  stores . 

679 

614 

661 

701 

704 

700 

729 

688 

696 

691 

725 

721 

966 

+2 

-1 

GAF3 . 

233 

216 

233 

253 

249 

255 

253 

250 

282 

274 

286 

303 

473 

-5 

-n 

New  York,  N.Y.,  total . 

1,275 

1,173 

1,292 

1,377 

1,374 

1,349 

1,346 

1,270 

1,243 

1,274 

1,348 

1,306 

1,689 

+2 

+2 

Nondurable -goods  stores . 

987 

911 

993 

1,071 

1,067 

1,038 

1,034 

1,003 

961 

991 

1,067 

1,021 

1,357 

+3 

+4 

GAF3 . 

317 

290 

332 

381 

389 

392 

357 

347 

348 

388 

420 

419 

628 

0 

0 

Philadelphia,  Pa.,  total . 

488 

476 

541 

577 

580 

556 

549 

506 

481 

496 

538 

536 

722 

+6 

+5 

Nondurable -goods  stores . 

340 

342 

379 

401 

392 

367 

354 

338 

331 

351 

391 

380 

535 

0 

+2 

GAF3 . 

107 

99 

137 

147 

144 

136 

120 

124 

115 

134 

146 

161 

257 

+10 

+8 

Cities 

Chicago.  Ill.,  total . 

GAF3 . 

446 

442 

495 

525 

505 

488 

473 

483 

455 

467 

507 

537 

676 

+7 

+6 

145 

141 

181 

195 

186 

173 

158 

189 

182 

181 

200 

227 

324 

+5 

+4 

Detroit.  Mich.,  total . 

GAF3 . 

212 

190 

208 

226 

229 

227 

220 

208 

210 

217 

238 

226 

295 

+5 

-1 

47 

44 

51 

60 

61 

59 

56 

58 

56 

59 

62 

66 

104 

+6 

+4 

Los  Angeles,  Calif.,  total . 

GAF3 . 

353 

323 

338 

347 

351 

352 

364 

344 

351 

347 

362 

364 

461 

+1 

-2 

88 

80 

81 

91 

90 

92 

94 

90 

107 

102 

106 

112 

165 

-9 

-16 

New  York,  N.Y.,  total . 

867 

823 

890 

928 

911 

900 

842 

796 

807 

816 

889 

877 

1,157 

+1 

-1 

GAF3 . 

229 

212 

240 

271 

270 

270 

235 

235 

235 

249 

291 

289 

429 

-1 

0 

Philadelphia,  Pa.,  total . 

233 

226 

247 

270 

272 

254 

237 

225 

208 

228 

261 

257 

341 

+9 

+8 

GAF3 . 

61 

57 

70 

87 

83 

77 

67 

71 

66 

74 

85 

91 

135 

+6 

+8 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  19,  page  16.)  Preliminary  estimates. 

Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27.  Note  that  data  for  the  Los  Angeles-Long  Beach  SMSA  includes 
Orange  County,  California. 

3Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise. 


Table  11.— PERCENT  CHANGE  IN  SALES  OF  DEPARTMENT  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 


(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percent  change  in  sales 


Percent  change  in  sales 


Area 

August  1965  from — 

8  months 
1965 
from 

8  months 
1964 

August 

1964 

July 

1965 

STANDARD  f-ETROPOLITAN  STATISTICAL  AREA 

Akron,  Ohio . 

+6 

(NA) 

+5 

Asheville,  N.C . 

-A 

-3 

+3 

Atlanta,  Ga . 

+  8 

(NA) 

+9 

Augusta,  Ga . 

+8 

(NA) 

+7 

Baltimore,  Md . 

+7 

+6 

+6 

Baton  Rouge,  La . 

+12 

(NA) 

+8 

Binghamton,  N.Y . 

0 

-10 

+5 

Birmingham,  Ala . 

+6 

(NA) 

+1 

Boston,  Mass . 

+1 

(NA) 

+3 

Buffalo,  N.Y . 

-5 

-6 

+5 

Canton,  Ohio . 

-4 

-5 

+2 

Chattanooga,  Tenn . 

+6 

(NA) 

+8 

Chicago,  Ill . 

+7 

(NA) 

+6 

Cincinnati,  Ohio . 

+5 

+7 

+3 

Cleveland,  Ohio . 

+2 

+8 

+2 

Columbus,  Ohio . 

+3 

+9 

+5 

Corpus  Christi,  Texas . 

-2 

+  12 

+1 

Dallas,  Texas . 

+4 

+6 

+4 

Denver,  Colo . 

+1 

+12 

0 

Des  Moines,  Iowa . 

+3 

(NA) 

+5 

Detroit,  Mich . 

+14 

(NA) 

+15 

El  Paso,  Texas . 

+4 

+  17 

+3 

Erie,  Pa . 

+7 

+9 

+6 

Flint,  Mich . 

+6 

(NA) 

+14 

Fort  Wayne,  Ind . 

+8 

(NA) 

+6 

Grand  Rapids,  Mich . 

+8 

(NA) 

+2 

Houston,  Texas . 

+9 

+3 

+9 

Indianapolis,  Ind . 

+2 

(NA) 

+2 

Jacksonville,  Fla . 

+6 

(NA) 

+3 

Kansas  City,  Mo . 

-1 

+4 

0 

Knoxville ,  Tenn . 

+8 

(NA) 

+6 

Lancaster,  Pa . 

+11 

+5 

+6 

Lexington,  Ky . 

+4 

+  19 

+3 

Los  Angeles-Long  Beach,  Calif . 

+2 

-2 

+  3 

Louisville,  Ky . 

+  3 

+6 

+6 

Macon,  Ga . 

-2 

(na) 

-4 

Memphis,  Tenn . 

0 

+  10 

-2 

Miami,  Fla . 

+  10 

(NA) 

+4 

Milwaukee,  Wis . 

+2 

(NA) 

+3 

Mobile,  Ala . 

+4 

(NA) 

+  1 

New  Orleans,  La . 

+8 

(NA) 

+9 

New  York-Northeastern  New  Jersey1 . 

+5 

-2 

+5 

New  York  City . 

+3 

-1 

(NA) 

Newark,  N.J . 

-3 

+3 

-2 

Area 

August  1965  from — 

8  months 
1965 
from 

8  months 
1964 

August 

1964 

July 

1965 

Norfolk-Portsmouth,  Va . 

+4 

^4 

0 

Oklahoma  City,  Okla . 

+4 

+12 

+4 

Omaha,  Nebr . 

(NA) 

(NA) 

(NA) 

Peoria,  Ill . 

(NA) 

(NA) 

(NA) 

Philadelphia,  Pa . 

+8 

+6 

+3 

Pittsburgh,  Pa . 

+5 

+17 

+3 

Portland,  Oreg . 

+3 

+16 

+4 

Reading,  Pa . 

+2 

-2 

+4 

Richmond,  Va . 

+5 

+10 

+6 

Rochester,  N.Y . 

-1 

-7 

+7 

Sacramento,  Calif . 

+2 

+8 

-1 

St.  Louis,  Mo . 

-2 

+14 

-2 

Salt  Lake  City,  Utah . 

(NA) 

(NA) 

(NA) 

San  Antonio,  Tex . 

+2 

+5 

+2 

San  Diego,  Calif . 

+3 

+2 

+2 

Savannah,  Ga . 

+  10 

(NA) 

+6 

Seattle,  Wash . 

+5 

+15 

+5 

Shreveport,  La . 

-1 

+2 

0 

South  Bend,  Ind . 

+5 

(NA) 

+4 

Spokane,  Wash . 

0 

+  15 

+5 

Springfield,  Ohio . 

+4 

+1 

+6 

Syracuse,  N.Y . 

-1 

-7 

+12 

Tacoma,  Wash . 

-4 

+23 

+7 

Tampa -St.  Petersburg,  Fla . 

+8 

(NA) 

+3 

Toledo,  Ohio . 

+  7 

+  12 

+7 

Trenton,  N.J . 

+6 

-3 

+4 

Tulsa,  Okla . 

+6 

+2 

+9 

Waco,  Texas . 

-1 

+7 

-1 

Washington,  D.C . 

+2 

+2 

+6 

Wheeling,  W.Va . 

(NA) 

(NA) 

(NA) 

Wichita,  Kans . 

-3 

+5 

0 

Worcester,  Mass . 

+1 

(NA) 

+5 

Youngstown,  Ohio . 

+6 

+  1 

+7 

CITIES 

Bridgeport,  Conn . 

(NA) 

CNA) 

(NA) 

Bristol,  Tenn.-Va . 

+  13 

(NAT 

+7 

Duluth,  Minn. -Superior,  Wis . 

0 

+18 

+1 

Minneapolis,  Minn . 

+3 

+28 

+5 

Oakland-Berkeley,  Calif . 

-7 

+1 

Portsmouth,  Ohio . 

+8 

+  *5 

+6 

Rome,  Ga . 

(NA) 

.  (NA) 

(NA) 

St.  Paul,  Minn . 

+  1 

+  17 

+5 

San  Francisco,  Calif . 

-6 

+6 

-2 

Note:  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 
(NA)  Not  available. 

1The  breakdown  shown  does  not  include  all  portions  of  the  area. 


Table  12.— ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALMENT,  FOR  AIL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS  11 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Percent 
change, 
August  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

1  July 

Aug.1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

Aug. 

1964 

July 

1965 

Data 

NDT  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total2 . 

16,401 

15,848 

15,747 

16,048 

16,509 

16,708 

16,660 

1.6,683 

15,519 

15,689 

15,729 

15,813 

16,929 

+8 

0 

Durable -goods  stores,  total . 

6,627 

6,474 

6,430 

6,520 

6,732 

7,028 

7,090 

7,045 

6,724 

6,833 

6,799 

6,646 

6,885 

+5 

-1 

Nondurable-goods  stores,  total . 

9,774 

9,374 

9,317 

9,528 

9,777 

9,680 

9,570 

9,638 

8,795 

8,856 

8,930 

9,167 

10,044 

+10 

+1 

Food  group . 

352 

341 

346 

340 

347 

344 

371 

371 

365 

368 

355 

340 

361 

+2 

0 

Grocery  stores . 

287 

281 

289 

283 

292 

292 

316 

317 

299 

308 

296 

284 

302 

+6 

0 

Eating  and  drinking  places . 

130 

125 

120 

114 

111 

114 

96 

100 

81 

79 

96 

104 

129 

+23 

+4 

General  merchandise  group2 . 

6,294 

5,969 

5,855 

5,905 

6,051* 

6,087 

6,066 

6,172 

5,521 

5,593 

5,640 

5,812 

6,478 

+12 

♦2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

5,063 

4,760 

4,658 

4,675 

4,831 

4,823 

4,781 

4,904 

4,414 

4,470 

4,506 

4,604 

5,216 

+11 

+3 

Department  stores . 

4,503 

4,224 

4,131 

4,132 

4,274 

4,266 

4,234 

4,340 

3,908 

3,962 

4,002 

4,077 

4,638 

+11 

+3 

Mail  order  houses  (department  store  mdse.).. 

1,014 

997 

997 

1,009 

994 

1,005 

1,023 

1,006 

911 

910 

930 

967 

1,027 

+10 

-2 

Apparel  group . 

1,206 

1,102 

1,086 

1,116 

1,098 

1,051 

1,007 

1,013 

1,007 

1,044 

1,083 

1,110 

1,325 

+1 

+1 

Women's  ready-to-wear  stores . 

508 

481 

502 

527 

512 

471 

440 

441 

422 

442 

464 

470 

575 

+5 

0 

Furniture  and  appliance  group . 

2,520 

2,441 

2,355 

2,284 

2,339 

2,341 

2,303 

2,297 

2,251 

2,312 

2,323 

2,316 

2,523 

+2 

0 

Furniture,  heme  furnishings  stores . 

1,900 

1,828 

1,780 

1,744 

1,788 

1,796 

1,730 

1,742 

1,760 

1,781 

1,783 

1,778 

1,896 

-1 

+1 

Furniture  stores . 

1,705 

1,643 

1,606 

1,577 

1,625 

1,632 

1,571 

1,570 

1,606 

1,615 

1,601 

1,595 

1,708 

-2 

0 

Household  appliance,  TV,  radio  stores . 

620 

613 

575 

540 

551 

545 

573 

555 

491 

531 

540 

538 

627 

+13 

-3 

Household  appliance  dealers . 

538 

534 

502 

473 

488 

484 

506 

486 

431 

438 

452 

460 

539 

+13 

-4 

Lumber,  building,  hardware,  farm  equip,  group 

1,631 

1,621 

1,627 

1,758 

1,868 

1,975 

2,075 

2,107 

1,940 

1,948 

1,984 

1,824 

1,684 

+9 

+2 

Lumber  yards,  building  materials  dealers3... 

1,155 

1,137 

1,138 

1,225 

1,334 

1,396 

1,428 

1,433 

1,355 

1,365 

1,392 

1,301 

1,180 

+6 

0 

824 

825 

811 

854 

941 

999 

1,033 

1,035 

960 

965 

985 

+8 

Automotive  group2 . 

1,493 

1,458 

1,487 

1,553 

1,605 

1,709 

1,732 

1,701 

1,614 

1,630 

1,539 

1,563 

1,602 

+5 

-2 

Passenger  car  dealers4 . 

1,012 

966 

981 

1,024 

1,038 

1,092 

1,094 

1,061 

1,031 

1,052 

992 

1,015 

1,044 

+3 

-3 

Passenger  car  dealers  ( franchised ) . 

939 

895 

920 

947 

965 

1,017 

1,024 

996 

956 

980 

919 

936 

972 

+4 

-3 

Tire,  battery,  accessory  dealers . 

430 

445 

465 

482 

521 

569 

574 

570 

528 

517 

497 

503 

510 

+8 

-1 

Gasoline  service  stations . 

441 

447 

467 

472 

493 

498 

501 

489 

461 

458 

460 

460 

443 

+6 

-2 

Other  retail  stores . 

2,334 

2,344 

2,404 

2,506 

2,597 

2,589 

2,509 

2,433 

2,279 

2,257 

2,249 

2,284 

2,383 

+7 

-3 

CHARGE  ACCOUNTS 

United  States,  total2 . 

7,703 

7,466 

7,435 

7,723 

7,996 

8,011 

7,862 

7,820 

7,502 

7,555 

7,584 

7,611 

8,025 

+4 

-1 

Durable-goods  stores,  total . 

3,500 

3,453 

3,421 

3,552 

3,740 

3,886 

3,885 

3,877 

3,653 

3,720 

3,706 

3,617 

3,644 

+6 

0 

Nondurable-goods  stores,  total . 

4,203 

4,013 

4,014 

4,171 

4,256 

4,125 

3,977 

3,943 

3,849 

3,835 

3,878 

3,994 

4,381 

+2 

-1 

Food  group . 

343 

331 

337 

332 

334 

333 

357 

357 

353 

356 

344 

331 

353 

+1 

0 

General  merchandise  group2 . 

1,130 

991 

935 

936 

969 

949 

901 

908 

956 

951 

972 

1,015 

1,240 

-5 

+1 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,044 

907 

849 

849 

864 

833 

793 

797 

846 

838 

867 

909 

1,145 

-6 

+1 

Department  stores . 

896 

77  2 

718 

710 

727 

694 

662 

660 

717 

697 

732 

764 

983 

—8 

0 

Apparel  group . 

367 

787 

773 

807 

769 

737 

683 

686 

714 

748 

780 

810 

972 

-4 

0 

Furniture  and  appliance  group . 

828 

810 

770 

739 

765 

768 

744 

732 

729 

767 

784 

788 

854 

0 

-2 

Furniture,  home  furnishings  stores . 

607 

591 

572 

564 

589 

594 

560 

543 

579 

615 

621 

617 

625 

-6 

-3 

Lumber,  building,  hardware,  farm  equip,  group2 

1,465 

1,466 

1,461 

1,584 

1,700 

1,803 

1,844 

1,863 

1,751 

1,741 

1,785 

1,652 

1,516 

+6 

+1 

Lumber  yards,  building  materials  dealers3... 

1,106 

1,089 

1,080 

1,165 

1,268 

1,329 

1,358 

1,365 

1,289 

1,290 

1,320 

1,250 

1,130 

+6 

+1 

Lumber  yards . 

793 

794 

779 

824 

910 

965 

995 

1,000 

921 

919 

942 

884 

801 

+9 

+1 

Automotive  group . 

915 

888 

896 

940 

975 

1,002 

996 

972 

893 

921 

864 

880 

928 

+9 

-2 

Passenger  car  dealers  (franchised) . 

666 

633 

646 

670 

684 

710 

692 

672 

624 

652 

612 

642 

685 

+8 

-3 

Gasoline  service  stations . 

429 

439 

458 

463 

484 

487 

490 

480 

451 

449 

450 

451 

433 

♦6 

-2 

INSTALLMENT  ACCOUNTS 

United  States,  total2 . 

8,698 

8.382 

8.312 

8.325 

3.513 

8.697 

8,798 

8.863 

8.017 

8,134 

8.145 

8.202 

8,904 

+11 

+1 

Durable-goods  stores,  total . 

3,127 

3,021 

3,009 

2,968 

2,992 

3,142 

3,205 

3,168 

3,071 

3,113 

3,093 

3,029 

3,241 

+3 

-1 

Nondurable -goods  stores,  total  . 

5,571 

5,361 

5,303 

5,357 

5,521 

5,555 

5,593 

5,695 

4,946 

5,021 

5,052 

5,173 

5,663 

+15 

+2 

General  merchandise  group2 . 

5,164 

4,978 

4,920 

4,969 

5,082 

5,138 

5,165 

5,264 

4,565 

4,642 

4,66  8 

4,797 

5,238 

+15 

+2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

4,019 

3,853 

3,809 

3, 826 

3,967 

3,990 

3,988 

4,107 

3,568 

3,632 

3,639 

3,695 

4,071 

+15 

♦3 

Department  stores . 

3,607 

3,452 

3,413 

3,422 

3,547 

3,572 

3,572 

3,680 

3,191 

3,265 

3,270 

3,313 

3^655 

+15 

♦3 

Apparei  grouj . 

339 

315 

313 

309 

329 

314 

324 

327 

293 

296 

303 

300 

353 

+12 

+1 

Furniture  and  appliance  group . 

1,692 

1,631 

1,585 

1,545 

1,574 

1,573 

1,559 

1,565 

1,522 

1,545 

1,539 

1,528 

1,669 

+3 

0 

Furniture,  heme  furnishings  stores . 

1,293 

1,237 

1,208 

1,180 

1,199 

1,202 

1,170 

1,200 

1,181 

1,166 

l!  162 

l'  161 

1*271 

+2 

+3 

Household  appliance,  TV,  radio  stores . 

399 

394 

377 

365 

375 

371 

389 

365 

341 

379 

377 

367 

399 

♦7 

-6 

Lumber,  building,  hardware,  farm  equip,  group. 

166 

155 

166 

174 

168 

172 

231 

244 

189 

207 

199 

172 

168 

+29 

+6 

Automotive  group . 

578 

570 

591 

613 

630 

707 

736 

729 

721 

709 

675 

683 

674 

+1 

-1 

Tire,  battery,  accessory  dealers . 

243 

248 

264 

267 

284 

331 

339 

343 

325 

319 

303 

314 

322 

♦6 

♦1 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  eonnrrcial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and 
yep'-to-year  percent  changes.  Sampling  variabilities  shown  in  table  22,  page  17. 

^Preliminary  estimates,  see  Explanatory  Material,  page  21. 

U.S.  and  group  totals  Include  kinds  of  business  not  shown  separately. 

^Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

Includes  both  franchised  and  nonfranchlsed  car  dealers. 
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Table  12.—  ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS— Continued 

(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Percent 

change, 

August  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug.1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

August 

1964 

July 

1965 

Data  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total " . 

16,038 

16,381 

16,249 

16,272 

1.6,469 

16,681 

16,765 

16,755 

15,626 

15,854 

15,767 

15,731 

15,798 

+7 

0 

Durable-goods  stores,  total . 

6,823 

6,907 

6,784 

6,734 

6,745 

6,918 

6,905 

6,817 

6,501 

6,678 

6,607 

6,528 

6,696 

+5 

-1 

Nondurable-goods  stores,  total . 

9,215 

9,474 

9,465 

9,538 

9,724 

9,763 

9,860 

9,938 

9,125 

9,176 

9,160 

9,203 

9,102 

+9 

+1 

357 

352 

353 

355 

353 

347 

367 

353 

349 

355 

348 

342 

350 

+1 

-4 

General  merchandise  group2 . 

5,797 

6,026 

6,002 

6,026 

6,143 

6,259 

6,262 

6,362 

5,743 

5,764 

5,772 

5,794 

5,727 

+11 

+2 

Department  stores . 

4,085 

4,272 

4,250 

4,220 

4,359 

4,349 

4,354 

4,471 

4,074 

4,105 

4,099 

4,100 

4,088 

+10 

+3 

Mail  order  houses  (department  store  mdse.).. 

978 

1,020 

1,018 

1,033 

994 

1,033 

1,068 

1,038 

931 

920 

930 

934 

945 

+11 

-3 

1,102 

1,110 

1,084 

1,10S 

1,136 

1,095 

1,099 

1,099 

1,112 

1,086 

1,086 

1,099 

1,090 

-1 

0 

Women's  ready-to-wear  stores . 

477 

490 

483 

503 

515 

493 

501 

492 

476 

460 

466 

466 

479 

+3 

-2 

Furniture  and  appliance  group . 

2,461 

2,443 

2,404 

2,338 

2,331 

2,346 

2,356 

2,314 

2,281 

2,340 

2,321 

2,300 

2,365 

+1 

-2 

Furniture,  home  furnishings  stores . 

1,841 

1,829 

1,817 

1,789 

1,785 

1,813 

1,772 

1,744 

1,782 

1,787 

1,780 

1,769 

1,776 

-2 

-2 

Furniture  stores. t . 

1,630 

1,640 

1,627 

1,622 

1,617 

1,634 

1,615 

1,548 

1,611 

1,633 

1,620 

1,618 

1,602 

-4 

-4 

Household  appliance,  TV,  radio  stores . 

620 

614 

587 

549 

546 

533 

584 

570 

499 

553 

541 

531 

589 

+14 

-2 

Household  appliance  dealers . 

541 

536 

505 

488 

484 

472 

504 

504 

438 

456 

457 

454 

509 

+15 

0 

Lumber,  building,  hardware,  farm  equipment 

1,841 

1,870 

1,832 

1,837 

1,861 

1,925 

1,914 

1,924 

1,749 

1,789 

1,805 

1,757 

1,780 

+10 

+1 

Lumber  yards,  building  materials  dealers3... 

1,283 

1,301 

1,307 

1,285 

1,341 

1,397 

1,346 

1,316 

1,227 

1,256 

1,255 

1,207 

1,225 

+7 

-2 

Lumber  yards . 

Automotive  group2 . 

923 

944 

946 

895 

941 

972 

958 

945 

863 

886 

900 

859 

865 

+10 

-1 

1,546 

1,568 

1,554 

1,57] 

1,583 

1,656 

1,678 

1,670 

1,590 

1,641 

1,501 

1,538 

1,566 

+5 

0 

Passenger  car  dealers  (franchised) . 

965 

962 

955 

941 

952 

1,005 

1,010 

982 

959 

1,002 

885 

919 

942 

+2 

-3 

Tire,  battery,  accessory  dealers . 

453 

480 

494 

51. 

520 

533 

530 

547 

504 

500 

498 

497 

504 

+9 

+3 

Gasoline  service  stations . 

455 

476 

475 

472 

481 

479 

498 

482 

450 

458 

448 

448 

467 

+7 

-3 

CHARGE  ACCOUNTS 

United  States,  total2 . 

7,776 

7,874 

7,794 

7,782 

7,850 

7,968 

7,872 

7,799 

7,492 

7,593 

7,464 

7,462 

7,555 

+4 

-1 

Durable-goods  stores,  t"tal . 

3,739 

3,837 

3,735 

3,677 

3,714 

3,810 

3,725 

3,696 

3,466 

3,577 

3,454 

3,468 

3,615 

+7 

-1 

Nondurable-goods  stores,  total . 

4,037 

4,037 

4,059 

4,105 

4,136 

4,158 

4,147 

4,103 

4,026 

4,016 

4,010 

3,994 

3,940 

+2 

-1 

General  merchandise  group . 

1,007 

977 

982 

986 

978 

995 

981 

974 

1,047 

1,003 

1,023 

997 

973 

-7 

-1 

Department  stores . 

779 

760 

764 

763 

740 

741 

720 

720 

792 

746 

773 

747 

739 

-9 

0 

Apparel  group . 

790 

802 

775 

801 

807 

780 

758 

753 

806 

778 

779 

783 

769 

-7 

-1 

Furniture  and  appliance  group . 

814 

824 

805 

749 

768 

766 

770 

746 

748 

785 

766 

767 

772 

0 

-3 

Furniture,  home  furnishings  stores . 

597 

609 

603 

566 

584 

599 

581 

545 

590 

610 

603 

605 

577 

-8 

-6 

Lumber,  building,  hardware,  farm  equipment 

group' . 

1,670 

1,717 

1,677 

1,666 

1,680 

1,757 

1,693 

1,689 

1,570 

1,590 

1,599 

1,578 

1,603 

+8 

0 

Lumber  yards,  building  materials  dealers3... 

1,240 

1,260 

1,253 

1,228 

1,276 

1,328 

1,273 

1,252 

1,161 

1,181 

1,184 

1,154 

1,175 

+8 

-2 

Lumber  yards . 

898 

919 

919 

871 

911 

934 

920 

911 

823 

839 

854 

830 

839 

+11 

-1 

Automotive  group . 

936 

948 

937 

950 

949 

976 

980 

978 

891 

938 

827 

864 

916 

+10 

0 

Passenger  car  dealers  (franchised) . 

670 

666 

668 

660 

669 

702 

691 

678 

630 

676 

592 

630 

675 

+8 

-2 

Gasoline  service  stations . 

444 

465 

466 

462 

472 

468 

487 

472 

438 

449 

437 

440 

457 

+8 

-3 

INSTALLMENT  ACCOUNTS 

United  States,  total  2 . . . 

8,262 

8,507 

8,455 

8,490 

8,619 

8,713 

8,893 

8,956 

8,134 

8,261 

8,303 

8,269 

8,243 

+10 

+1 

Durable-goods  stores,  total . 

3,084 

3,070 

3,049 

3,057 

3,031 

3,108 

3,180 

3,121 

3,035 

3, 101 

3,153 

3,060 

3,081 

+3 

-2 

Nondurable -good 8  stores,  total . 

5,178 

5,437 

5,406 

5,433 

5,588 

5,605 

5,713 

5,835 

5,099 

5,160 

5,150 

5,209 

5,162 

+14 

+2 

General  merchandise  group . 

4,790 

5,049 

5,020 

5,040 

5,165 

5,264 

5,281 

5,388 

4,696 

4,761 

4,749 

4,797 

4,753 

+15 

+2 

Department  stores . 

3,306 

3,512 

3,486 

3,457 

3,619 

3,608 

3,634 

3,751 

3,283 

3,359 

3,327 

3,353 

3,347 

+14 

+3 

Apparel  group . 

312 

308 

309 

308 

329 

315 

341 

346 

306 

308 

307 

316 

321 

+13 

+1 

Furniture  and  appliance  group . 

1,647 

1,619 

1,599 

1,589 

1,563 

1,580 

1,586 

1,568 

1,533 

1,559 

1,561 

1,535 

1,585 

+2 

-1 

Furniture,  heme  furnishings  stores . 

1,244 

1,220 

1,214 

1,223 

1,201 

1,214 

1,191 

1,199 

1,192 

1,177 

1,177 

1,164 

1,199 

+1 

+1 

Household  appliance,  TV,  radio  stores . 

403 

399 

385 

366 

362 

366 

395 

369 

341 

382 

384 

371 

386 

+8 

-7 

Automotive  group . 

610 

620 

617 

621 

634 

680 

698 

692 

699 

703 

674 

674 

650 

-1 

-1 

Tire,  battery,  accessory  dealers . 

250 

259 

279 

281 

295 

313 

315 

324 

306 

307 

316 

312 

314 

+6 

_ jj 

Note:  Data  In  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  conmercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month-to-month  and 
year-to-year  percent  changes.  Sampling  variabilities  shown  in  table  22,  page  17. 

1 Preliminary  estimates,  see  Explanatory  Material,  page  21. 

2U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

3Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 


Table  13 . —ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ORGANIZATIONS  OPERATING  11  OR  MDHE  RETAIL  STORES: 

UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 
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Kind  of  business 

1965 

1964 

Percent 
change, 
August  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

1  July 

Aug.1 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 

August 

1964 

July 

1965 

Data  NOT  ADJUSTED  for  seasonal  variations 

and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

6,362 

6,146 

6,081 

6,130 

6,302 

6,439 

6,517 

6,650 

5,667 

5,782 

5,881 

6.021 

6.651 

+17 

+2 

Durable-goods  stores,  total . 

1,197 

1,195 

1,211 

1,231 

1,248 

1,324 

1,397 

1,408 

1,257 

1,286 

1,302 

1,278 

1,290 

+12 

+1 

Nondurable-goods  stores,  total . 

5,165 

4,951 

4,870 

4,899 

5,054 

5,115 

5,120 

5,242 

4,410 

4  ,496 

4,579 

4,743 

5,361 

+19 

+2 

General  merchandise  group . 

4,649 

4,461 

4,389 

4,424 

4,562 

4,631 

4,641 

4,750 

3,982 

4,051 

4,114 

4,273 

4,823 

+19 

+2 

Department  stores  and  dry  goods,  general 

merchandise  stores . . . 

3,845 

3,676 

3,619 

3,638 

3,788 

3,815 

3,815 

3,926 

3,290 

3,352 

3,402 

3,510 

3,994 

+19 

+3 

Department  stores . 

3,451 

3,299 

3,248 

3,257 

3,400 

3,424 

3,425 

3,524 

2,948 

3,007 

3,052 

3,142 

3,585 

+20 

+3 

Apparel  group . 

315 

291 

279 

287 

291 

283 

277 

284 

247 

251 

272 

278 

337 

+15 

+3 

Furniture  and  appliance  group . 

397 

395 

388 

386 

387 

397 

415 

419 

368 

377 

382 

381 

392 

+14 

+1 

Tire,  battery,  accessory  dealers . 

274 

276 

285 

305 

314 

357 

367 

372 

336 

337 

335 

337 

341 

+11 

+1 

CHARGE  ACCOUNTS 

United  States,  total . 

1,073 

998 

968 

972 

1,017 

1,026 

1,001 

1,035 

972 

981 

1,022 

1,021 

1,163 

+6 

+3 

Durable-goods  stores,  total . 

298 

291 

277 

299 

310 

331 

332 

350 

335 

344 

346 

335 

313 

+4 

+5 

Nondurable-goods  stores,  total . 

775 

707 

691 

673 

707 

695 

669 

685 

637 

637 

676 

686 

850 

+8 

+2 

General  merchandise  group . 

432 

378 

362 

351 

380 

376 

355 

365 

350 

339 

365 

373 

497 

+4 

+3 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

394 

343 

324 

317 

331 

321 

305 

312 

301 

292 

317 

328 

455 

+4 

+2 

Department  stores . 

367 

318 

300 

289 

304 

293 

280 

287 

271 

267 

293 

303 

424 

+6 

+3 

Apparel  group . 

155 

142 

139 

144 

143 

136 

129 

130 

122 

120 

132 

134 

166 

+7 

+1 

Furniture  and  appliance  group . 

47 

47 

40 

41 

40 

41 

43 

41 

40 

45 

47 

43 

44 

+3 

-5 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

5,289 

5,148 

5,113 

5,158 

5,285 

5,413 

5,516 

5,615 

4,695 

4,801 

4,859 

5,000 

5,488 

+20 

+2 

Durable-goods  stores,  total . 

899 

904 

934 

932 

938 

993 

1,065 

1,058 

922 

942 

956 

943 

977 

+15 

-1 

Nondurable-goods  stores,  total . 

4,390 

4,244 

4,179 

4,226 

4,347 

4,420 

4,451 

4,557 

3,773 

3,859 

3,903 

4,057 

4,511 

+21 

+2 

General  merchandise  group . 

4,217 

4,083 

4,027 

4,073 

4,182 

4,255 

4,286 

4,385 

3,632 

3,712 

3,749 

3,900 

4,326 

+21 

+2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,451 

3,333 

3,295 

3,321 

3,457 

3,494 

3,510 

3,614 

2,989 

3,060 

3,085 

3,182 

3,539 

+21 

+3 

Department  stores . 

3,084 

2,981 

2,948 

2,968 

3,096 

3,131 

3,145 

3,237 

2,677 

2,740 

2,759 

2,839 

3,161 

+21 

+3 

Apparel  group . 

160 

149 

140 

143 

148 

147 

148 

154 

125 

131 

140 

144 

171 

+23 

+4 

Furniture  and  appliance  group . 

350 

348 

348 

345 

347 

356 

372 

378 

328 

332 

335 

338 

348 

+15 

+2 

TOTAL  ACCOUNTS  RECEIVABLE 

Data  ADJUSTED  for  seasonal 

variations  and 

holida 

diffe 

rences 

United  States,  total . 

5,926 

6,236 

6,233 

6,267 

6,402 

6, 552 

6,700 

6,790 

5,798 

5,889 

5,970 

5,995 

6,026 

+17 

+1 

1,205 

1,242 

1,250 

1,268 

1,268 

1,323 

1,384 

1,379 

1,219 

1,254 

1,290 

1,257 

Nondurable-goods  stores,  total . 

4,721 

4,994 

4,983 

4,999 

5,134 

5,229 

5 '316 

5^411 

4 ',579 

4 '635 

4;  680 

4,738 

4,768 

+18 

+2 

General  merchandise  group . 

4,237 

4,433 

4,507 

4,526 

4,648 

4,751 

4,820 

4,890 

4,126 

4,165 

4,199 

4,264 

4,295 

+19 

+1 

Department  stores . 

3,110 

3,332 

3,324 

3,313 

3,477 

3,514 

3,543 

3,611 

3,054 

3,105 

3,122 

3,167 

3,198 

+18 

♦2 

Apparel  group . 

286 

287 

277 

285 

297 

287 

293 

309 

273 

271 

282 

284 

274 

+13 

+5 

Furniture  and  appliance  group . 

394 

362 

387 

391 

391 

404 

421 

427 

372 

382 

381 

378 

374 

+15 

♦1 

Tire,  battery,  accessory  dealers . 

285 

291 

305 

320 

319 

340 

338 

351 

318 

322 

343 

337 

333 

+10 

+4 

CHARGE  ACCOUNTS 

United  States,  total . 

1,015 

1,027 

1,012 

1,020 

1,028 

1,041 

1.038 

1.068 

1,000 

994 

1,022 

997 

1,013 

+7 

+3 

Durable-goods  stores,  total . 

325 

333 

302 

311 

316 

327 

320 

326 

311 

321 

316 

316 

316 

+5 

+2 

Nondurable-goods  stores,  total . 

690 

694 

710 

709 

712 

714 

718 

742 

689 

673 

706 

681 

697 

+8 

+3 

General  merchandise  group . 

368 

366 

385 

387 

389 

396 

397 

406 

386 

354 

382 

364 

382 

+5 

+2 

Department  stores . 

309 

306 

319 

321 

311 

316 

317 

325 

303 

284 

308 

295 

315 

+7 

+3 

Apparel  group . 

140 

140 

139 

143 

146 

137 

133 

143 

139 

131 

136 

140 

132 

♦3 

+8 

Furniture  and  appliance  group . 

51 

46 

41 

40 

42 

41 

43 

43 

41 

46 

45 

43 

41 

+5 

0 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4,911 

5,209 

5,221 

5,247 

5,374 

5,511 

5,662 

5,722 

4,798 

4,895 

4,948 

4,998 

5,013 

+19 

♦1 

Durable-goods  stores,  total . 

880 

909 

948 

957 

952 

996 

1,064 

1,053 

908 

933 

974 

941 

942 

+16 

-1 

Nondurable -goods  stores,  total . 

4,031 

4,300 

4,273 

4,290 

4,4  22 

4,515 

4,598 

4,669 

3,890 

3,962 

3,974 

4,057 

4,071 

♦20 

♦2 

General  merchandise  group . 

3,869 

4,133 

4,122 

4,139 

4,259 

4,355 

4,423 

4,484 

3,740 

3,811 

3,818 

3,900 

3,911 

+20 

♦1 

Department  stores . 

2,801 

3,026 

3,005 

2,992 

3,166 

3,198 

3,226 

3,286 

2,751 

2,822 

2,815 

2,871 

2,881 

♦19 

♦2 

Apparel  group . 

146 

147 

138 

142 

151 

150 

160 

166 

134 

140 

146 

144 

142 

+24 

44 

Furniture  and  appliance  group . 

343 

316 

346 

351 

349 

363 

378 

384 

331 

336 

336 

335 

333 

♦16 

+2 

Note: 


.  in  tMo  table  represent  only  outstanding  balances  held  by  retail  stores  as  or  the  end  of  the  months  inJicated.  Amounts  transferred  to  commercial 

banks'  and  other  financial  Institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variation:  In  the  month- to-amnth  aid 
year-to-year  percent  changes.  Sampling  variabilities  are  shown  in  table  21,  page  16. 

1  Preliminary  estimates,  see  Explanatory  Materials,  page  21. 
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Table  14.—  ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month- to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0 .3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1 .4 

1.3 

1.3-1 .4 

1.3 

0.2-0 .3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0. 3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6. 5 

5.7 

5. 3-6.0 

5.5 

1.1-1. 8 

1.3 

Eating  and  drinking  places . 

2. 3-2 .4 

2.3 

2.2-2 .4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0.5-1 .3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2.9-3 .2 

3.0 

0.5-1. 2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0.3-1. 1 

0.8 

General  merchandise  group . 

0.8-1 .4 

1.4 

1.3-1. 5 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2. 3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(Z)-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(z) 

(z) 

(z) 

(z) 

(z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2. 9-3. 2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . . . 

5.4-5. 8 

5.7 

5.0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5. 4-6. 3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0.8-1. 2 

1.1 

Women's  ready-to-wear  stores . 

3 .3-4 .2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4. 2-4.3 

4.2 

3. 8-4.0 

4.0 

0.9-2 .0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1 .1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4 .0-4 .3 

4.2 

3 .7-4 .0 

3.9 

1.6-2 .3 

2.0 

Household  appliance,  TV,  radio  stores . 

5.4-8. 0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3.1-3 .4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3.9^  .3 

4.1 

3. 8-4. 2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5. 0-5. 3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2.7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2.9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6. 6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0. 5-0.9 

0.6 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2. 9 

2.9 

2.4-2 .9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Note:  The  ranges  of  sampling  error  shown  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and 
trading  day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percent  change  in  sales,  the  ranges  of  sampling  error  are  based 
on  unadjusted  data  for  January  through  June  1960. 

(Z)  Sampling  error  is  less  than  0.1  percent. 

1  The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the 
previous  month.  (See  Explanatory  Material,  page  21.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  2 
months. 


Table  15.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  THE  SALES  OF  RETAIL  STORES  FOR  2  CONSECUTIVE  MONTHS: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

Fruit  stores,  vegetable  markets . 

1.4-6. 6 

3.7 

Fuel,  fuel  oil  dealers . 

1.2-3. 5 

2.8 

1.7-3 .4 

Delicatessen  stores . 

2. 0-3.0 

2.6 

Fuel  oil  dealers . 

1.6-5. 9 

4.6 

Men's,  boys'  clothing  stores . 

1. 8-3.1 

2.5 

Jewelry  stores . 

2. 6-3. 6 

3.2 

Men's,  boys'  furnishings  stores . 

3. 0-5. 9 

3.6 

Florists ....  . 

3. 0-7. 8 

4.6 

Women's  apparel,  accessory,  specialty  stores . 

3. 1-5. 9 

4.1 

Book  stores . 

2.2-10.3 

5.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

4.8 

2.2-4 .2 

Paint,  glass,  wallpaper  stores . 

2.0^. 8 

4.4 

Heating,  plumbing  equipment  dealers . 

5. 0-9. 5 

8.3 

Optical  goods  stores . 

1.4-6. 7 

3.1 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

Note:  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for 
the  previous  month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  22.  The  ranges  of  sampling 
error  shown  above  are  based  on  the  month- to-month  percent  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 
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Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges  in  Tables  16-20 

Dollar  volume  sales  and  percent  change  from  the  same  month  a  year  ago1  Percent  change  over  2  consecutive  months2 

A  =  0  to  3.5$,  B  =  3.6  to  7.0$,  C  -  7.1  to  10.5$.  a  =  0  to  1.5$,  b  =  1.6  to  3.0$,  c  »  3.1  to  4.5$. 

1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling  variability  of  the  year-to-year  percent  change  for  2  or  more 
months  combined  have  not  been  computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for  the  previous  month.  Sampling  variability  based  on  final 

?stimates  for  2  consecutive  months  is  somewhat  higher. _ 


Table  16 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  REGIONS  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 


Total . 

Durable-goods  stores . 

Nondurable-goods  stores . 

Food  group . 

Grocery  stores . . . . . 

Eating  and  drinking  places . 

GAF,  total . 

General  merchandise  group . 

Department  stores . 

Apparel  group . 

Furniture  and  appliance  group.. 

Lumber  group . 

Automotive  group . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 


Dollar  volume  estimates 

Percent  change  from  same 
month  a  year  ago 

Month- to -month  percent  change  over 

2  consecutive  months 

The 

The 

The 

The 

The 

The 

United 

North- 

North 

The 

The 

United 

North- 

North 

The 

The 

United 

North- 

North 

The 

The 

States 

eastern 

Central 

South 

West 

States 

eastern 

Central 

South 

West 

States 

eastern 

Central 

South 

West 

States 

States 

States 

States 

States 

States 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

A 

B 

B 

B 

c 

A 

8 

B 

B 

B 

a 

b 

b 

b 

c 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

A 

C 

B 

B 

C 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

A 

B 

B 

B 

B 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

A 

B 

B 

B 

B 

A 

B 

A 

A 

_ 

a 

b 

a 

a 

b 

Table  17 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Durable -goods  stores . 

B 

B 

B 

B 

B 

C 

C 

p) 

B 

Nondurable -goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . 

B 

(M 

A 

B 

(M 

B 

B 

C 

B 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

B 

A 

A 

B 

B 

B 

B 

B 

General  merchandise  group . 

- 

A 

A 

B 

A 

B 

B 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

c 

B 

B 

C 

B 

C 

C 

C 

C 

Percent  change  from 

same  month 

year  ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

— r*) — 

B 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

t1) 

A 

A 

t1) 

B 

B 

B 

A 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

- 

A 

A 

A 

A 

B 

A 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

c 

B 

 B 

C 

B 

C 

C 

C 

c 

Percent  change  over 

consecutiv 

months 

Total . 

b 

Durable-goods  stores . 

b 

b 

a 

b 

b 

b 

- F> — 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

t1) 

a 

a 

< 1 ) 

b 

Eating  and  drinking  places . 

a 

a 

b 

b 

b 

b 

b 

GAF,  total . 

b 

a 

a 

a 

b 

b 

General  merchandise  group . 

- 

a 

a 

a 

b 

Apparel  group . 

b 

a 

a 

b 

b 

a 

a 

b 

Gasoline  service  stations . 

b 

a 

a 

b 

a 

a 

b 

Drug  and  proprietary  stores . 

b 

b 

a 

a 

b 

a 

c 

c 

a 

(M  Estimates  for  food  store  sales  omitted  because  food  firms  accounting  for  more  than  3056  of  food  store  sales  in  these  geographic  divisions  have  reported 
company  totals  only.  (See  page  19,  "Group  II  Organizations.")  (2)  More  than  10.5  percent.  ( 3 )  More  than  4.5  percent. 


Dollar  volume 
sales  estimates 

Jil  Ly 

Percent  change  from 
same  month  a  year  ago 

Percent  change  over 

2  consecutive  months 

State 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

California . 

Florida . 

a 

a 

a 

Illinois . 

a 

b 

b 

Indiana . 

a 

a 

a 

Massachusetts . 

c 

c 

Michigan . 

b 

a 

a 

Minnesota . 

a 

a 

b 

Missouri . 

B 

B 

a 

b 

a 

New  Jersey . 

a 

a 

a 

New  York . 

b 

a 

a 

North  Carolina . 

A 

A 

A 

a 

a 

a 

a 

b 

b 

Pennsylvania . 

C 

a 

a 

a 

Texas . 

A 

A 

B 

B 

a 

a 

a 

Wisconsin . 

B 

C 

- 

B 

C 

a 

a 

a 

a 

b 

_ 
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Table  19. —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  RETAIL  SALES  FOR  2  CONSECUTIVE  MONTHS, 
BY  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 


Percent  change  over  2 

Percent  change  over  2 

Area 

consecutive  months 

Area 

consecutive  months 

Total 

Nondurable 

GAF 

Total 

Nondurable 

GAF 

Standard  Consolidated  Areas 

b 

b 

Chicago,  Ill. -Northwestern  Ind . 

a 

a 

b 

New  York  Northeastern  N.J . 

a 

a 

a 

b 

b 

b 

b 

Standard  Metropolitan  Statistical  Areas 

b 

St.  Louis,  Mo. -Ill . 

b 

b 

b 

b 

b 

b 

Buffalo,  N.Y . 

b 

b 

b 

Cities 

Cleveland,  Ohio . 

a 

a 

a 

b 

b 

b 

b 

b 

b 

b 

New  York,  N.Y . 

b 

a 

b 

b 

Table  20. —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND 

STANDARD  CONSOLIDATED  AREAS  AND  CITIES 


Area 

Dollar  volume 
sales  estimates 

Percent  change  from  same 
month  a  year  ago 

Total 

Nondurable 

GAF 

Total 

Nondurable 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

B 

B 

B 

B 

B 

New  York-Northeastern  New  Jersey . 

B 

A 

B 

B 

A 

B 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

B 

B 

B 

B 

B 

B 

Detroit,  Mich . 

B 

C 

B 

B 

C 

B 

Los  Angeles-Long  Beach,  Calif . 

B 

A 

B 

B 

A 

B 

New  York,  N.Y . 

B 

A 

B 

B 

A 

B 

Philadelphia,  Pa. -N.J . 

B 

B 

B 

B 

B 

B 

Cities 

Chicago,  Ill . 

B 

_ 

A 

B 

- 

A 

Detroit,  Mich . 

B 

- 

B 

B 

- 

B 

Los  Angeles,  Calif . 

B 

- 

B 

B 

- 

B 

New  York,  N.Y . 

A 

- 

A 

A 

- 

A 

Philadelphia,  Pa . 

B 

- 

B 

B 

- 

B 

Table  21.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 

percent 

charge 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

0. 2-0.4 

0.3 

0. 2-0.4 

0.3 

(Z)-O.l 

0.1 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

(X) 

0.4 

(X) 

0.4 

(X) 

(Z) 

0. 3-0.4 

0.4 

0. 3-0.4 

0.4 

(Z)-O.l 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

1.0-2. 2 

2.0 

1.8-1. 9 

1.9 

0.2-0. 5 

0.4 

0.8-1. 3 

1.0 

0. 9-1.4 

1.0 

(Z)-O.l 

0.1 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHAR®  ACCOUNTS 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

2. 7-2. 8 

2.7 

2. 6-2. 7 

2.7 

0.5-0. 8 

0.6 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0.3-0. 9 

0.3 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0. 1-1.3 

0.1 

0.7-1. 1 

0.9 

(X) 
0.3-0. 5 

0.8 

(Z) -1.4 

(z) 

0. 3-0.4 

0.4 

0.4 

(Z) -0.1 
0.3-0. 7 

(Z) 

0.7 

3. 7-4.4 

4.0 

3. 7-3. 8 

3.8 

3. 1-3. 7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

0. 3-0.4 

0.3 

0.3-0. 4 

0.3 

(Z) -0.2 

0.1 

0. 9-1.4 

1.1 

0. 9-1.4 

1.1 

0.1-0. 2 

0.1 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

(Z) -0.2 
(Z)-0.3 

0.1 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(z) 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(Z)-O.l 
(Z) -0.5 
(X) 

(Z) 

0.2 

1. 3-2.1 

1.6 

1. 3-2.2 

1.8 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(Z) 
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Table  22 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Med ian 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0. 5-0.6 

0.5 

Nondurable -goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Food  group . 

4.0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

Grocery  stores . 

3. 7-4. 6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2.2-6 .6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Department  stores . 

1. 9-3.0 

2.1- 

1.7-3. 0 

2.1 

0.2-1. 1 

0.5 

toil  order  houses  (department  store  merchandise) . 

(z) 

(z>. 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

4. 5-5. 3 

4.8' 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1. 2-5.4 

1.6 

Furniture  and  appliance  group . 

3. 2-3.3 

3.4 

3. 2-3.6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Furniture  stores . 

4. 2-4 .6 

4.4 

4. 1-4. 6 

4.3 

0.6-1. 4 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5.4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4. 2-4 .4 

4.3 

4.0-4 .4 

4.1 

0.8-1. 5 

0.9 

Lumber  yards . 

5. 1-5. 6 

5.3 

4.7-5. 3 

5.1 

0. 9-2.0 

1.1 

Automotive  group . 

3. 8-5.0 

4.3 

3. 7-5.0 

4.2 

1.1-1. 7 

1.3 

Passenger  car  dealers . 

5. 1-6. 5 

5.3 

5.0-6. 5 

5.1 

1.5-2. 3 

1.7 

Passenger  car  dealers  (franchised) . 

5. 4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3. 7-8. 6 

7.0 

0. 8-1.4 

1.0 

Gasoline  service  stations . 

4.4-5 .4 

4.7 

4. 1-5.4 

4.3 

1.4-1. 9 

1.7 

Other  retail  stores . 

3.9-5 .6 

4.1 

3. 7-5.1 

4.0 

1. 1-5.0 

1.5 

CHARCE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2.6 

2.4 

2. 2-2.4 

2.4 

0.7-1. 1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3-3 

2.6 

2. 1-2.7 

2.4 

0.7-1. 3 

1.0 

Food  group . 

4. 0-4.6 

4.5 

4.0-4 .4 

4.1 

1.0-2. 5 

1.6 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4. 4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4.7 

4.3 

3. 1-4 .6 

4.3 

0.6-1. 2 

0.9 

Department  stores . 

3. 0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

Apparel  group . 

5. 3-6. 5 

6.0 

4.5-6. 1 

5.7 

1.1-5. 3 

2.2 

Furniture  and  appliance  group . 

5.0-5. 3 

5.1 

4. 7-5.1 

5.0 

1. 8-2.6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5.6-6. 3 

5.8 

2. 1-3.6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3.7 

3.6 

3. 5-3.6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Lumber  yards . 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0. 9-2.1 

1.3 

Automotive  group . 

4.4-6. 1 

4.9 

3. 9-5.4 

5.1 

1. 5-3.1 

2.2 

Passenger  car  dealers  ( franchised ) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4.7-5 .4 

4.9 

4. 3-5. 5 

4.6 

1.3-1. 9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0.3-0 .6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3.4 

2.7 

0.7-1. 7 

0.8 

Nondurable -goods  stores,  total . 

1.6-2. 1 

1.6 

1.4-2. 1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

1.7-2. 8 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

0.5 

Apparel  group . 

6.4-7. 8 

7.2 

5.6-7. 3 

7.2 

1. 3-3.0 

2.0 

Furniture  and  appliance  group . 

3. 9-4.4 

4.1 

3. 9-5.4 

3.9 

0.7-3. 1 

1.1 

Furniture,  heme  furnishings  stores . 

4.7-5 .4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . 

7.6-9. 3 

8.9 

8.0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . 

5. 5-7.0 

6.1 

5. 7-6. 5 

6.0 

1.0-2. 3 

1.6 

Tire,  battery,  accessory  dealers . 

3. 7-4.1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estinetes:  June  1959  and 
January  through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  torch  1960.  Month- to-month  percent  changes:  toy,  June  and  December 
1959  and  January  through  April  1960. 

(Z)  Sampling  variability  is  less  than  0.1  percent. 

Sampling  errors  shewn  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory 
Material,  page  21.)  This  month -to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  the  2  months. 
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EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of 
sales  of  retail  stores  in  the  United  States  by  kind 
of  business  and  geographic  area — regions,  divisions, 
selected  States,  and  standard  metropolitan  statis¬ 
tical  areas  (SMSA) — and  (2)  provide  national  esti¬ 
mates  of  accounts  receivable  balances  of  retail 
stores,  by  kind  of  business.  The  retail  sales  and 
accounts  receivable  estimates  in  this  report  are  de¬ 
veloped  as  a  direct  measure  from  a  sample  represent¬ 
ing  all  sizes  of  stores,  firms  or  organizations,  and 
kinds  of  retail  business  throughout  the  country. 
The  sample  has  been  designed  so  that  estimates  can 
be  evaluated  in  terms  of  their  sampling  errors. 

The  first  publication  in  this  series  was  the  Monthly 
Retail  Trade  Report  for  March  1952,  which  contained 
sales  estimates  of  retail  stores  for  15  months  be¬ 
ginning  with  January  1951,  the  initial  month  for 
which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage 
change  in  the  data  for  the  first  12  months  of  tran¬ 
sition  were  subject  to  a  considerably  higher  sampling 
error  than  would  usually  be  expected.  Other  changes 
have  been  made  since  May  1953  (the  most  recent  of 
which  was  January  1961,  which  incorporated  informa¬ 
tion  derived  from  the  1958  Census  of  Business),  but 
these  changes  have  had  a  much  smaller  effect  on  con¬ 
tinuity  of  the  data  (see  Monthly  Retail  Trade  Reports 
for  July  1953,  December  1958,  and  January  1961,  for 
descriptions  of  sample  changes).  Monthly  sales  data 
for  geographic  areas  were  introduced  effective  with 
April  1962.  Beginning  with  June  1960,  statistics  on 
accounts  receivable  balances  of  retail  stores  were 
incorporated  into  the  report,  including  monthly  data 
from  January  1959 .  Monthly  data  for  periods  prior 
to  January  1959  are  not  available. 

Sales 

Total  receipts  from  customers  after  deductions  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  customers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales 
data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in 
retail  trade.  They  do  not  include  sales  at  retail 
by  manufacturers,  wholesalers,  service  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade . 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out¬ 
standing  as  of  the  end  of  the  month.  Receivables 


against  which  -the  firm  may  have  borrowed  are  included  . 
However,  credit  paper  discounted  or  sold  to  others 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included .  Also  excluded  are  accounts  charged  on 
credit  cards  used  by  other  organizations,  such  as 
oil  companies,  Central  Charge  Service,  Diners'  Club, 
etc . 

Charge  account  receivables  are  receivables  out¬ 
standing  for  which  full  payment  was  scheduled  to  be 
made  at  the  end  of  the  customary  billing  period . 

Installment  account  receivables  are  receivables 
outstanding  for  which  payment  was  scheduled  to  be 
paid  in  two  or  more  parts. 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  from  which  the  dollar  volume  sales  esti¬ 
mates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which 
in  the  1958  Census  of  Business  were  reported  as 
operating  11  or  more  retail  stores  in  the  United 
States,  are  included  in  the  sample  regardless  of 
location  in  the  United  States. 

B.  Group  I  stores;  i.e.,  all  remaining  retail 
stores  in  the  sample,  are  included  on  the  following 
basis: 

1.  Retail  stores  with  1954  sales  volume,  in  ex¬ 
cess  of  $5  million  are  included  each  month,  re¬ 
gardless  of  location  in  the  United  States.  (These 
stores  are  called  "National  List  Stores.") 

2 .  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  243  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  2  or  3  counties 
were  chosen  at  random  (l  from  each  of  the  243 
primary  strata)  with  known  probability  of  se¬ 
lection.  The  sample  within  these  areas  consists 
of  (a)  "Large"  stores  (all  stores  located  any¬ 
where  in  the  Census  sample  areas  which  meet  cer¬ 
tain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsanrple  of  the 
Census  sample  areas  called  area  segments)  se¬ 
lected  at  random,  with  known  probability  of  se¬ 
lection,  within  Census  sample  areas .  Certain  of 
these  stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area  seg¬ 
ments  each  month  by  Bureau  of  the  Census  field 
interviewers  makes  it  possible  to  account  for 
new  stores,  regardless  of  size,  which  have  come 
into  existance  subsequent  to  the  establishment 
of  the  sample . 
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The  following  criteria  were  used  to  select  the 
various  components  of  this  sample. 

Group  II  Organizations 

As  indicated  above,  Group  II  organizations  (those 
which  operated  11  or  more  retail  stores  in  1958)  are 
taken  into  the  sample  with  certainty  and  report 
monthly  the  combined  sales  of  all  their  retail  stores 
in  the  United  States .  For  those  Group  II  firms  with 
retail  stores  in  more  than  1  kind  of  business,  the 
reported  figures  are  prorated  among  the  different 
kinds  of  business  on  the  basis  of  the  percentage  dis¬ 
tribution  of  the  firm's  total  sales  by  kind  of  busi¬ 
ness  as  reported  in  the  1958  Census  of  Business . 

For  purposes  of  developing  the  geographic  area 
estimates  published  in  this  report,  Group  II  organi¬ 
zations  are  also  requested  to  report  separately  for 
a  sample  of  their  establishments  or  by  county.  Those 
Group  II  firms  reporting  separate  establishment  fig¬ 
ures  are  included  on  the  following  basis:  1.  Firms 
with  September  1961  sales  of  approximately  $10  mil¬ 
lion  or  more  are  canvassed  each  month  for  sales  data 
for  1  or  more  of  their  establishments;  2.  Firms 
with  sales  below  this  amount  are  sampled,  with  se¬ 
lection  proportionate  to  their  sales  size,  and  can¬ 
vassed  for  selected  month(s)  of  the  year.  For  both 
types  of  firms,  the  specific  establishments  for  which 
sales  data  are  tabulated  are  selected  in  the  follow¬ 
ing  manner: 

A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month. 
For  general  merchandise,  apparel  and  furniture  and 
appliance  stores  located  in  the  20  largest  standard 
metropolitan  statistical  areas,  the  criterion  was 
lowered  to  $215,000  in  some  areas  and  to  $425,000 
in  others . 

B.  Stores  not  qualifying  for  inclusion  in  the  sam¬ 
ple  each  month  on  the  basis  of  the  above  criteria 
were  sampled  with  selection  proportionate  to  rela¬ 
tive  sales  size, for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the 
year  report  newly  acquired  stores  each  month, 
whether  newly  constructed  or  purchased  from  others. 
Firms  canvassed  for  only  selected  month(s)  report 
newly  acquired  stores  once  each  year.  Data  for  all 
such  newly  acquired  stores  are  included  in  the 
statistics  forthe  month  in  which  they  are  initially 
reported.  For  subsequent  months,  they  are  sampled 
on  the  basis  of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.S.  food  store  sales,  have  been  distributed  by  ge¬ 
ographic  area  in  accordance  with  the  distribution  of 
their  sales  as  reported  in  the  most  recent  Annual 
Retail  Trade  Survey.  Data  for  a  few  firms  are  dis¬ 
tributed  geographically  based  on  their  sales  dis¬ 
tribution  in  the  1958  Census  of  Business.  The  few 
firms  in  other  kinds  of  business  which  report  only 
national  organizational  sales  totals  represent  less 
than  2  percent  of  total  U.S.  retail  sales,  exclusive 
of  food  store  sales  and  for  no  separate  kind -of - 
business  category  for  which  geographic  area  data  are 


shown  in  this  report  do  they  account  for  as  much  as 
5  percent  of  the  national  total.  Data  for  these 
firms,  as  in  the  case  of  food  firms  which  report  only 
national  totals,  are  distributed  by  geographic  area 
in  accordance  with  the  geographic  breakdown  reported 
in  the  most  recent  Annual  Retail  Trade  Survey. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  retail 
stores  at  the  time  of  the  1958  Census  of  Business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores.  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business) .  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more .  All  National 
List  Stores  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known  de¬ 
partment  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from  ap¬ 
proximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas .  Large  Group  I  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

Special  Area  Segment  Stores  are  Group  I  establish¬ 
ments  (not  on  1  of  the  above  lists)  located  in  area 
segments  whose  dollar  volume  of  sales  in  1954  (or  a 
comparable  amount  at  a  later  date)  exceeded  a  certain 
amount  (either  $150,000,  $225,000  or  $300,000)  de¬ 
pending  on  kind  of  business.  Special  Area  Segment 
Stores  report  monthly  by  mail. 

Special  Rules  for  GAF  Group  I  Stores 

In  order  to  permit  publication  of  sales  data  for 
general  merchandise,  apparel,  furniture  and  appli¬ 
ance  stores  in  the  20  largest  SMSA's,  the  sales  cri¬ 
teria  for  these  kinds  of  business  were  reduced  and 
the  "large"  store  panel  was  supplemented  cnthe  basis 
of  information  reported  for  the  1958  Census  of  Busi¬ 
ness.  Large  new  GAF  establishments  in  these  areas 
are  identified  and  are  added  to  the  "large"  store 
panel  or  to  the  Special  Area  Segment  Stores  panel. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments .  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments . 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  2  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled 
on  the  basis  of  their  accounts  receivables  as  of 
December  31,  1957,  as  reported  in  the  1957  Annual 
Retail  Trade  Survey. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed" 
panel  which  is  canvassed  monthly  for  accounts 
receivable  data.  These  criteria  vary  by  Census 
Sample  Area  and  by  sample  component,  with  one 
set  of  criteria  established  for  the  Special  Area 
Segment  Stores  and  another  for  the  other  sample 
components . 

2.  Those  with  total  receivables  below  these 
criteria  were  divided  into  12  "rotating"  panels. 
Such  panels  report  for  only  2  sucessive  months 
each  year,  depending  upon  the  "rotating"  panel  to 
which  they  are  assigned.  For  example,  the  Janu¬ 
ary  panel  is  canvassed  for  end -of -month  January 
and  February  receivables,  the  February  panel  for 
February  and  March  receivables,  etc. 

B.  Group  II  firms  added  in  the  panel  revision  of 
January  1961  were  subsampled  on  the  basis  of  their 
accounts  receivable  as  of  November  30,  1960.  Group 
I  general  merchandise,  apparel,  furniture  and  ap¬ 
pliance  stores  added  to  the  panel  as  a  result  of 
the  supplementation  in  these  standard  metropolitan 
statistical  areas  are  assigned  to  the  "fixed"  panel 
if  they  sell  on  credit  and  to  the  "rotating"  panel 
if  they  do  not  sell  on  credit. 

C.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the 
month  that  they  are  enumerated  for  sales  figures . 
For  both  sales  and  receivables  data,  these  estab¬ 
lishments  are  also  canvassed  for  figures  for  the 
previous  month,  thus  providing  data  for  2  consecu¬ 
tive  months  each  year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin,  should 
take  into  account  the  following  differences: 

A.  The  Federal  Reserve  Board  series  is  limited  to 
amounts  owed  by  consumers  only.  The  Board  subtracts 
from  credit  held  by  retailers  amounts  estimated  to 
reflect  nonconsumer  credit,  e.g.,  credit  outstand¬ 
ing  on  sales  by  retail  stores  made  to  contractors 
or  other  businesses.  Conversely,  an  amount  is 
added  which  represents  an  estimate  of  credit  out¬ 
standing  on  sales  to  consumers  by  wholesale  estab¬ 
lishments  . 


B.  The  Federal  Reserve  Board  compiles  retail  cre¬ 
dit  statistics  independently  of  the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores, and  household  appliance 
dealers .  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results . 

C.  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi¬ 
unit  organizations  to  the  major  kind  of  business  in 
which  the  organization  is  engaged .  The  Census 
Bureau  distributes  accounts  receivable  data  reported 
by  these  organizations  among  the  various  kinds  of 
business  in  which  they  were  engaged  as  reported  in 
the  1958  Census  of  Business.  (See  "Detailed  De¬ 
scription  of  Sources  and  Methods  Used  in  Revision 
of  Short-  and  Intermediate-Term  Consumer  Credit 
Statistics,  April  1953,  Board  of  Governors  of  the 
Federal  Reserve  System,"  and  the  Census  Bureau's 
"Description  of  the  Sample  for  the  Monthly  Retail 
Trade  Report,  Revised".) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  byall  Federal 
agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handl.es .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale,  and  receipts  from  services),  and 
are  not  limited  to  sales  of  the  major  product  or 
products.  Similarly,  the  accounts  receivable  esti¬ 
mates  include  amounts  owed  to  the  retail  stores  on 
all  sales  made  on  credit  at  the  establishment  includ¬ 
ing  sales  at  wholesale  and  receipts  of  services. 

Durable-Goods  Stores  and  Nondurable -Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group;  the 
lumber,  building  materials,  hardware,  farm  equipment 
group  and  the  automotive  group.  Also  included  in  the 
durable-goods  category  are  jewelry  stores;  book 
stores;  sporting  goods  stores;  bicycle  shops;  second¬ 
hand  stores;  luggage  and  leather  goods  stores;  gift, 
novelty,  souvenir  shops;  typewriter  stores;  optical 
goods  stores;  music  stores;  camera,  photographic 
supply  stores;  and  miscellaneous  retail  stores  not 
elsewhere  classified. 

Nondurable-goods  stores  include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  sta¬ 
tions.  Also  included  in  the  nondurable-goods  cate¬ 
gory  are  liquor  stores;  drug  and  proprietary  stores; 
fuel,  fuel  oil  dealers;  florists;  hay,  grain,  feed 
stores;  farm  and  garden  supply  stores;  stationery 
stores;  newsstands  and  news  dealers;  cigar  stores; 
and  ice  dealers. 
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Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re¬ 
ceivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  cn  a  probabil¬ 
ity  sample  and  therefore  the  sampling  variability  of 
these  estimates  is  measurable.  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  13  through 
21.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates,  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  1-sigma  level,  the  chances  are  that 
2  out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  expected  value  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu¬ 
meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  expected 
value  approximately  19  out  of  20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  table 
13  is  1.3  percent  (or  .013).  Multiplying  $4,698  mil¬ 
lion  by  .013,  we  obtain  $61  million.  The  chances  are 
2  out  of  3  that  the  expected  value  is  between  $4,637 
and  $4,759  million  (i.e.,  $4,698  million  plus  and 
minus  $61  million)  and  the  chances  are  19  out  of  20 
that  the  expected  value  lies  between  $4,576  and 
$4,820  million  (i.e.,  $4,698  million  plus  and  minus 
$122  million) . 

As  an  example  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3  percent.  This  percentage 
change  is  equivalent  to  a  month-to-month  ratio  of  .97. 
The  median  sampling  variability  for  this  statistic, 
shown  in  table  13,  is  0.9  percent  (or  .009).  The 
result  of  multiplying  .97  by  .009  is  .009.  The 
probability  is  2  out  of  3  that  the  expected  ratio  is 
contained  in  the  range  .961  to  .979,  while  there  is 
a  probability  of  19  out  of  20  that  the  expected  ratio 
is  contained  in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  pos¬ 
sibly  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  nave  a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size . 

It  is  also  to  be  noted  that  measures  of  sampling 
variability  shown  in  this  report  do  not  include  biases 
which  might  arise  from  such  sources  as  nonreporting 
or  response  errors.  Nonresponse  for  the  national 
estimates  for  all  kinds  of  business  combined  amounts 
to  about  6  percent  for  sales  and  11  percent  for  ac¬ 
counts  receivable. 


Preliminary  versus  Final  Volume  Estimates 

I .  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  2  consecutive 
months,  with  a  different  group  of  area  segments  enu¬ 
merated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  (current  month),  and  one 
for  January  (previous  month)  and  in  April,  a  differ¬ 
ent  group  of  retail  establishments  report  a  sales 
figure  for  March  (current  month),  and  one  for  Feb¬ 
ruary  (previous  month) .  Hence,  1  month  later  ad¬ 
ditional  data  for  the  "small"  Group  I  stores  are 
available  for  the  previous  month;  e.g.,  in  the  fore¬ 
going  example,  sales  figures  for  February  are  avail¬ 
able  from  retail  establishments  located  within  2 
different  groups  of  land  segments  (once  as  the  current 
month,  and  once  as  the  previous  month). 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  are  labelled 
preliminary,  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  final  estimates.  The 
new  month's  sales  data  for  Group  II  stores  shown  in 
table  3  are  always  final  since  the  same  firms  are 
requested  to  report  each  month.  As  the  preliminary 
figures  are  derived  from  reports  for  the  month  enu¬ 
merated  as  a  current  month,  they  in  fact  correspond 
to  the  dollar  volume  estimates  which  prior  to  Jan¬ 
uary  1960  regularly  have  been  carried  in  the  Monthly 
Retail  Trade  Report.  In  the  Monthly  Retail  Trade  Re¬ 
port  for  the  next  month  after  the  one  in  which  the 
preliminary  estimates  are  issued,  these  preliminary 
estimates  are  replaced  by  revised  or  final  estimates 
which  are  based  on  reports  for  the  month  enumerated 
both  as  a  current  and  as  a  previous  month.  The  use 
of  both  current  and  previous  month  samples  results 
in  a  generally  lower  sampling  variability  of  the 
estimates  than  would  be  expected  from  use  of  only  a 
current  month  sample. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of-business  groups,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  1.1  percent  for  eating  and  drinking  places. 

A  more  detailed  and  technical  description  of  the  de¬ 
velopment  of  these  estimates  may  be  obtained  upon 
request  to  the  Bureau  of  the  Census.  A  description 
of  the  sample  as  constituted  in  October  1955,  esti¬ 
mating  procedure  used  and  additional  information  on 
the  reliability  of  the  estimates  is  available  in  a 
pamphlet  entitled  "Description  of  the  Sample  for  the 
Monthly  Retail  Trade  Report . " 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
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Group  II  firms  shown  in  table  12,  are  labelled  pre¬ 
liminary  to  be  replaced  in  the  next  issue  of  the  Mon¬ 
thly  Retail  Trade  Report  by  final  estimates.  Over 
the  last  full  calendar  year,  the  average  change  in 
total  accounts  receivable  balances  from  the  prelim¬ 
inary  to  the  final  estimates  was  .5  percent  for  all 
retail  stares  combined.  For  individual  kinds-of-busi- 
ness  groups,  revisions  have  been  greater,  ranging 
on  the  average  from  .9  percent  for  the  general  mer¬ 
chandise  group  to  2.2  percent  for  the  food  group  (the 
eating  and  drinking  group,  relatively  unimportant  in 
accounts  receivable  balances,  averaged  3.7  percent). 
Unlike  the  new  month's  sales  data  for  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  are  not  final  since  the  same  firms  are  not 
requested  to  report  each  month;  i.e.,  a  portion  of 
the  Group  II  accounts  receivable  estimates  is  derived 
from  rotating  panels  ( see  Nature  cf  the  Sample  above ) . 

Percentage  Changes  in  Sales  (Table  2) 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  estimates 
in  table  1.  Because  the  sampling  variability  of  dol¬ 
lar  estimates  for  those  kinds  of  business  with  an 
asterisk  is  relatively  large,  such  estimates  are  not 
published;  however,  the  percentage  changes  which  are 
derived  from  such  estimates  have  a  smaller  sampling 
variability  than  the  estimates  themselves  and  are 
shown  in  table  2. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores  (Tables  3  and  12T 

Separate  data  are  presented  in  tables  3  and  12  for 
stores  of  organizations  which,  in  the  1958  Census  of 
Business,  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (table  12)  are  subject  to  sampling  variability 
(see  table  20 )  since  a  portion  of  such  estimates  are 
derived  from  a  sample;  i.e.,  rotating  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores  (Table  4~J 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by  sum¬ 
ming  the  sales  of  Group  II  stores  (see  above)  and  the 
weighted  sales  of  Group  I  retail  stores  operated  by 
organizations  which  have  4  to  10  retail  stores. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  and  geographic 
areas  not  separately  shown  in  this  report,  are  pro¬ 
duced  as  a  byproduct  of  the  regularly  published  sta¬ 
tistics.  These  additional  data  have  not  been  in¬ 
cluded  in  this  publication  basically  because  their 
sampling  variability  is  so  high  relative  to  the 


changes  from  month  to  month,  or  between  other  periods, 
that  might  be  anticipated  actually  to  occur,  as  to 
make  them  potentially  misleading.  The  Bureau  of  the 
Census,  on  request,  will  release  such  figures  for 
individual  use,  though  not  for  publication.  For  ex¬ 
ample,  unpublished  geographic  area  data  identified 
in  this  report  as  subject  to  sampling  variability  of 
"C "  or  "c"  magnitude  are  available  on  request.  Se¬ 
lected  additional  data,  providing  greater  detail  by 
geographic  area  and  by  kind  of  business,  may  be  de¬ 
veloped  on  a  reimbursable  basis.  It  should  be  noted 
that  in  some  cases  unpublished  figures  can  be  derived 
directly  from  this  report  by  subtracting  published 
data  from  their  respective  totals.  However,  in  these 
cases,  the  figures  obtained  by  such  subtraction  would 
be  subject  to  the  high  sampling  variability  described 
above  for  unpublished  kinds  of  business  and  their  use 
would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shown  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties;  e.g.,  a  company's  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of-business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  U.S.  population  and  such  tabulations 
should  be  limited  to  statistics  for  all  kinds  of 
business  combined  and  for  large  and  statistically 
reliable  combinations  of  kind-of-business  categories, 
such  as  the  GAF  combination. 

Data  Adjusted  for  Seasonal  Variations  and 

Trading  Day  Differences 

The  national  data  in  this  publication  have  been 
ad justed  on  the  basis  of  adjustment  factors  developed 
from  the  X-9  versionaf  the  Census  Method  II  seasonal 
adjustment  program.  The  new  trading  day  factors 
used  for  adjusting  the  national  sales  estimates  were 
developed  in  accordance  with  the  method  described  in 
Seasonal  Adjustment  on  Electronic  Computers,  the 

"Measurement  of  Calendar  Variation,"  pp.  343-360, 
Organization  for  Economic  Cooperation  and  Development, 
Paris,  1961.  Details  concerning  the  new  seasonal  and 
trading  day  factors  may  be  obtained  from  the  Chief, 
Economic  Research  and  Analysis  Division,  Bureau  of 
the  Census,  Washington,  D.C.,  20233. 

Tables  22-23,  pp.  23-24  present,  by  kind  of  busi¬ 
ness,  the  combined  seasonal  and  trading  da3;  adjust¬ 
ment  factors  for  the  sales  estimates  and  seasonal 
adjustment  factors  for  end-of -month  accounts  receiv¬ 
able  that  are  used  in  adjusting  data.  The  factors 
shown  for  data  at  the  kind-of-business  group  and 
total  levels  are  approximations  and  may  show  small 
differences  from  the  published  data.  Summary  mea¬ 
sures  of  the  seasonal,  cyclical,  and  irregular  com¬ 
ponents  of  the  data  by  kind  of  business,  groups  and 
totals  are  presented  in  tables  24-25,  pp.  25-26. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjusted 
data. 


Table  23. —COMBINED  SEASONAL,  TRADING  DAY,  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  SALES  OF  ALL  RETAIL  STORES  AND  OF  CROUP  II  RETAIL  STORES— JANUARY  1964 — DECEMBER  1965 
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Table  24 . —COMBINED  SEASONAL  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II 
STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS:  JANUARY  1965-DECEMBER  1965 


Kind  of  business 

1965 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

TOTAL  ACCOUNTS  RECEIVABLE 

All 

Stores 

United  States,  total . 

101.9 

96.7 

96.8 

98.7 

100.3 

100.2 

99.5 

99.6 

99.4 

99.8 

99.9 

106.6 

Durable-goods  stores,  total . 

97.1 

93.8 

94.8 

96.8 

99.8 

101.6 

102.9 

103.5 

102.5 

103.1 

100.7 

103.1 

Nondurable -goods  stores,  total . 

105.9 

99.0 

98.5 

100.1 

100.8 

99.1 

97.0 

96.9 

96.6 

97.5 

99.3 

109.6 

Food  group . 

98.7 

97.0 

98.1 

95.8 

98.2 

99.1 

101.1 

105.2 

104.4 

101.9 

98.8 

102.2 

General  merchandise  group . 

108.7 

99.2 

97.4 

97.8 

98.5 

97.1 

96.8 

96.3 

97.3 

97.9 

100.2 

112.4 

Department  stores . 

110.5 

99.1 

97.0 

97.5 

98.1 

97.7 

96.9 

97.0 

97.2 

98.5 

99.9 

113.8 

Mail  order  houses  (department  store  merchandise) . 

103.7 

97.7 

97.9 

97.7 

100.0 

97.3 

95.8 

96.9 

96.2 

97.7 

100.8 

109.1 

Apparel  group . 

109.5 

99.2 

100.2 

100.7 

96.6 

95.9 

91.5 

91.9 

95.9 

99.4 

100.7 

121.4 

Women's  ready-to-wear  stores . 

106.6 

98.2 

103.9 

104.8 

99.5 

95.5 

87.8 

89.7 

95.3 

99.4 

99.8 

120.6 

Furniture  and  appliance  group . 

102.6 

100.2 

98.3 

97.4 

100.2 

99.8 

98.2 

99.2 

99.6 

99.7 

99.2 

107.8 

Furniture,  home  furnishings  stores . 

103.2 

100.1 

98.1 

97.5 

100.1 

99.1 

97.6 

99.6 

102.2 

101.9 

98.9 

106.8 

Furniture  stores . 

104.6 

100.2 

98.7 

97.2 

100.5 

99.9 

97.3 

101.4 

100.4 

99.6 

98.7 

106.5 

Household  appliance,  TV,  radio  stores . 

100.0 

99.9 

97.9 

98.3 

101.0 

102.3 

98.2 

97.4 

96.7 

97.9 

101.6 

109.1 

Household  appliance  dealers . 

99.4 

99.7 

99.4 

96.9 

100.8 

102.6 

100.3 

96.4 

94.4 

95.9 

101.4 

108.5 

Lumber,  building,  hardware,  farm  equipment  group . 

88.6 

86.7 

88.8 

95.7 

100.4 

102.6 

108.4 

109.5 

108.9 

110.5 

102.3 

94.0 

Lumber  yards,  building  materials  dealers . 

90.0 

87.4 

87.1 

95.3 

99.5 

99.9 

106.1 

108.9 

109.3 

111.5 

105.7 

94.9 

Lumber  yaras . 

89.3 

87.4 

85.7 

95.4 

100.0 

102.8 

107.8 

109.5 

109.2 

110.9 

104.2 

94.2 

Automotive  group . 

96.5 

92.9 

95.7 

98.8 

101.2 

103.2 

103.7 

102.5 

99.5 

100.7 

101.5 

103.3 

Passenger  car  dealers  (franchised) . 

97.3 

93.0 

96.3 

100.6 

101.4 

101.2 

101.4 

101.4 

97.9 

101.9 

101.6 

104.4 

Tire,  battery,  accessory  dealers . 

95.0 

92.8 

94.2 

94.0 

100.2 

106.7 

108.4 

104.2 

102.6 

98.7 

101.4 

102.3 

Gasoline  service  stations . 

96.9 

94.0 

98.4 

100.1 

102.6 

104.0 

100.6 

101.4 

100.2 

101.8 

101.6 

96.0 

CHARGE  ACCOUNTS 

United  States,  total . 

99.0 

94.9 

95.4 

99.2 

101.8 

100.6 

99.8 

100.2 

99.9 

101.1 

101.0 

105.8 

Durable-goods  stores,  total . 

93.6 

90.0 

91.6 

96.6 

100.7 

102.0 

104.3 

104.9 

104.0 

106.3 

102.7 

101.1 

Nondurable -goods  stores,  total . 

104.1 

99.4 

98.9 

101.6 

102.9 

99.2 

95.9 

96.1 

95.2 

96.3 

99.3 

109.8 

General  merchandise  group . 

112.3 

101.4 

95.2 

94.9 

99.1 

95.4 

91.8 

93.2 

94.0 

95.6 

101.2 

126.2 

Department  stores . 

115.1 

101.6 

94.0 

93.0 

93.3 

93.7 

92.0 

91.7 

91.7 

94.6 

100.8 

131.2 

Apparel  group . 

109.8 

98.1 

99.7 

100.8 

95.3 

94.5 

90.1 

91.1 

96.2 

100.3 

103.2 

125.6 

Furniture  and  appliance  group . 

102.1 

98.8 

96.6 

97.8 

99.4 

100.2 

97.8 

99.1 

99.9 

102.5 

103.0 

108.5 

Furniture,  home  furnishings  stores . 

101.7 

97.1 

94.8 

99.7 

100.8 

99.2 

96.4 

99.7 

102.7 

104.1 

102.6 

108.3 

Lumber,  building,  hardware,  farm  equipment  group . 

87.7 

85.4 

87.1 

95.1 

101.2 

102.6 

108.9 

110.3 

109.3 

111.8 

103.3 

93.7 

Lumber  yards,  building  materials  dealers . 

89.2 

86.4 

86.2 

94.9 

99.4 

100.1 

106.7 

109.0 

109.3 

111.6 

106.2 

94.9 

Lumber  yards . 

88.3 

86.4 

84.8 

94.6 

99.9 

103.3 

108.2 

109.8 

108.8 

110.9 

104.7 

94.1 

Automotive  group . 

97.8 

93.7 

95.6 

98.9 

102.7 

102.7 

101.6 

99.4 

98.0 

106.0 

102.4 

102.0 

Passenger  car  dealers  (franchised) . 

99.4 

95.0 

96.7 

101.5 

102.3 

101.2 

100.2 

99.1 

96.3 

101.3 

101.5 

102.9 

Gasoline  service  stations . 

96.7 

94.4 

98.2 

100.2 

102.5 

104.0 

100.7 

101.7 

100.3 

101.9 

101.4 

95.8 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

105.0 

98.5 

98.4 

98.0 

98.8 

100.0 

99.0 

99.3 

99.2 

98.7 

98.8 

107.6 

Durable-goods  stores,  total . 

101.4 

98.4 

98.7 

97.1 

98.7 

101.1 

100.8 

101.5 

101.5 

99.0 

98.3 

105.2 

Nondurable -goods  stores,  total . 

107.6 

98.6 

98.1 

98.6 

98.8 

99.1 

97.9 

97.6 

97.7 

98.4 

99.4 

109.2 

General  merchandise  group . 

107.8 

98.6 

98.0 

98.6 

98.4 

97.6 

97.8 

97.7 

98.0 

98.6 

100.0 

109.6 

Department  stores . 

109.1 

98.3 

97.9 

99.0 

93.0 

99.0 

98.3 

98.1 

98.3 

99.3 

99.5 

109.4 

Apparel  group . 

108.8 

102.2 

101.4 

100.3 

99.9 

99.6 

95.1 

94.6 

94.9 

97.6 

94.4 

111.0 

Furniture  and  appliance  group . 

102.7 

100.8 

99.1 

97.2 

100.6 

99.5 

98.4 

99.3 

99.6 

98.3 

97.5 

105.9 

Furniture,  home  furnishings  stores . 

103.9 

101.4 

99.5 

96.5 

99.8 

99.0 

98.2 

100.1 

99.4 

98.4 

97.4 

106.1 

Household  appliance,  TV,  radio  stores . 

98.9 

98.7 

98.0 

99.7 

103.6 

101.4 

98.5 

99.0 

99.7 

97.8 

98.9 

104.6 

Automotive  group . 

94.7 

92.0 

95.8 

98.7 

99.3 

103.9 

105.5 

105.3 

101.5 

100.0 

102.7 

103.9 

Tire,  battery,  accessory  dealers . . . 

97.2 

95.7 

94.6 

95.0 

96.2 

105.8 

107.5 

106.0 

103.9 

96.9 

100.2 

101.9 

Group  II  Stores 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

107.0 

98.5 

97.5 

97.7 

98.5 

98.3 

97.4 

98.2 

98.5 

98.7 

100.1 

109.6 

Durable-goods  stores,  total . 

99.4 

96.2 

96.6 

97.0 

98.4 

100.2 

101.1 

102.8 

103.3 

102.3 

101.7 

103.4 

Nondurable -goods  stores,  total . 

109.5 

99.2 

97.7 

97.9 

98.5 

97.8 

97.6 

98.3 

98.9 

99.9 

101.2 

111.5 

General  merchandise  group . 

109.9 

99.3 

97.3 

97.5 

98.1 

97.4 

97.8 

98.9 

99.4 

99.8 

101.3 

110.8 

Department  stores . 

111.3 

99.2 

97.6 

98.0 

97.8 

97.2 

97.9 

98.7 

99.5 

100.7 

101.2 

112.3 

Apparel  group . 

110.0 

101.1 

100.7 

100.6 

98.0 

98.4 

94.6 

91.7 

93.0 

96.7 

98.6 

119.5 

Furniture  and  appliance  group . 

100.9 

100.2 

100.3 

98.7 

98.8 

98.4 

98.5 

97.9 

99.0 

99.8 

100.3 

104.2 

Tire,  battery,  accessory  dealers . 

96.1 

94.7 

93.5 

95.4 

98.3 

104.9 

108.6 

105.9 

103.2 

98.8 

101.8 

101.9 

CHARGE  ACCOUNTS 

United  States,  total . 

105.5 

97.0 

95.4 

95.3 

98.8 

98.7 

96.7 

97.7 

98.4 

ioo :  4 

101.2 

114.5 

Durable-goods  stores,  total . 

91.8 

87.5 

91.7 

96.1 

98.0 

101.3 

103.9 

107.3 

107.9 

iod.4 

106.3 

99.3 

Nondurable -goods  stores,  total . 

112.3 

101.8 

97.3 

94.9 

99.3 

97.4 

93.2 

92.3 

93.1 

96.2 

98.9 

121.9 

General  merchandise  group . 

117.5 

103.3 

94.0 

90.8 

97.6 

95.0 

89.5 

90.0 

92.9 

95.5 

101.2 

131.0 

Department  stores . 

118.9 

103.9 

94.1 

90.1 

97.7 

92.7 

88.4 

88.3 

89.9 

94.6 

99.2 

136.3 

Apparel  group . 

110.6 

101.1 

99.7 

100.5 

98.2 

99.1 

96.9 

90.6 

92.5 

96.4 

96.8 

120.8 

Furniture  and  appliance  group . 

92.9 

101.4 

97.2 

102.1 

94.8 

100.1 

100.3 

95.2 

97.8 

102.5 

100.7 

107.2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

107.4 

98.9 

98.0 

98.2 

98.4 

98.3 

97.5 

98.1 

98.3 

98.4 

100.0 

109.1 

Durable-goods  stores,  total . 

102.2 

99.4 

98.5 

97.4 

98.5 

99.7 

100.1 

100.5 

101.2 

99.8 

100.4 

105.0 

Nondurable -goods  stores,  total . 

108.9 

98.7 

97.8 

98.5 

98.3 

97.9 

96.8 

97.6 

97.9 

98.6 

100.5 

110.9 

General  merchandise  group . 

109.0 

98.8 

97.7 

93.4 

98.2 

97.7 

96.9 

97.8 

97.9 

98.6 

100.5 

110.5 

Department  stores . 

110.1 

98.5 

98.1 

99.2 

97.8 

97.9 

97.5 

98.5 

99.3 

99.5 

100.3 

110.9 

Apparel  group . 

109.4 

101.1 

101.6 

100.8 

97.8 

97.7 

92.6 

92.5 

93.5 

97.1 

100.0 

117.8 

Furniture  and  appliance  group . 

101.9 

110.0 

100.7 

98.3 

99.3 

98.2 

98.4 

98.4 

99.1 

99.3 

100.3 

104.2 

Note:  The  adjustment  factors  shown  in  this  table  for  the  months  of  January  through  June  have  been  developed  from  unadjusted  data  compiled  in  this  survey  from 
January  1959  through  June  1964  using  the  X-9  version  of  the  Census  Method  II  seasonal  adjustment  program.  A  description  of  this  technique  may  be  obtained  from 
the  Chief,  Economic  Research  and  Analysis  Division,  Bureau  of  the  Census.  Factors  for  July  through  December  are  based  on  additional  data  through  April  1965. 


The  adjustment  factors  shown  above  for  accounts  receivables  are  a  combination  of  seasonal  and  holiday  factors  .  Adjustment  factors  are  not  included  in  this 
table  for  those  kinds  of  business  for  which  adjusted  data  are  not  published  separately. 


Adjusted  accounts  receivable  data  shown  in  tables  12  and  13  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors 
shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the  summary  trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the 
individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data. 


Table  25 . — AVERAGE  M3NTH-T0-M0NTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  RETAIL  SALES: 

ALL  STORES  AND  GROUP  II  STORES 
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h 

Kind  of  business 

V 

S 

Range 

of 

seasonal 

factor 

Cl 

I 

C 

x7o 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

ALL  STORES 

United  States,  total . 

7.48 

7.41 

40.4 

.84 

.70 

.42 

1.67 

2 

2.23 

1.66 

14.30 

3.30 

Durable-goods  stores,  total . 

7.44 

7.37 

26.5 

1.87 

1.65 

.77 

2.14 

3 

2.10 

1.59 

11.92 

3.92 

Nondurable-goods  stores,  total . 

7.99 

7.90 

47.0 

.65 

.52 

.36 

1.44 

2 

2.20 

1.61 

47.67 

3.16 

Food  group . 

5.81 

5.86 

19.4 

.72 

.62 

.35 

1.77 

2 

1.86 

1.61 

47.67 

4.06 

Grocery  stores . 

6.02 

6.09 

19.3 

.74 

.64 

.39 

1.64 

2 

1.86 

1.51 

39.00 

4.30 

Eating  and  drinking  places . 

5.13 

3.60 

20.3 

.84 

.75 

.36 

2.08 

3 

1.99 

1.59 

10.21 

4.70 

General  merchandise  group . 

16.81 

16.71 

115.0 

1.36 

1.24 

.45 

2.76 

3 

1.81 

1.64 

17.88 

3.71 

Department  stores . 

17.78 

16.04 

110.1 

1.58 

1.45 

.50 

2.90 

3 

1.79 

1.63 

13.00 

3.53 

Variety  stores . 

20.35 

18.87 

131.2 

1.65 

1.59 

.53 

3.00 

3 

1.88 

1.55 

17.88 

4.03 

Mail  order  houses  (department  store  merchandise) 

16.75 

14.80 

91.1 

2.26 

2.20 

.65 

3.38 

4 

1.86 

1.57 

13.00 

5.19 

Apparel  group . 

19.99 

19.73 

112.6 

1.75 

1.68 

.47 

3.57 

4 

1.57 

1.47 

9.53 

2.86 

Men's,  boys'  wear  stores . 

22 .40 

20.16 

125.1 

2.51 

2.28 

.80 

2.85 

4 

1.91 

1.61 

6.81 

3.26 

Women's  apparel,  accessory  stores . 

19.47 

16.51 

96.1 

1.86 

1.72 

.55 

3.13 

4 

1.79 

1.63 

13.00 

4.24 

Shoe  stores . 

20.50 

17.45 

63.2 

2.28 

2.17 

.55 

3.95 

4 

1.74 

1.70 

8.94 

4.52 

Furniture  and  appliance  group . 

8.64 

8.45 

49.7 

1.39 

1.27 

.54 

2.35 

3 

1.63 

1.38 

14 .30 

4.41 

Furniture,  home  furnishings  stores . 

8.59 

7.75 

38.9 

1.47 

1.33 

.63 

2.11 

3 

1.96 

1.39 

11.92 

4.86 

Household  appliance,  TV,  radio  stores . 

9.94 

8.75 

54.9 

2.31 

2.13 

.72 

2.96 

4 

1.86 

1.57 

10.21 

4.67 

Limber,  building,  hardware,  farm  equipment  group.. 

8.84 

8.88 

45.3 

1.95 

1.77 

.57 

3.11 

4 

2.04 

1.55 

7.53 

3.68 

Lumber  yards,  building  materials  dealers . 

9.50 

8.55 

46.5 

2.00 

1.84 

.67 

2.75 

3 

1.81 

1.57 

8.94 

3.71 

Hardware  stores . 

12.12 

10.72 

61.1 

1.81 

1.70 

.54 

3.15 

4 

1.93 

1.79 

8.94 

4.83 

Automotive  group . 

7.60 

7.32 

27.0 

3.13 

2.80 

1.07 

2.62 

3 

1.93 

1.46 

8.94 

3.07 

Passenger  car,  other  automotive  dealers . 

7.75 

7.31 

33.2 

2.96 

2.60 

1.15 

2.26 

3 

1.94 

1.49 

10.00 

3.14 

Tire,  battery,  accessory  dealers . 

12.35 

10.40 

52.6 

2.35 

2.15 

.88 

2.44 

3 

1.91 

1.57 

7.94 

4.70 

Gasoline  service  stations . 

4.25 

2.57 

11.5 

.79 

.58 

.50 

1.16 

2 

2.31 

1.70 

47.67 

3.64 

Drug  and  proprietary  stores . 

6.95 

6.02 

34.6 

.93 

.73 

.47 

1.55 

2 

2.42 

1.77 

13.00 

4.58 

Liquor  stores . 

11.57 

9.16 

62.9 

1.12 

.94 

.57 

1.65 

2 

2.13 

1.54 

20.43 

4.06 

GROUP 

II  STORES 

United  States,  total . 

11.81 

10.81 

65.0 

1.23 

1.12 

.73 

1.53 

2 

2.01 

1.63 

20.43 

3.02 

Grocery  stores . * . 

7.85 

2.33 

10.5 

1.03 

.89 

.52 

1.71 

2 

1.81 

1.34 

71.50 

4.06 

Eating  and  drinking  places . 

4.40 

2.84 

15.5 

1.55 

1.42 

.66 

2.15 

3 

2.34 

1.93 

17.88 

6.41 

General  merchandise  group . 

17.45 

17.45 

116.4 

2.29 

2.26 

1.00 

2.26 

3 

1.63 

1.68 

15.89 

4.86 

Department  stores . 

16.85 

15.31 

105.0 

2.85 

2.78 

1.06 

2.62 

3 

1.64 

1.51 

13.00 

4.27 

Variety  stores . 

21.13 

19.68 

132.7 

1.59 

1.53 

.47 

3.26 

4 

1.81 

1.68 

14 .30 

4.67 

Apparel  group . 

23.23 

22.18 

115.4 

2.98 

2.88 

.82 

3.51 

4 

1.72 

1.57 

11.92 

3.68 

Men's,  boys'  wear  stores . 

27.40 

23.64 

131.7 

5.27 

5.10 

1.04 

4.90 

5 

2.23 

2.17 

14.30 

6.32 

1  Women's  apparel,  accessory  stores . 

22.17 

18.92 

111.4 

3.32 

3.16 

.80 

3.95 

4 

1.81 

1.54 

11.00 

4.52 

Shoe  stores . 

24.22 

20.32 

72.7 

3.61 

3.65 

.56 

6.52 

6 

1.61 

1.47 

14 .30 

4.93 

Tire,  battery,  accessory  dealers . 

14.11 

12.38 

63.4 

2.84 

2.73 

.76 

3.54 

4 

1.86 

1.72 

11.92 

5.00 

Drug  and  proprietary  stores . 

10.54 

9.37 

59.7 

1.49 

1.44 

.62 

2.32 

3 

2.23 

1.66 

23.83 

11.75 

EXPLANATORY  NOTES:  The  following  are  brief  descriptions  of  the  measures  shown  in  this  table.  More  complete  explanations  appear  in  "Electronic  Computers  and 
.Business  Indicators,"  Occasional  Paper  57,  National  Bureau  of  Economic  Research,  Inc.,  New  York,  1957. 


0  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjustment. 

S  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  in  the  seasonal  component.  It  is  a  measure  of  the  average  monthly  seasonal  change 

in  the  unadjusted  series. 

Range  of  Seasonal  Factor  is  the  difference  between  the  largest  and  smallest  seasonal  factor  for  1  calendar  year.  It  is  a  measure  of  the  maximum  seasonal  change 
in  the  unadjusted  series. 

Cl  is  the  average  manth-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series. 

I  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  irregular  component.  The  irregular  component  is  obtained  by  dividing  the 
seasonally  adjusted  series  by  the  cyclical  component. 

C  is  the  average  month -to-month  percentage  change,  without  regard  to  sign,  for  the  cyclical  component,  which  is  a  smooth,  flexible  moving  average. 

I7c  is  a  measure  of  the  relative  smoothness  (small  values)  or  irregularity  (large  values)  of  the  seasonally  adjusted  series. 

MCD  (months  for  cyclical  dominance)  gives  an  estimate  of  the  appropriate  time  span  over  which  to  observe  cyclical  movements  in  a  monthly  series.  In  deriving 
MCD  the  average  (without  regard  to  sign)  percentage  changes  in  the  irregular  component  and  cyclical  component  are  computed  for  1-month  spans  (Jan. -Feb.,  Feb. -Mar., 
etc.)  2-manth  spans  (Jan. -Mar.,  Feb. -Apr.,  etc.),  up  to  5  month -spans .  MCD  is  the  shortest  span  for  which  the  average  change  (without  regard  to  sign)  in  the 
cyclical  component  is  larger  than  the  average  change  (without  regard  to  sign)  in  the  irregular  component,  that  is,  it  indicates  the  point  at  which  fluctuations 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movements.  Since  changes  are  not  computed  for  spans  greater  than  5  months,  all  series  with  an  MCD 
greater  than  "5"  are  shown  as  "6."  MCD  i3  small  for  smooth  series  and  large  for  erratic  series. 

Average  Duration  of  Run  is  a  measure  of  smoothness,  and  is  equal  to  the  average  number  of  consecutive  monthly  changes  in  the  same  direction  in  any  series  of 
observations.  When  there  is  no  change  between  <:  months,  it  is  assumed  that  the  "no  change"  is  a  change  in  the  same  direction  as  the  preceding  change.  The 
average  duration  of  run  is  shown  for  the  seasonally  adjusted  series  Cl,  irregular  component  I,  cyclical  component  C,  and  the  MCD  moving  average.  The  MCD  moving 
average  is  a  monthly  average  (with  the  number  of  terms  equal  to  MCD)  of  the  seasonally  adjusted  series. 

A  comparison  of  these  measures  with  the  expected  average  duration  of  run  of  a  random  series  gives  an  indication  of  whether  the  changes  approximate  those  of  a 
random  series.  (Over  1  month  intervals  the  expected  value  for  a  random  series  is  1.5  and  it  falls  between  1.36  and  1.75  about  95*  of  the  time.  Over  spans 
greater  than  1  month  (MCD  spans)  the  expected  value  is  2.0.)  For  example,  the  average  duration  of  run  of  Cl  is  1.86  for  household  appliances.  This  indicates 
that  1-month  changes  in  the  seasonally  adjusted  series,  on  the  average,  reverse  sign  almost  as  often  as  a  random  series.  In  the  next  2  colums,  1.57  for  I  and 
10.21  for  C  indicate  the  separation  of  the  seasonally  adjusted  series  into  an  essentially  random  component  and  the  cyclical  (non-random)  component.  Finally, 

4.67  for  MCD  indicates  that  a  4-month  moving  average  of  the  seasonally  adjusted  series  (4-months  being  the  MCD  span)  reverses  direction  on  the  average  about 
every  4  or  5  months.  The  increase  in  the  average  duration  of  run  from  1.86  for  Cl  to  4.67  for  the  MCD  moving  average  indicates  that  for  this  series  the  use 
of  MCD  spans  substantially  reduces  the  effect  of  the  irregular  component  upcn  the  seasonally  adjusted  series. 

These  averages  are  based  cn  a  seasonally  adjusted  series  which  is  adjusted  historically;  that  is,  the  months  used  to  compute  the  measures  were  the  same  months 
used  to  estimate  the  seasonal  factors.  Current  data,  however,  are  adjusted  by  use  of  factors  projected  one  year  ahead,  and  are  thus  subject  to  additional  error. 
Tests  to  date  indicate  that  MCD  are  probably  2  months  greater  than  those  shown  above  for  individual  kinds  of  business  and  approximately  1  month  for  total  retail 
sales;  Cl  and  I  are  approximately  I2  times  the  averages  shown  for  individual  kinds  of  business,  with  the  increase  in  irregularity  somewhat  smaller  for  total 
retail  sales . 
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Table  26 . — AVERAGE  MONTH- TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  ACCOUNTS  RECEIVABLE: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

cT 

T 

C 

w 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total . 

2.47 

2.10 

11.8 

.83 

.58 

.57 

1.02 

2 

2.95 

1.67 

21.67 

7.11 

Durable-goods  stores,  total . 

2.02 

1.92 

8.6 

.61 

.50 

.35 

1.43 

2 

2.03 

1.71 

16.25 

3.05 

Nondurable -goods  stores,  total . 

3.47 

2.92 

14.2 

1.32 

.85 

.85 

1.00 

2 

3.10 

1.67 

16.25 

5.82 

Food  group . 

2.43 

1.53 

8.5 

1.68 

1.60 

.34 

4.71 

6 

1.63 

1.55 

9.29 

4.00 

General  merchandise  group . 

4.60 

3.53 

19.7 

2.13 

1.47 

1.37 

1.07 

2 

3.61 

1.55 

21.67 

7.11 

Department  stores . 

5.09 

4.20 

22.2 

2.15 

1.60 

1.42 

1.13 

2 

2.95 

1.63 

21.67 

4.92 

Mail  order  houses  (department  store  merchandise). 

3.73 

2.54 

13.4 

2.33 

1.41 

1.62 

.87 

1 

2.83 

1.51 

16.25 

2.83 

Apparel  group . 

5.63 

5.37 

32.0 

1.31 

1.22 

.44 

2.77 

4 

1.91 

1.76 

7.22 

3.65 

Women's  ready-to-wear  stores . 

6.26 

5.98 

32.7 

1.39 

1.19 

.57 

2.09 

3 

1.91 

1.71 

6.50 

3.50 

Furniture  and  appliance  group . 

2.07 

1.80 

9.4 

1.00 

.83 

.45 

1.84 

3 

1.97 

1.86 

9.29 

3.50 

Furniture,  home  furnishings  stores . 

2.26 

2.05 

9.9 

1.12 

.93 

.44 

2.11 

3 

1.97 

1.86 

7.22 

3.50 

Furniture  stores . 

2.28 

1.95 

9.4 

1.09 

.90 

.47 

1.91 

3 

1.81 

1.59 

6.50 

3.50 

Household  appliance,  TV,  radio  stores . 

2.34 

1.73 

9.7 

1.40 

1.21 

.60 

2.02 

3 

2.03 

1.59 

7.22 

3.32 

Household  appliance  dealers . 

2.40 

1.79 

9.0 

1.40 

1.15 

.75 

1.53 

2 

2.17 

1.76 

7.22 

3.76 

Lumber,  building,  hardware,  farm  equipment  group... 

4.22 

4.08 

24.2 

.96 

.91 

.40 

2.28 

3 

1.91 

1.59 

13.00 

3.15 

Lumber  yards,  building  materials  dealers . 

4.46 

3.76 

23.4 

1.57 

1.45 

.65 

2.23 

4 

2.17 

1.63 

7.22 

3.44 

Lumber  yards . 

4.47 

3.95 

24.4 

1.36 

1.20 

.60 

2.00 

3 

1.71 

1.91 

8.13 

3.50 

Automotive  group . 

3.28 

2.84 

11.7 

1.11 

1.03 

.43 

2.40 

3 

1.51 

1.48 

9.29 

3.50 

Passenger  car  dealers  ( franchised  ) . 

3.25 

2.86 

10.4 

1.39 

1.16 

.66 

1.76 

3 

1.91 

1.63 

8.13 

5.25 

Tire,  battery,  accessory  dealers . 

2.91 

2.40 

14.7 

1.37 

1.21 

.67 

1.81 

2 

2.17 

1.86 

10.83 

2.91 

Gasoline  service  stations . 

2.36 

2.09 

9.4 

1.14 

1.02 

.43 

2.37 

4 

2.32 

1.67 

5.91 

4.77 

CHARGE  ACCOUNTS 

United  States,  total . 

2.47 

2.33  1 

11.2 

.63 

.52 

.31 

1.68 

2 

2.24 

1.97 

9.29 

3.76 

Durable-goods  stores,  total . 

3.11 

2.99 

17.2 

.75 

.62 

.36 

1.72 

2 

1.91 

1.44 

8.13 

3.05 

Nondurable -goods  stores,  total . 

3.61 

3.42 

16.1 

.86 

.71 

.39 

1.82 

3 

2.03 

1.81 

6.50 

5.25 

General  merchandise  group . 

6.97 

6.80 

37.0 

1.31 

1.20 

.47 

2.55 

3 

1.81 

1.30 

5.00 

3.71 

Department  stores . 

7.90 

7.68 

43.2 

1.43 

1.22 

.51 

2.39 

4 

1.91 

1.63 

4.64 

3.88 

Apparel  group . 

6.79 

6.33 

38.4 

1.79 

1.68 

.52 

3.23 

4 

1.91 

1.67 

10.83 

3.44 

Furniture  and  appliance  group . 

3.10 

2.63 

14.9 

1.59 

1.51 

.48 

3.15 

4 

1.86 

1.71 

7.22 

4.77 

Furniture,  home  furnishings  stores . 

3.31 

3.00 

13.4 

2.08 

2.01 

.61 

3.30 

4 

2.17 

1.91 

7.22 

4.77 

Lumber,  building,  hardware,  farm  equipment  group . . . 

4.64 

4.49 

26.0 

.93 

.84 

.41 

2.05 

3 

1.91 

1.71 

9.29 

3.50 

Lumber  yards,  building  materials  dealers . 

4.66 

4.04 

25.1 

1.56 

1.38 

.64 

2.16 

4 

2.17 

1.81 

6.50 

3.10 

Lumber  yards . 

4.73 

4.24 

25.9 

1.49 

1.33 

.61 

2.18 

3 

1.71 

1.81 

8.13 

3.50 

Automotive  group . 

3.33 

2.59 

10.6 

1.84 

1.63 

.63 

2.59 

3 

1.81 

1.71 

6.50 

3.50 

Passenger  car  dealers  (franchised) . 

3.63 

2.74 

7.8 

1.93 

1.72 

.63 

2.73 

4 

1.81 

1.63 

8.13 

3.10 

Gasoline  service  stations . 

2.40 

2.14 

9.3 

1.07 

.96 

.47 

2.04 

3 

2.17 

1.67 

7.22 

3.71 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

2.70 

2.06 

12.4 

1.34 

.97 

.95 

1.02 

2 

4.06 

1.63 

16.25 

7.11 

Durable-goods  stores,  total . 

1.96 

1.67 

7.4 

.81 

.73 

.38 

1.92 

3 

1.63 

1.63 

13.00 

5.73 

Nondurable -goods  stores,  total . 

3.37 

2.59 

16.1 

1.66 

.81 

1.31 

.62 

1 

5.42 

1.63 

21.67 

5.42 

General  merchandise  group . 

3.65 

2.66 

17.1 

1.95 

.95 

1.54 

.62 

1 

6.50 

1.71 

21.67 

6.50 

Department  stores . 

4.08 

3.16 

18.5 

1.99 

1.12 

1.51 

.74 

1 

3.25 

1.63 

16.25 

3.25 

Apparel  group . 

3.98 

3.01 

16.2 

2.17 

1.78 

.96 

1.85 

3 

2.10 

1.71 

5.91 

5.73 

Furniture  and  appliance  group . 

2.19 

1.64 

7.2 

1.17 

1.00 

.54 

1.85 

3 

2.10 

1.86 

9.29 

3.71 

Furniture,  home  furnishings  stores . 

2.53 

1.91 

8.5 

1.34 

1.19 

.50 

2.38 

3 

1.67 

1.51 

9.29 

3.71 

Household  appliance,  TV,  radio  stores . 

2.42 

1.43 

6.0 

1.75 

1.52 

.76 

2.00 

3 

1.81 

1.71 

8.13 

3.00 

Automotive  group . 

3.28 

2.84 

13.8 

1.44 

1.32 

.45 

2.93 

3 

1.71 

1.63 

10.83 

3.71 

Tire,  battery,  accessory  dealers . 

3.45 

2.73 

11.5 

1.78 

1.64 

.63 

2.60 

4 

1.81 

1.63 

7.22 

3.65 

TOTAL  ACCOUNTS  RECEIVABLE 

Group  II  Stores 

United  States,  total . 

3.70 

2.81 

8.2 

1.97 

1.38 

1.52 

.91 

1 

5.82 

1.64 

16.00 

5.82 

Durable-goods  stores,  total . 

1.92 

1.58 

7.1 

1.18 

1.09 

.56 

1.95 

3 

1.63 

1.55 

16.25 

4.85 

Nondurable-goods  stores,  total . 

4.59 

3.41 

19.2 

2.59 

1.69 

1.93 

.88 

1 

5.42 

1.91 

16.25 

5.42 

General  merchandise  group . 

4.85 

3.46 

20.0 

2.99 

1.90 

2.24 

.85 

1 

6.50 

2.17 

21.67 

6.50 

Department  stores . 

5.76 

5.12 

21.6 

1.97 

1.12 

1.44 

.78 

1 

3.61 

1.81 

21.67 

3.61 

Apparel  group . 

6.59 

5.63 

31.8 

2.70 

2.48 

1.07 

2.32 

3 

2.03 

1.48 

8.13 

5.25 

Furniture  and  appliance  group . 

2.11 

1.34 

6.0 

1.51 

1.34 

.74 

1.81 

3 

2.24 

1.76 

10.83 

4.50 

Tire,  battery,  accessory  dealers . 

2.49 

2.07 

12.4 

1.24 

1.05 

.58 

1.81 

2 

2.50 

1.71 

9.29 

4.27 

CHARGE  ACCOUNTS 

United  States,  total . 

4.44 

4.07 

20.5 

1.53 

1.36 

.65 

2.09 

3 

2.10 

1.76 

9.29 

3.32 

Durable-goods  stores . 

4.46 

3.76 

22.1 

2.40 

2.23 

.76 

2.93 

3 

1.86 

1.51 

8.13 

2.82 

Nondurable -goods  stores . 

6.26 

5.89 

31.0 

1.67 

1.45 

.79 

1.84 

3 

2.10 

1.76 

9.29 

4.85 

General  merchandise  group . 

8.21 

7.96 

42.8 

2.11 

1.69 

.99 

1.71 

3 

2.50 

1.81 

5.91 

3.71 

Department  stores . 

8.68 

8.46 

47.9 

2.12 

1.72 

.89 

1.93 

3 

2.50 

2.03 

5.91 

4.20 

Apparel  group . 

8.96 

7.19 

38.1 

5.04 

4.86 

1.49 

3.26 

4 

1.55 

1.48 

6.50 

4.43 

Furniture  and  appliance  group . 

8.21 

6.56 

13.5 

5.29 

5.21 

1.85 

2.82 

3 

1.91 

1.55 

7.22 

5.25 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3.85 

2.53 

15.8 

2.43 

1.64 

1.89 

.87 

1 

7.22 

1.76 

16.25 

7.22 

Durable-goods  stores,  total . 

1.90 

1.61 

6.7 

1.24 

1.16 

.66 

1.76 

3 

1.76 

1.67 

10.83 

4.20 

Nondurable-goods  stores,  total . 

4.05 

3.04 

18.9 

2.11 

.99 

1.75 

.57 

1 

9.29 

2.10 

16.25 

9.29 

General  merchandise  group . 

3.99 

2.93 

18.9 

2.18 

.96 

1.77 

.54 

1 

7.22 

2.10 

16.25 

7.22 

Department  stores . 

4.42 

3.32 

20.2 

2.26 

1.20 

1.70 

.71 

1 

3.61 

1.81 

16.25 

3.61 

Apparel  group . 

6.02 

4.97 

30.6 

2.92 

2.84 

1.08 

2.63 

3 

2.10 

1.59 

10.83 

4.85 

Furniture  and  appliance  group . 

1.85 

1.15 

6.2 

1.32 

1.00 

.73 

1.37 

2 

1.97 

1.67 

13.00 

3.05 

Note:  See  explanatory  notes  at  the  end  of  table  25 
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GEOGRAPHIC  REGIONS  AND  DIVISIONS 


NORTHEASTERN  STATES 


NORTH  CENTRAL  STATES 


THE  SOUTH 


THE  VEST 


New  England  Division 

Maine 

New  Hampshire 
Vermont 
Massachusetts 
Rhode  Island 
Connecticut 

Middle  Atlantic  Division 

New  York 
New  Jersey 
Pennsylvania 


East  North  Central  Division 

South  Atlantic  Division 

Mountain  Division 

Ohio 

Delaware 

Montana 

Indiana 

Maryland 

Idaho 

Illinois 

District  of  Columbia 

Wyoming 

Michigan 

Virginia 

Colorado 

Wisconsin 

West  Virginia 

New  Mexico 

North  Carolina 

Arizona 

West  North  Central  Division 

South  Carolina 

Utah 

Minnesota 

Georgia 

Nevada 

Iowa 

Florida 

Missouri 

Pacific  Division 

North  Dakota 

East  South  Central  Division 

Washington 

South  Dakota 

Kentucky 

Oregon 

Nebraska 

Tennessee 

California 

Kansas 

Alabama 

Alaska 

Mississippi 

Hawaii 

West  South  Central  Division 

Arkansas 

Louisiana 

Oklahoma 

Texas 

DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


Standard 

CHICAGO,  ILLINOIS— NORTHEASTERN  INDIANA: 

CHICAGO,  I11INOIS  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

Cook,  DuPage,  Kane,  Lake,  McHenry,  and  Will  counties,  Illinois 

GARY-HAMOND-EAST  CHICAGO,  INDIANA  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Lake,  Porter  counties,  Indiana 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.Y.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

New  York  City  and  Nassau,  Rockland,  Suffolk,  and 
Westchester  counties,  N.Y. 


Consolidated  Areas 

NEW  YORK-NORTHEASTERN  NEW  JERSEY- -Continued 

JERSEY  CITY,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Hudson  County,  N.J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Essex,  Morris,  and  Union  counties,  N.J. 

PATERSON-CLIFTON-PASSAIC,  N.J.  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Bergen  and  Passaic  counties,  N.J. 

Middlesex  and  Somerset  counties,  N.J. 


Selected  Standard  Metropolitan  Statistical  Areas 


Baltimore,  Mi.:  Baltimore  City,  Anne  Arundel,  Baltimore,  Carroll, 
and  Howard  counties.  Mi . 

♦Boston,  Mass . :  Suffolk  and  parts  of  Essex,  Middlesex,  Norfolk, 
and  Plymouth  counties,  Mass. 

Buffalo,  N.  Y.:  Eire  and  Niagra  Counties,  N.Y. 

Chicago,  Ill.:  Cook,  DuPage,  Kane,  Lake,  McHenry  and  Will 
Counties,  Ill. 

♦Cleveland,  Ohio:  Cuyahoga  and  Lake  Counties,  Ohio 

Dallas,  Tex.:  Collin,  Dallas,  Denton,  and  Ellis  Counties,  Tex. 

Detroit,  Mich.:  Macomb,  Oakland,  and  Wayne  Counties,  Mich. 

♦Houston,  Tex . :  Harris  County,  Tex . 

♦Kansas  City,  Mo.-Kans . :  Clay  and  Jackson  Counties,  Mo.; 

Johnson  and  Wyandotte  Counties,  Kans . 

♦Los  Angeles-Long  Beach,  Calif.:  Los  Angeles  and  Orange  Counties,  I 

Minneapolis -St .  Paul,  Minn.:  Anoka,  Dakota,  Hennepin,  Ramsey,  and 
Washington  Counties,  Minn. 

Newark,  N.J.:  Essex,  Morris,  Union  Counties,  N.J. 

New  York,  N.Y.:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  Counties,  N.Y. 


Paterson-Clifton-Passaic,  N.J.:  Bergen  and  Passaic  Counties,  N.J. 

Philadelphia,  Pa.-N.J.:  Bucks,  Chester,  Delaware,  Montgomery,  and 
Philadelphia  Counties,  Pa.;  Burlington,  Camden,  and  Gloucester 
Counties,  N.J. 

Pittsburgh,  Pa.:  Alleghany,  Beaver,  Washington,  and  Westmoreland 
Counties,  Pa. 

♦St.  Louis,  Mo. -Ill.:  St.  Louis  City,  Jefferson,  St.  Charles, 

St.  Louis  Counties,  Mo.;  Madison  and  St.  Clair  Counties,  Ill. 

♦San  Franc i sc o-Oakland,  Calif.:  Alameda,  Contra  Costa,  Marin, 

San  Francisco,  San  Mateo,  and  Solano  Counties,  Calif. 

Seattle,  Wash.:  King  and  Snohomish  Counties,  Wash. 

Washington,  D.C .-Md .-Va . :  District  of  Columbia;  Montgomery  and 
Prince  Georges  Counties,  Md.;  Alexandria  and  Falls  Church 
Cities,  Arlington  and  Fairfax  Counties,  Va. 


NOTE:  The  7  standard  metropolitan  statistical  areas  designated  by  an  asterisk  (*)  do  not  conform  to  the  most  recent  Bureau  of  the  Budget  definition 
of  the  areas  but  correspond  instead  to  the  previous  definition. 


S  PAID 
-ING  OFFICE 


UNITED  STATES 

GOVERNMENT  PRINTING  OFFICE 
DIVISION  OF  PUBLIC  DOCUMENTS 

WASHINGTON.  D.C.  20402 


OFFICIAL  BUSINESS 

FIRST  CLASS  MAIL 


UN IV  OF  ILL  LIBRARY 
E  M  CLAUSEN 
URBANA  ILL 
1271-0 


CAPITAL  EXPENDITURES  OF  TRADE  AND  SERVICE 
ESTABLISHMENTS  IN  THE  UNITED  STATES:  1963 

Capital  Expenditures:  1963,  has  been  issued  by  the  Bureau 
of  the  Census  and  is  available  from  the  Bureau  at  25^  per  copy. 
Single  copies  are  available  free  of  charge  for  individuals  or 
organizations  that  furnished  data  for  the  survey;  Federal,  State 
and  local  government  agencies;  public,  educational  and  selected 
scientific  libraries;  nonprofit  civic,  research,  and  trade  associ¬ 
ations;  members  of  Congress  for  their  personal  use;  foreign  and 
international  statistical  agencies  on  an  exchange  basis;  and  em¬ 
bassies.  All  correspondence  regarding  this  report  should  be 
directed  to  the  Bureau  of  the  Census,  Washington,  D.C.,  20233. 


-  M 


For  release 
November  10,  1965 


BR-65-9 


SALES  AND  ACCOUNTS  RECEIVABLE  OF  RETAIL  STORES,  BY  KIND  OF  BUSINESS 

SEPTEMBER  1965 


SALES 

ACCOUNTS 

RECEIVABLE 


United  States 

Regions  and  Geographic  Divisions 

Selected  Large  States  and  Standard  Metropolitan  Statistical  Areas 

United  Stales 

Charge  Account  Balances 
Installment  Account  Balances 


At  ASM 


North  Central 


fountain 


^§$>uth 

Atlantic-^ 


West  South  Central 


PERCENT  CHANGE  IN  SALES  BY  GEOGRAPHIC  DIVISION:  FIRST  9  MONTHS  1965  FROM  1964 

(Based  on  data  not  adjusted  for  seasonal  variations  and  trading  day  differences) 


KA8AH 


V 


UNITED  STATES  +7 


u.  %  wr*ATM f*f  or 

*****  «*MD 


For  sale  by  the  Superintendent  of  Documents,  Government  Printing  Office,  Washington,  D.C.  20402.  Annual  -subscription  to  Current  Retail  Trade  Repons 
(Weekly  Retail  Sales  Report,  Advance  Monthly  Retail  Sales  Report,  Monthly  Retail  Trade  Report,  and  Annual  Retail  Trade  Report  sold  as  a  single 
subscription)  $6.00.  Single  copies,  available  from  the  Government  Printing  Office,  lOtf  each.  i  in'  V  f  ~ 

THE  UortnM  Ur  nit 


2 


SALES  OF  ALL  RETAIL  STORES- 
FIRST  9  MONTHS  1962  THROUGH  1965 


^Not  adjusted  for  seasonal  variations  or  trading  day  differences] 


END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL 
STORES,  UNITED  STATES  FOR  SELECTED  KINDS  OF 
BUSINESS-SEPTEMBER  1965 

|Not  adjusted  for  seasonal  variations  and  holiday  differences] 

( Bi  I  lions  of  dollars) 


GENERAL 

MERCHANDISE 

GROUP 


FURNITURE  AND 
APPLIANCE 
GROUP 


LUMBER,  BUILDING 
HARDWARE,  FARM 
EQUIPMENT  GROUP 


AUTOMOTIVE  GROUP 


APPAREL  GROUP 


BUREAU  OF  THE  CENSUS 


SALES 

Total  sales  of  all  retail  stores  in  the  United 
States  during  September  1965  were  estimated  at 
$22.7  billion,  1  percent  below  August  1965  but  7 
percent  above  September  1964.  After  adjustment 
for  seasonal  variations  and  trading  day  differences 
but  not  for  price  changes,  September  1965  sales 
amounted  to  $23.8  billion,  an  increase  of  1  percent 
from  August  1965  and  7  percent  above  September  a 
year  ago.  September  1965  adjusted  sales  of  non- 
durable-goods  stores  increased  2  percent  from 
August  1965  and  9  percent  from  September  1964. 
September  adjusted  sales  of  durable- goods  stores 
decreased  1  percent  from  the  previous  month  but 
increased  3  percent  from  September  1964. 

Based  on  adjusted  data  in  the  nondurable  goods 
category  the  food  group,  eating  and  drinking  places 
and  the  general  merchandise  group  each  showed  an 
increase  of  2  percent  from  August  1965.  The  apparel 
group  increased  1  percent  from  the  previous  month. 
In  the  durable- goods  category  the  automotive  group 
and  the  lumber,  building,  hardware,  and  farm 
equipment  group  each  decreased  1  percent  from 
August  1965  while  the  furniture  and  appliance  group 
remained  virtually  unchanged. 


In  comparison  with  September  1964,  adjusted  sales 
for  all  major  kind-of- business  groups  increased. 
In  the  nondurable-goods  category  the  increases  were: 
the  general  merchandise  group,  up  14  percent; 
eating  and  drinking  places,  up  13  percent;  the  food 
group,  up  7  percent;  and  the  apparel  group,  up  5 


percent.  In  the  durable-  goods  category  the  increases 
were:  the  lumber,  building,  hardware,  and  farm 

equipment  group,  up  7  percent;  the  furniture  and 
appliance  group,  up  6  percent;  and  the  automotive 
group,  up  1  percent. 

Based  on  unadjusted  data,  the  4  regions  of  the 
United  States  had  total  sales  of  all  retail  stores 
for  September  1965  and  year-to-year  comparisons 
as  follows:  the  Northeastern  States— $5.6  billion, 
up  5  percent;  the  North  Central  States — $6.7  billion, 
up  6  percent;  the  South — $6.3  billion,  up  10  percent; 
and  the  West — $4.1  billion,  up  4  percent. 

For  the  five  largest  standard  metropolitan  sta¬ 
tistical  areas,  the  total  unadjusted  retail  sales  for 
all  stores  for  September  1965  and  comparisons 
with  September  1964  were:  New  York — $1.3  billion, 
up  2  percent;  Los  Angeles-Long  Beach— $1.0  billion, 
down  6  percent;  Chicago — $0.9  billion,  up  9  percent; 
Detroit— $0.5  billion,  down  1  percent;  and  Phila¬ 
delphia — $0.5  billion,  up  1  percent. 

ACCOUNTS  RECEIVABLE 

Retail  stores  in  the  United  States  reported  $16.7 
billion  in  total  accounts  receivable  balances  owed 
by  customers  as  of  September  30,  1965.  After 
adjustment  for  seasonal  variations  but  not  for  price 
changes,  total  receivable  balances  were  2  percent 
above  the  August  1965  level  and  6  percent  above 
September  1964.  Compared  with  September  1964, 
adjusted  installment  account  balances  increased  9 
percent  and  adjusted  charge  account  balances  in¬ 
creased  4  percent. 
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MONTHLY  SALES  AND  END  OF  MONTH  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES 

FOR  THE  UNITED  STATES 


1956  1957  1958  1959  1960  1961  1962  1963  1964  1965 

_  BUREAU  OF  THE  CENSUS 
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Table  1.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total 

months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

1  Aug. 

Sept . 1 

Sept. 

Oct. 

Nov. 

Dec. 

1965 

1964  ,m 

Data  NOT  ADJUSTED  for 

seasonal  variations  or 

trading  day  differences 

United  States,  total2 . 

20,581 

19,608 

21,915 

23,525 

23,820 

23,825 

24,129 

1 

22,989 

22,741 

21,313 

22,605 

21,720 

27,719 

203,133 

189,586 

Durable-goods  stores,  total . 

6,665 

6,664 

7,709 

8,061 

8,225 

8,451 

8,154 

7,539 

7,131 

6,893 

7,133 

6,813 

8,201 

68,599 

62,969 

Nondurable-goods  stores,  total . 

13,916 

12,944 

14,206 

15,464 

15,595 

15,374 

15,975 

15,450 

15,610 

14,420 

15,472 

14,907 

19,518 

134,534 

126,617 

Food  group2 . 

5,242 

4,854 

5,158 

5,381 

5,441 

5,422 

5,983 

5,402 

5,501 

5,099 

5,528 

5,017 

5,762 

48,384 

45,884 

Grocery  stores  . 

4,786 

4,405 

4,684 

4,886 

4,926 

4,902 

5,427 

4,874 

4,983 

4,612 

5,031 

4,546 

5,208 

43,873 

41,488 

Meat  markets . 

121 

115 

121 

125 

129 

132 

141 

128 

129 

117 

128 

113 

130 

1,141 

1,129 

Bakery  products  stores . 

95 

90 

97 

96 

92 

94 

90 

88 

90 

92 

99 

96 

106 

832 

833 

Eating  and  drlnlrlng  places . 

1,559 

1,453 

1,595 

1,699 

1,818 

1,852 

2,001 

1,969 

1,861 

1,671 

1,688 

1,568 

1,658 

15,807 

14,487 

Eating  places . 

1,114 

1,036 

1,152 

1,233 

1,330 

1,367 

1,476 

1,461 

1,366 

1,204 

1,207 

1,118 

1,170 

11,535 

10,314 

Restaurants,  cafeterias,  lunchrooms . 

937 

867 

954 

1,004 

1,054 

1,082 

1,170 

1,164 

1,098 

976 

989 

921 

975 

9,330 

8,380 

Drinking  places . 

445 

417 

443 

466 

488 

485 

525 

508 

495 

467 

481 

450 

488 

4,272 

4,173 

General  merchandise  group2 . 

Department  stores  and  dry  goods,  general 

2,094 

1,998 

2,391 

2,779 

2,744 

2,682 

2,608 

2,793 

2,869 

2,550 

2,801 

3,021 

5,048 

22,958 

20,851 

merchandise  stores . 

1,549 

1,427 

1,731 

2,026 

2,010 

1,975 

1,908 

2,043 

2,114 

1,857 

2,056 

2,180 

3,673 

16,783 

15,031 

Department  stores . 

1,254 

1,159 

1,418 

1,649 

1,646 

1,618 

1,551 

1,669 

1,741 

1,519 

1,668 

1,761 

2,977 

13,705 

12,225 

Variety  stores . 

Mall  order  houses  (department  store 

311 

333 

371 

456 

442 

427 

431 

445 

442 

400 

430 

473 

901 

3,658 

3,365 

merchandise) . 

135 

147 

192 

194 

189 

179 

168 

207 

218 

189 

209 

262 

341 

1,629 

1,528 

Apparel  group2 . 

1,100 

917 

1,072 

1,411 

1,281 

1,229 

1,166 

1,197 

1,327 

1,289 

1,376 

1,355 

2,324 

10,700 

10,512 

Men's,  boys'  wear  stores3 . 

231 

181 

193 

257 

248 

260 

229 

219 

238 

234 

269 

273 

523 

2,056 

1,963 

Men's,  boys'  clothing,  furnishings  stores. 
Women's  apparel,  accessory  stores" . 

224 

176 

187 

248 

242 

254 

225 

215 

235 

229 

261 

265 

513 

2,006 

1,904 

439 

378 

448 

555 

511 

468 

452 

456 

502 

497 

547 

539 

924 

4,209 

4,105 

Women's  ready-to-wear  stores . 

382 

331 

395 

486 

447 

405 

390 

397 

437 

435 

480 

474 

806 

3,670 

3,562 

Family  clothing  stores . 

201 

168 

194 

261 

246 

241 

238 

263 

289 

250 

281 

270 

473 

2,101 

2,046 

Shoe  stores . 

183 

152 

190 

276 

226 

212 

194 

198 

234 

235 

215 

210 

306 

1,865 

1,902 

Furniture  and  appliance  group . 

953 

903 

1,000 

1,000 

1,045 

1,110 

1,136 

1,143 

1,158 

1,088 

1,182 

1,169 

1,488 

9,448 

9,254 

Furniture,  home  furnishings  stores . 

631 

598 

665 

671 

700 

746 

765 

760 

732 

696 

776 

752 

890 

6,268 

6,044 

Furniture  stores . . . 

464 

423 

477 

482 

515 

556 

574 

574 

551 

508 

569 

550 

680 

4,616 

4,399 

Household  appliance,  TV,  radio  stores . 

322 

305 

335 

329 

345 

364c 

371 

383 

426 

392 

406 

417 

598 

3,180 

3,210 

Household  appliance  dealers . . . 

228 

219 

243 

242 

262 

280 

282 

284 

309 

285 

287 

294 

417 

2,349 

2,336 

Lumber,  building,  hardware,  farm  equipment 

group.2 . 

957 

955 

1,158 

1,427 

1,583 

1,600 

1,565 

1,521 

1,538 

1,397 

1,449 

1,241 

1,242 

12,304 

11,702 

Lumber  yards,  building  materials  dealers5,.. 

553 

528 

636 

759 

854 

920 

937 

909 

879 

814 

871 

743 

643 

6,975 

6,604 

Lumber  yards . 

356 

335 

413 

494 

552 

615 

629 

611 

581 

544 

591 

489 

412 

4,586 

4,365 

f,935 

Hardware  stores . 

190 

169 

193 

240 

264 

255 

256 

242 

250 

231 

247 

252 

349 

2,059 

Automotive  group . 

4,219 

4,247 

4,958 

5,036 

4,984 

5,071 

4,800 

4,225 

3,729 

3,728 

3,85  8 

3,713 

4,370 

41,269 

36,550 

Passenger  car,  other  automotive  dealers . 

4,032 

4,069 

4,744 

4,780 

4,711 

4,793 

4,523 

3,970 

3,490 

3,503 

3,614 

3,471 

4,057 

39,112 

34,364 

Passenger  car  dealers  6 . 

3,944 

3,973 

4,614 

4,604 

4,518 

4,576 

4,289 

3,762 

3,323 

3,385 

3,486 

3,357 

3,947 

37,603 

33,259 

Passenger  car  dealers  (franchised) . 

3,641 

3,657 

4,240 

4,233 

4,172 

4,237 

3,960 

3,483 

3,061 

3,124 

3,193 

3,069 

3,677 

34,684 

30,616 

Tire,  battery,  accessory  dealers... . 

187 

178 

214 

256 

273 

278 

277 

255 

239 

225 

244 

242 

313 

2,157 

2,076 

Gasoline  service  stations . 

1,679 

1,561 

1,698 

1,769 

1,847 

1,899 

1,967 

1,930 

1,823 

1,701 

1,761 

1,712 

1,790 

16,173 

15,032 

Drug  and  proprietary  stores . 

716 

692 

731 

736 

749 

744 

764 

755 

769 

701 

724 

689 

966 

6,656 

6,206 

Drug  stores . 

691 

669 

705 

707 

719 

716 

731 

724 

737 

667 

691 

661 

930 

6,399 

5,981 

Liouor  stores . 

455 

433 

448 

482 

506 

493 

538 

493 

501 

475 

510 

518 

770 

4,349 

4,16^ 

Data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total2 . * . 

22,900 

23,317 

22,805 

22,865 

23,352 

23,331 

23,743 

l - 

23,544 

23,774 

22,254 

21,383 

21,661 

22,781 

209,631 

195,153 

Durable-goods  stores,  total . 

7,855 

7,966 

7,669 

7,550 

7,703 

7,760 

7,922 

7,837 

7,789 

7,541 

6,496 

6,695 

7,645 

70,051 

64,211 

Nondurable-goods  stores,  total . 

15,045 

15,351 

15,136 

15,315 

15,649 

15,571 

15,821 

15,707 

15,985 

14,713 

14,887 

14,966 

15,136 

139,580 

130,942 

Pood  group . 

5,192 

5,338 

5,301 

5,400 

5,405 

5,489 

5,546 

5,517 

5,626 

5,250 

5,229 

5,258 

5,409 

48,814 

46,179 

Grocery  stores  . 

4,714 

4,841 

4,809 

4,910 

4,904 

4,978 

5,015 

4,996 

5,100 

4,755 

4,736 

4,774 

4,913 

44,267 

41,751 

Eating  and  drinking  places _ _ ...... _ 

1,704 

1,720 

1,699 

1,741 

1,767 

1,749 

1,814 

1,775 

1,805 

1,600 

1,637 

1,609 

1,653 

15,774 

14,443 

General  merchandise  group2 . 

2,832 

2,848 

2,801 

2,781 

2,913 

2,795 

2,912 

2,889 

2,946 

2,591 

2,664 

2,738 

2,762 

25,717 

23,296 

Department  stores . 

1,715 

1,712 

1,666 

1,676 

1,753 

1,666 

1,757 

1,740 

1,768 

1,516 

1,568 

1,580 

1,600 

15,453 

13,738 

Variety  stores . 

439 

456 

454 

432 

472 

462 

467 

468 

476 

427 

429 

466 

442 

4,126 

3,799 

Mail  order  houses  (department  store  mdse.).. 

193 

196 

208 

197 

210 

205 

216 

207 

220 

192 

198 

191 

196 

1,852 

1,737 

Apparel  group 2 . 

1,327 

1,335 

1,261 

1,253 

1,326 

1,305 

1,347 

1,336 

1,347 

1,285 

1,301 

1,310 

1,300 

11,837 

11,622 

Men's,  boyB'  wear  stores  3 . . . 

258 

265 

253 

254 

263 

254 

260 

267 

266 

261 

259 

261 

257 

2,340 

2,232 

Women's  apparel,  accessory  stores4 . 

531 

531 

513 

499 

519 

517 

527 

511 

511 

504 

512 

517 

518 

4,659 

4,539 

Shoe  stores . . 

223 

219 

210 

205 

224 

216 

213 

208 

217 

206 

210 

229 

226 

1,935 

1,967 

furniture  and  appliance  group . 

1,103 

1,081 

1,094 

1,086 

1,085 

1,107 

1,135 

1,132 

1,136 

1,067 

1,088 

1,098 

1,113 

9,959 

9,731 

Furniture,  home  furnishings  stores . 

748 

715 

720 

706 

720 

742 

765 

742 

714 

679 

703 

701 

702 

6,572 

6,331 

Household  appliance,  TV,  radio  stores . 

355 

366 

374 

380 

365 

365 

370 

390 

422 

388 

385 

397 

411 

3,387 

3,400 

Lumber,  building,  hardware,  farm  equipment 
group2 . 

1,377 

1,352 

1,303 

1,337 

1,434 

1,392 

1,384 

1,387 

1,376 

1,285 

1,273 

1,256 

1,310 

12,342 

11,712 

Lumber  yards,  building  materials  dealers'... 

805 

756 

746 

738 

791 

808 

804 

778 

771 

729 

741 

721 

742 

6,997 

6,634 

Hardware  stores . 

245 

235 

224 

230 

239 

234 

245 

247 

253 

237 

242 

261 

262 

2,152 

1,994 

Automotive  group7  , . . . 

4,709 

4,855 

4,592 

4,455 

4,538 

4,584 

4,720 

4,639 

4,594 

4,531 

3,495 

3,685 

4,588 

41,686 

36,823 

Passenger  car,  other  automotive  dealers''.... 

4,470 

4,608 

4,352 

4,204 

4,279 

4,341 

4,474 

4,387 

4,341 

4,301 

3,265 

3,428 

4,344 

39,456 

34,676 

Tire,  battery,  accessory  dealers . 

239 

247 

240 

251 

259 

243 

246 

252 

253 

230 

230 

257 

244 

2,230 

2,147 

Gasoline  service  stations . 

1,749 

1,798 

1,774 

1,798 

1,818 

1,829 

1,835 

1,826 

1,834 

1,695 

1,722 

1,738 

1,755 

16,261 

15,021 

Drug  and  proprietary  stores . 

734 

745 

748 

760 

749 

758 

776 

779 

807 

734 

739 

724 

731 

6,856 

6,367 

Liquor  stores . 

499 

515 

504 

512 

525 

521 

522 

509 

530 

499 

503 

509 

508 

4,637 

4,416 

Note:  Sampling  variabilities  for  unadjusted  data  shown  in  table  13,  page  14. 
lPreliminary  estimates,  see  Explanatory  Material,  page  21. 

2U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

3Includes  men's,  boys'  clothing,  furnishings  stores  and  custom  tailors. 

4Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 

5Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing  and  electrical  stores. 

6 Includes  both  franchised  and  nonfranchised  car  dealers. 

7Extreme  care  should  be  taken  in  interpreting  data  in  this  category  for  September  due  to  the  difficulty  in  adjusting  passenger  cars  for  the  model  changeover. 
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Kind  of  business 


Percent  changes  in  sales — 

all 

retail  stores 

September  1965 

from — 

1965 

Kind  of  business 

from 

September 

August 

9  mos. 

1964 

1965 

1964 

Percent  changes  in  sales — 
all  retail  stores 


September  1965 

from — 

1965 

from 

September 

August 

9  mos. 

1964 

1965 

1964 

Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences 


United  States,  total 


Durable-goods  stores,  total . . . 
Nondurable-goods  stores,  total 


Food  group . 

Grocery  stores . 

Meat  markets . 

Fruit  stores,  vegetable  markets*. 
Candy,  nut,  confectionery  stores* 

Bakery  products  stores . 

Delicatessen  stores* . 


Eating  and  drinking  places . 

Eating  places . 

Restaurants,  cafeterias,  lunchrooms 
Drinking  places . 


General  merchandise  group . 

Department  stores  and  dry  goods,-  general 

merchandise  stores . 

.Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store 
toe  rc  hand  ise) . 


Apparel  group . 

Men's,  boys'  clothing,  furnishings  stores . 

Men's,  beys'  clothing  stores* . 

Men's,  boys'  furnishings  stores* . 

Women's  ready-to-wear  stores . 

Fhmily  clothing  stores . 

Women's  apparel,  accessory,  specialty  stores*.. 
Shoe  stores . 


Kind  of  business 


+7 

-1 

47 

46 

41 

42 

Furniture  stores . 

+8 

-4 

44 

Floor  coverings  stores* . 

-5 

42 

-1 

+3 

-5 

49 

Household  appliance,  TV,  radio  stores . 

49 

411 

-1 

+8 

41 

46 

Household  appliance  stores . 

+8 

49 

41 

TV,  radio  stores* . 

410 

418 

-5 

48 

42 

45 

Lumber,  building,  hardware,  farm  equip,  group.... 

410 

41 

45 

48 

42 

46 

Lumber,  building  materials  dealers . 

48 

-3 

46 

410 

41 

41 

Lumber  yards . 

47 

-5 

45 

+28 

0 

41 

Paint,  glass,  wallpaper  stores* . 

48 

-7 

+8 

411 

-2 

418 

Heating  and  plumbing  equipment  dealers* . 

-16 

47 

-21 

-2 

42 

0 

Hardware  stores . 

48 

43 

46 

4-7 

0 

42 

Farm  equipment  dealers* . 

416 

411 

43 

0 

-12 

413 

4-11 

-5 

49 

Passenger  car  dealers . 

-2 

-12 

413 

413 

-7 

412 

Passenger  car  dealers  (franchised) . 

-2 

-12 

413 

412 

-6 

411 

Tire,  battery,  accessory  dealers . 

46 

-6 

44 

46 

-3 

42 

Gasoline  service  stations . . . 

47 

-6 

48 

412 

43 

410 

Fuel,  fuel  oil  dealers* . 

411 

421 

410 

414 

43 

412 

Fuel  dealers,  except  fuel  oil* . 

0 

422 

44 

415 

44 

412 

Fuel  oil  dealers* . 

423 

422 

415 

410 

-1 

49 

Drug  and  proprietary  stores . 

410 

42 

47 

415 

45 

47 

Drug  stores . 

410 

42 

47 

Liquor  stores . 

45 

42 

45 

43 

411 

42 

Jewelry  stores* . 

0 

-8 

47 

43 

49 

45 

Florists* . 

410 

47 

411 

42 

48 

46 

Book  stores* . 

(NA) 

+68 

(NA) 

44 

412 

42 

Stationery  stores* . 

-4 

425 

-7 

0 

410 

43 

^lusic  stores* . 

44 

443 

4 22 

416 

410 

43 

Damera,  photographic  supply  stores* . 

-21 

-4 

-9 

410 

417 

-2 

Dptical  goods  stores* . 

411 

0 

412 

0 

418 

-2 

typewriter  stores* . 

-36 

413 

-36 

Percent  changes  in 

sales — 

Percent  changes  in 

sales — 

all  retail  stores 

all  retail  stores 

September  1965 

September  1965 

from — 

9  mos. 
1965 

Kind  of  business 

from — 

9  mos. 
1965 

September 

August 

from 

September 

August 

from 

1964 

1965 

1964 

1964 

1965 

1964 

Based  on  data  ADJUSTED  for  seasonal  variations  and  trading  day  differences 


United  States,  total . 

47 

41 

47 

46 

0 

42 

Furniture,  home  furnishings  stores . 

45 

-4 

44 

43 

-1 

49 

49 

48 

o 

49 

42 

47 

47 

42 

46 

Lumber,  building,  hardware,  farm  equip,  group.... 

47 

45 

42 

47 

46 

46 

47 

45 

48 

Hardware  stores . 

42 

413 

42 

49 

414 

42 

410 

Automotive  group . 

41 

-1 

413 

417 

42 

412 

Passenger  car  and  other  automotive  dealers . 

41 

-1 

414 

411 

42 

49 

Tire,  battery,  accessory  dealers . 

410 

0 

44 

Mail  order  houses  (department  store 

415 

46 

47 

48 

+8 

45 

4l 

42 

42 

0 

45 

Drug  and  proprietary  stores . 

410 

44 

48 

41 

0 

43 

Shoe  stores . 

45 

44 

-2 

Liquor  stores . 

46 

44 

45 

Note:  Sampling  variabilities,  based  on  unadjusted  data,  shown  in  table  14,  page  14,  for  kinds  of  business  without  an  asterisk.  For  kinds  of  business  with 
an  asterisk,  see  table  15,  page  14. 

*  See  Explanatory  Materials,  page  22. 

(NA)  Not  available. 
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Table  3.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total  9  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

Juiy 

Aug. 

Sept . 1 

Sept. 

Oct. 

Nov. 

Dec. 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total . 

4,699 

4,368 

4,972 

5,594 

5,507 

5,446 

5,641 

5,450 

5,631 

5,133 

5,637 

5,451 

7,734 

47,308 

44,369 

Dirable-goods  stores,  total . 

322 

311 

374 

419 

437 

459 

451 

449 

446 

438 

436 

452 

560 

3, 668 

3,584 

Nondurable-goods  stores,  total . 

4,377 

4,057 

4,598 

5,175 

5,070 

4,987 

5,190 

5,001 

5,185 

4,695 

5,201 

4,999 

7,174 

43,640 

40,785 

Food  group . ... . . 

2,184 

2,011 

2,140 

2,290 

2,232 

2,180 

2,444 

2,105 

2,206 

2,063 

2,359 

2,041 

2,417 

19,792 

18,817 

Grocery  stores . 

2,125 

1,952 

2,081 

2,222 

2,163 

2,111 

2,374 

2,036 

2,138 

1,999 

2,293 

1,981 

2,332 

19,202 

18,297 

Eating  and  drinking  places . 

115 

111 

126 

132 

140 

144 

147 

148 

145 

129 

127 

120 

123 

1,208 

1,076 

General  merchandise  group . 

1,375 

1,286 

1,580 

1,868 

1,863 

1,833 

1,790 

1,930 

1,975 

1,717 

1,877 

2,004 

3,358 

15,500 

14,136 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

1,016 

904 

1,134 

1,353 

1,357 

1,339 

1,300 

1,401 

1,438 

1,243 

1,360 

1,426 

2,377 

11,242 

10,156 

Department  stores . 

887 

793 

994 

1,175 

1,184 

1,165 

1,128 

1,210 

1,251 

1,079 

1,182 

1,247 

2,089 

9,787 

8,843 

Variety  stores . 

229 

246 

280 

345 

336 

328 

3  28 

342 

340 

305 

330 

350 

675 

2,774 

2,573 

Apparel  group . 

263 

225 

290 

406 

349 

338 

304 

328 

366 

341 

361 

367 

626 

2,869 

2,791 

Men's,  boys'  wear  stores2 . 

28 

22 

25 

36 

34 

33 

28 

26 

30 

28 

36 

37 

67 

262 

247 

Women's  apparel,  accessory  stores3 . 

106 

93 

124 

162 

147 

138 

130 

138 

152 

140 

153 

161 

272 

1,190 

1,171 

Women's  ready-to-wear  stores . 

98 

86 

115 

149 

135 

127 

120 

129 

141 

130 

141 

150 

250 

1,100 

1,079 

Shoe  stores . 

74 

65 

81 

124 

97 

96 

81 

88 

105 

103 

90 

91 

147 

811 

814 

Furniture  and  appliance  group . 

86 

84 

102 

104 

108 

114 

107 

110 

113 

108 

111 

117 

146 

928 

872 

Tire,  battery,  accessory  dealers . • 

80 

74 

89 

108 

115 

118 

117 

110 

104 

93 

104 

102 

142 

915 

848 

Drug  and  proprietary  stores . 

149 

145 

162 

167 

169 

171 

177 

171 

175 

154 

160 

155 

252 

1,486 

1,329 

Liquor  stores . 

95 

93 

101 

104 

108 

103 

115 

102 

108 

100 

112 

114 

184 

929 

881 

Data 

ADJUSTED  for  see 

sonal  ve 

riations 

and  tre 

ding  day 

differc 

nces 

% 

United  States,  total . 

5,367 

5,439 

5,397 

5,470 

5,619 

5,563 

5,654 

5,694 

5,782 

5,296 

5,309 

5,382 

5,440 

49,985 

46, 809 

Grocery  stores . 

2,045 

2,133 

2,117 

2,164 

2,176 

2,190 

2,180 

2,194 

2,220 

2,105 

2,113 

2,110 

2,174 

19,419 

18,481 

Eating  and  drinking  places . 

124 

127 

128 

134 

137 

138 

137 

139 

142 

125 

123 

122 

122 

1,206 

1,068 

General  merchandise  group . 

1,897 

1,870 

1,867 

1,842 

1,968 

1,883 

1,980 

1,990 

2,020 

1,755 

1,783 

1,830 

1,819 

17,317 

15,783 

Department  stores . 

1,223 

1,180 

1,164 

1,163 

1,238 

1,171 

1,251 

1,263 

1,265 

1,093 

1,113 

1,147 

1,145 

10,918 

9,839 

Variety  stores . 

336 

344 

343 

325 

359 

351 

351 

357 

363 

327 

325 

344 

330 

3,129 

2,912 

Apparel  group . . . 

355 

347 

333 

346 

352 

351 

358 

362 

369 

337 

341 

349 

353 

3, 173 

3,096 

Men's,  boys'  wear  stores2 . 

33 

34 

30 

36 

35 

33 

34 

34 

36 

33 

33 

32 

32 

305 

289 

Women's  apparel,  accessory  stores3 . 

151 

145 

143 

144 

146 

145 

150 

148 

155 

142 

144 

149 

148 

1,327 

1,312 

Shoe  stores . 

94 

92 

89 

93 

96 

96 

94 

97 

97 

92 

90 

100 

100 

848 

850 

Tire,  battery,  accessory  dealers . 

105 

106 

102 

107 

109 

103 

104 

111 

111 

97 

100 

106 

103 

958 

881 

Drug  and  proprietary  stores . 

159 

163 

169 

177 

174 

175 

183 

181 

185 

165 

167 

160 

163 

1,566 

1,401 

1Based  on  weekly  sales  figures  converted  to  calendar  month  totals.  September  1965  weekly  sales  (in  millions  of  dollars)  were  as  follows:  For  week  ending  September 
4  =  537;  September  11  =  478;  September  18  =  513;  September  25  =  503;  October  2  =  516. 

2 Includes  men's,  boys'  clothing;  furnishings  tores  and  custom  tailers. 

^Includes  women's  ready-to-wear;  other  apparel,  accessory,  specialty  shops;  and  furriers. 


Table  4.— ESTIMATED  MONTHLY  RETAIL  SALES  OF  STORES  OF  FIRMS  OPERATING  4  OR  MORE  RETAIL  STORES— UNITED  STATES,  BY  KIND  OF  BUSINESS: 


(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Total  9  months 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

Jutjr 

Aug. 

Sept . 1 

Sept.  1 

Oct. 

Nov. 

Dec . 

1965 

1964 

Data  NOT  ADJUSTED  for  seasonal 

variations  or  trading  day  differences 

United  States,  total2 . 

5,735 

5,391 

6,099 

6,794 

6,694 

6,614 

6,843 

6,637 

6,837 

6,186 

6,766 

6,566 

9,280 

57,644 

52,998 

Food  group . 

2,515 

2,328 

2,476 

2,630 

2,565 

2,505 

2,804 

2,441 

2,555 

2,358 

2,679 

2,359 

2,798 

22,819 

21,227 

Grocery  stores . 

2,428 

2,242 

2,385 

2,529 

2,462 

2,403 

2,699 

2,340 

2,455 

2,262 

2,580 

2,265 

2,672 

21,943 

20,457 

Eating  and  drinking  places . 

184 

172 

191 

200 

211 

221 

228 

228 

218 

187 

191 

185 

193 

1,853 

1,545 

General  merchandise  group2 . 

Department  stores  and  dry  goods,  general 

1,521 

1,441 

1,760 

2,062 

2,043 

2,003 

1,948 

2,107 

2,159 

1,858 

2,035 

2,196 

3,718 

17,044 

15,376 

merchandise  stores . 

1,142 

1,034 

1,287 

1,515 

1,510 

1,487 

1,436 

1,558 

1,602 

1,370 

1,503 

1,585 

2,687 

12,571 

11,264 

Department  stores . 

981 

894 

1,115 

1,301 

1,302 

1,280 

1,229 

1,334 

1,382 

1,180 

1,296 

1,367 

2,299 

10,818 

9,684 

Drug  and  proprietary  stores . 

183 

178 

195 

198 

205 

204 

212 

210 

213 

188 

193 

187 

304 

1,798 

1,584 

Preliminary  estimates,  see  Explanatory  Materials,  page  21. 

2U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 


Table  5.— ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  REGIONS  AND  KIND  OF  BUSINESS 
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(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Region  and  kind  of  business 

1965 

64 

Percent  change 

19 

Jan. -Sept. 

September  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

Kay 

June 

July 

|  Aug. 

Sept. 1 

Sept. 

Oct. 

Nov. 

Dec. 

from 

Jan. -Sept. 
1964 

Sept. 

1964 

Aug. 

1965 

THE  NORTHEASTERN  STATES 

TOTAL . 

5,276 

4,955 

5,513 

5,953 

5,986 

6,012 

6,069 

5,581 

5,631 

5,362 

5,673 

5,581 

7,337 

+6 

+5 

+1 

Durable-goods  stores,  total . 

1,498 

1,457 

1,722 

1,838 

1,894 

1,937 

1,878 

1,601 

1,497 

1,498 

1,553 

1,578 

1,964 

+8 

0 

-6 

Nondurable-goods  stores,  total... 

3,778 

3,498 

3,791 

4,115 

4,092 

4,075 

4,191 

3,980 

4,134 

3,864 

4,120 

4,003 

5,373 

+  5 

+7 

+4 

Food  group . 

1,483 

1,358 

1,445 

1,527 

1,526 

1,522 

1,683 

1,495 

1,554 

1,438 

1,552 

1,406 

1,626 

+5 

+8 

+4 

Grocery  stores . 

1,258 

1,144 

1,223 

1,301 

1,290 

1,284 

1,430 

1,258 

1,304 

1,204 

1,310 

1,178 

1,360 

+5 

+8 

+4 

Eating  and  drinking  places . 

447 

432 

482 

509 

553 

562 

595 

582 

556 

500 

500 

464 

495 

+8 

+11 

-4 

GAF2,  total . 

1,091 

1,004 

1,172 

1,376 

1,370 

1,380 

1,288 

1,300 

1,443 

1,348 

1,464 

1,542 

2,504 

+5 

+7 

+11 

General  merchandise  group . 

511 

487 

576 

666 

675 

681 

629 

648 

709 

635 

695 

764 

1,323 

+  13 

+12 

+9 

Department  stores . 

327 

302 

367 

421 

430 

430 

387 

403 

453 

402 

440 

464 

806 

+15 

+13 

+  12 

Apparel  group . 

351 

293 

344 

448 

413 

399 

349 

347 

409 

419 

443 

440 

741 

-3 

-2 

+18 

Furniture  and  appliance  group . 

229 

224 

252 

262 

282 

300 

310 

305 

325 

294 

326 

338 

440 

-2 

+  11 

+7 

Lumber,  bldg.,  hdve.,farm  equip,  grp. 

+11 

+  16 

+1 

Gasoline  service  stations . 

304 

289 

312 

327 

344 

346 

366 

360 

336 

314 

317 

307 

312 

+6 

+7 

-7 

Drug  and  proprietary  stores . 

164 

154 

162 

165 

165 

163 

169 

165 

169 

161 

166 

158 

211 

+6 

+5 

+2 

THE  NORTH  CENTRAL  STATES 

TOTAL . 

5.881 

5,593 

6,387 

7,002 

7,096 

7,144 

7,089 

6,787 

6,743 

6,341 

6,885 

6,514 

8,030 

+8 

+6 

-1 

Durable-goods  stores,  total . 

1,877 

1,879 

2,272 

2,481 

2,465 

2,621 

2,437 

2,254 

2,177 

2,101 

2,254 

2,097 

2,406 

+11 

+4 

-3 

Nondurable-goods  stores,  total... 

4,004 

3,714 

4,115 

4,521 

4,631 

4,523 

4,652 

4,533 

4,566 

4,240 

4,631 

4,417 

5,624 

+6 

+8 

+1 

Food  group . 

1,433 

1,320 

1,401 

1,466 

1,491 

1,493 

1,635 

1,478 

1,495 

1,406 

1,536 

1,384 

1,574 

+4 

+6 

+1 

Grocery  stores . 

1,328 

1,220 

1,296 

1,346 

1,364 

1,363 

1,497 

1,336 

1,358 

1,288 

1,412 

1,268 

1,441 

+4 

+5 

+2 

Eating  and  drinking  places . 

461 

425 

466 

509 

548 

562 

606 

605 

571 

505 

520 

474 

491 

+10 

+13 

-6 

GAF2,  total . 

1,195 

1,086 

1,321 

1,532 

1,478 

1,446 

1,400 

1,505 

1,581 

1,438 

1,576 

1,646 

2,554 

+7 

+10 

+5 

General  merchandise  group . 

638 

613 

747 

878 

869 

840 

796 

873 

906 

817 

896 

966 

1,540 

+8 

+  11 

+4 

Department  stores . 

382 

353 

436 

522 

525 

513 

482 

525 

553 

487 

532 

555 

916 

+10 

+14 

+5 

Apparel  group . 

293 

231 

282 

372 

330 

310 

296 

314 

357 

325 

357 

358 

600 

+6 

+10 

+  14 

Furniture  and  appliance  group . 

264 

242 

292 

282 

279 

296 

308 

318 

318 

296 

323 

322 

414 

+3 

+7 

0 

Lumber,  bldg.,  hdve.,farm  equip,  grp. 

330 

308 

401 

519 

577 

612 

572 

554 

586 

555 

580 

463 

473 

+3 

+6 

+6 

Automotive  gro up . 

1,144 

1,186 

1,430 

1,528 

1,453 

1,534 

1,393 

1,217 

1,077 

1,061 

1,176 

1,126 

1,256 

+17 

+2 

-12 

Gasoline  service  stations . 

560 

512 

548 

577 

597 

604 

624 

608 

576 

546 

583 

562 

595 

+9 

+5 

-5 

Drug  and  proprietary  stores . 

217 

207 

215 

216 

216 

218 

230 

222 

225 

214 

227 

213 

299 

+6 

+5 

+1 

THE  SOUTH 

TOTAL . 

5,704 

5,511 

6,098 

6,558 

6,666 

6,504 

6,727 

6,480 

6,281 

5,687 

6,038 

5,748 

7,458 

+9 

+  10 

-3 

Durable-goods  stores,  total . 

2,019 

2,074 

2,311 

2,377 

2,474 

2,448 

2,420 

2,308 

2,140 

1,990 

2,028 

1,895 

2,371 

+11 

+  8 

-7 

Nondurable-goods  stores,  total... 

3,685 

3,437 

3,787 

4,181 

4,192 

4,056 

4,307 

4,172 

4,141 

3,697 

4,010 

3,853 

5,087 

+9 

+  12 

-1 

Food  group . 

1,399 

1,308 

1,386 

1,448 

1,481 

1,476 

1,644 

1,496 

1,513 

1,341 

1,469 

1,343 

1,535 

+9 

+13 

+1 

Grocery  stores . 

1,336 

1,235 

1,309 

1,369 

1,398 

1,394 

1,555 

1,415 

1,438 

1,275 

1,403 

1,278 

1,458 

+9 

+  13 

+2 

Eating  and  drinking  places . 

355 

323 

354 

381 

397 

400 

439 

426 

403 

353 

354 

336 

357 

+12 

+  14 

-5 

GAF2,  total . 

1,130 

1,050 

1,206 

1,438 

1,375 

1,320 

1,353 

1,429 

1,407 

1,280 

1,422 

1,422 

2,331 

+9 

+10 

-2 

General  merchandise  group . 

550 

528 

634 

752 

719 

670 

683 

739 

716 

631 

714 

748 

1,280 

+10 

+13 

-3 

Department  stores . 

277 

256 

323 

377 

367 

345 

346 

383 

375 

328 

373 

385 

656 

+  11 

+  14 

-2 

Apparel  group . 

303 

260 

297 

407 

358 

330 

340 

355 

359 

342 

380 

364 

652 

+  6 

+5 

+1 

Furniture  and  appliance  group . 

277 

262 

275 

279 

298 

320 

330 

335 

332 

307 

328 

310 

399 

+  10 

+8 

-1 

Lumber,  bldg.,  bdwe.,farm  equip,  grp. 

293 

296 

323 

411 

433 

416 

401 

419 

407 

352 

370 

329 

329 

+7 

+16 

,  c _ 

Automotive  group . 

1,303 

1,359 

1,541 

1,523 

1,567 

1,524 

1,511 

1,369 

1,200 

1,146 

1,159 

1,073 

1,337 

+13 

+5 

-12 

Gasoline  service  stations . 

498 

460 

508 

528 

551 

574 

599 

586 

557 

496 

511 

501 

531 

+8 

+  12 

-5 

Drug  and  proprietary  stores . 

197 

196 

207 

205 

214 

208 

206 

206 

208 

185 

191 

185 

257 

+9 

+  12 

+  1 

THE  VEST 

TOTAL . 

3,720 

3,549 

3,917 

4,012 

4,072 

4,165 

4,244 

4,141 

4,086 

3,923 

4,009 

3,877 

4,894 

+5 

+4 

-1 

IXrrable-goods  stores,  total . 

1,271 

1,254 

1,404 

1,365 

1,392 

1,445 

1,419 

1,376 

1,317 

1,304 

1,298 

1,243 

1,460 

+5 

+1 

-4 

Nondurable-goods  stores,  total... 

2,449 

2,295 

2,513 

2,647 

2,680 

2,720 

2,825 

2,765 

2,769 

2,619 

2,711 

2,634 

3,434 

+5 

+6 

0 

Food  group . 

927 

868 

926 

940 

943 

931 

1,021 

933 

949 

914 

971 

884 

1,027 

+4 

+4 

+2 

Grocery  stores . 

864 

806 

856 

870 

874 

861 

945 

865 

883 

845 

906 

822 

949 

+5 

+4 

+2 

Eating  and  drinking  places . 

296 

273 

293 

300 

320 

328 

361 

356 

331 

313 

314 

294 

315 

+7 

♦6 

-7 

GAF2,  total . 

731 

678 

764 

844 

847 

875 

869 

899 

923 

861 

897 

935 

1,471 

+4 

+7 

+3 

General  merchandise  group . 

395 

370 

434 

483 

481 

491 

500 

533 

538 

467 

496 

543 

905 

+10 

+15 

+1 

Department  stores . 

+  13 

+  19 

Apparel  group . 

153 

133 

149 

184 

180 

190 

181 

181 

202 

203 

196 

193 

331 

-3 

0 

♦  12 

Furniture  and  appliance  group . 

Gasoline  service  stations . 

317 

300 

330 

337 

355 

375 

378 

376 

354 

345 

350 

342 

352 

+6 

+3 

-6 

Drug  and  proprietary  stores . 

138 

135 

147 

150 

154 

155 

159 

162 

167 

141 

140 

133 

199 

+8 

+  18 

+3 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  16.)  Totals  include  data  for  kinds  of  business  not  shown  separately. 

States  in  geographic  regions  are  shown  on  page  27. 

Preliminary  estimates. 

2  Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups ;  these  are  stores  specializing  In  department- store  types  of  merchandise. 
(C)  (c)  Sampling  variability  estimated  for  these  figures  ranges  from  7.1  and  10.5  percent  for  dollar  volume  estimates  and  year-to-year  percent  change  and 
between  3.1  and  4.5  for  the  percent  change  over  2  consecutive  months.  These  data  will  be  supplied  on  request  but  may  not  be  published. 
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Table  6 .  — ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  GEOGRAPHIC  DIVISIONS  AND  KIND  OF  BUSINESS 
(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Geographic  division  and 
kind  of  business 

1965 

1964 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept.1 

Sept. 

Oct. 

Nov. 

Dec. 

New  England  Division,  total2 . 

1,373 

1,252 

1,377 

1,479 

1,480 

1,527 

1,564 

1,473 

1,480 

1,380 

1,427 

1,419 

1,936 

Durable-goods  stores . 

421 

395 

474 

511 

513 

507 

479 

443 

418 

415 

417 

432 

568 

Nondurable-goods  stores . 

952 

857 

903 

968 

967 

1,020 

1,085 

1,030 

1,062 

965 

1,010 

987 

1,368 

Food  group . 

368 

327 

343 

355 

366 

392 

441 

396 

409 

364 

386 

349 

405 

GAF3,  total . 

244 

222 

255 

309 

307 

319 

300 

314 

343 

306 

315 

338 

616 

Gasoline  service  stations . 

81 

75 

84 

87 

91 

97 

103 

98 

90 

88 

86 

80 

82 

Middle  Atlantic  Division,  total2 . . . . 

3,903 

3,703 

4,136 

4,474 

4,506 

4,485 

4,505 

4,108 

4,151 

3,982 

4,246 

4,162 

5,401 

Durable-goods  stores . 

1,077 

1,062 

1,248 

1,327 

1,381 

1,430 

1,399 

1,158 

1,079 

1,083 

1,136 

1,146 

1,396 

Nondurable -goods  stores . 

2,826 

2,641 

2,888 

3,147 

3,125 

3,055 

3,106 

2,950 

3,072 

2,899 

3,110 

3,016 

4,005 

Eating  and  drinking  places . 

350 

342 

388 

411 

439 

442 

457 

451 

434 

387 

388 

357 

381 

GAF3,  total . 

847 

782 

917 

1,067 

1,063 

1,061 

988 

986 

1,100 

1,042 

1,149 

1,204 

1,888 

General  merchandise  group . 

397 

377 

445 

513 

521 

515 

470 

487 

535 

493 

546 

599 

1,003 

Apparel  group . 

269 

230 

274 

354 

328 

319 

276 

286 

321 

324 

351 

345 

565 

Gasoline  service  stations . 

223 

214 

228 

240 

253 

249 

263 

262 

246 

226 

231 

227 

230 

Drug  and  proprietary  stores . 

116 

111 

119 

122 

121 

118 

122 

120 

121 

118 

122 

114 

146 

East  North  Central  Division,  total2  . 

4,209 

4,011 

4,592 

4,988 

5,027 

5,030 

4,991 

4,797 

4,789 

4,464 

4,882 

4,653 

5,738 

Durable-goods  stores . 

1,292 

1,295 

1,586 

1,701 

1,686 

1,777 

1,647 

1,535 

1,491 

1,424 

1,562 

1,455 

1,656 

Nondurable-goods  stores . 

2,917 

2,716 

3,006 

3,287 

3,341 

3,253 

3,344 

3,262 

3,298 

3,040 

3,320 

3,198 

4,082 

Food  group . 

1,090 

1,009 

1,073 

1,119 

1,126 

1,122 

1,224 

1,101 

1,118 

1,046 

1,142 

1,041 

1,187 

Eating  and  drinking  places . 

344 

313 

345 

378 

405 

413 

447 

453 

428 

369 

380 

348 

361 

GAF3,  total . 

876 

799 

985 

1,128 

1,088 

1,063 

1,027 

1,106 

1,169 

1,050 

1,148 

1,208 

1,880 

General  merchandise  group . 

463 

449 

551 

640 

635 

611 

572 

628 

653 

596 

644 

706 

1,115 

Apparel  group . 

219 

173 

214 

282 

253 

239 

229 

243 

278 

243 

269 

271 

459 

Gasoline  service  stations . 

369 

346 

363 

378 

388 

394 

415 

408 

388 

364 

394 

375 

392 

Drug  and  proprietary  stores . 

159 

151 

157 

158 

161 

163 

170 

163 

166 

154 

165 

157 

220 

West  North  Central  Division,  total2. 

1,672 

1,582 

1,795 

2,014 

2,069 

2,114 

2,098 

1,990 

1,954 

1,877 

2,003 

1,861 

2,292 

Durable-goods  stores . 

585 

584 

686 

780 

779 

844 

790 

719 

686 

677 

692 

642 

750 

Nondurable-goods  stores . 

1,087 

998 

1,109 

1,234 

1,290 

1,270 

1,308 

1,271 

1,268 

1,200 

1,311 

1,219 

1,542 

Food  group . 

343 

311 

328 

347 

365 

371 

411 

377 

377 

360 

394 

343 

387 

GAF3,  total . 

319 

287 

336 

404 

390 

383 

373 

399 

412 

388 

428 

438 

674 

General  merchandise  group . 

175 

164 

196 

238 

234 

229 

224 

245 

253 

221 

252 

260 

425 

Gasoline  service  stations . 

191 

166 

185 

199 

209 

210 

209 

200 

188 

182 

189 

187 

203 

South  Atlantic  Division,  total2  . 

2,826 

2,700 

2,968 

3,202 

3,301 

3,192 

3,287 

3,178 

3,071 

2,786 

2,974 

2,871 

3,794 

Durable-goods  stores . 

949 

959 

1,056 

1,101 

1,179 

1,166 

1,136 

1,072 

995 

948 

973 

911 

1,143 

Nondurable-goods  stores . 

1,877 

1,741 

1,912 

2,101 

2,122 

2,026 

2,151 

2,106 

2,076 

1,838 

2,001 

1,960 

2,651 

Eating  and  drinking  places . 

193 

177 

192 

204 

210 

209 

240 

237 

224 

195 

193 

182 

199 

GAF3,  total . 

590 

559 

642 

748 

719 

685 

696 

739 

727 

660 

737 

754 

1,254 

General  merchandise  group . 

290 

284 

341 

396 

383 

352 

354 

387 

375 

323 

364 

397 

690 

Apparel  group . 

159 

138 

157 

206 

181 

170 

172 

183 

183 

177 

192 

191 

352 

Gasoline  service  stations . 

238 

216 

238 

252 

259 

264 

278 

281 

264 

236 

251 

242 

255 

Drug  and  proprietary  stores . 

101 

98 

103 

100 

106 

105 

103 

104 

106 

91 

94 

93 

131 

East  South  Central  Division,  total2  . 

1,048 

1,010 

1,120 

1,260 

1,292 

1,219 

1,258 

1,258 

1,234 

1,103 

1,161 

1,093 

1,372 

Nondurable-goods  stores . 

671 

628 

690 

790 

802 

753 

799 

785 

789 

712 

772 

716 

921 

Food  group . 

274 

254 

272 

287 

304 

292 

321 

299 

303 

266 

298 

269 

300 

GAF3,  total . 

201 

190 

217 

277 

261 

242 

244 

258 

262 

231 

257 

245 

410 

General  merchandise  group . 

106 

99 

119 

148 

139 

129 

131 

135 

133 

121 

139 

134 

232 

Gasoline  service  stations . 

94 

89 

97 

102 

108 

109 

118 

120 

114 

111 

109 

102 

105 

West  South  Central  Division,  total2 . 

1,830 

1,801 

2,010 

2,096 

2,073 

2,093 

2,182 

2,044 

1,976 

1,798 

1,903 

1,784 

2,292 

Durable-goods  stores . 

Nondurable-goods  stores . 

1,137 

1,068 

1,185 

1,290 

1,268 

1,277 

1,357 

1,281 

1,276 

1,147 

1,237 

1,177 

1,515 

Food  group . 

433 

417 

449 

461 

459 

470 

527 

479 

488 

435 

460 

414 

469 

Eating  and  drinking  places . 

107 

97 

108 

118 

125 

133 

139 

127 

121 

108 

111 

106 

107 

GAF3,  total . 

339 

301 

347 

413 

395 

393 

413 

432 

418 

389 

428 

423 

667 

General  merchandise  group . 

154 

145 

174 

208 

197 

189 

198 

217 

208 

187 

211 

217 

358 

Mountain  Division,  total2 . 

771 

717 

853 

881 

892 

939 

974 

949 

928 

848 

879 

827 

1,026 

Nondurable-goods  stores . 

511 

473 

542 

575 

578 

603 

644 

628 

630 

570 

583 

562 

721 

_  . 

GAF3,  total . 

134 

123 

141 

166 

168 

167 

173 

180 

181 

160 

169 

173 

276 

General  merchandise  group . 

70 

63 

76 

89 

91 

91 

93 

102 

100 

84 

90 

95 

167 

Pacific  Division,  total  2 . 

2,949 

2,832 

3,064 

3,131 

3,180 

3,226 

3,270 

3,192 

3,158 

3,075 

3,130 

3,050 

3,868 

Durable-goods  stores . 

1,011 

1,010 

1,093 

1,059 

1,078 

1,109 

1,089 

1,055 

1,019 

1,026 

1,002 

978 

1,155 

Nondurable -goods  stores . 

1,938 

1,822 

1,971 

2,072 

2,102 

2,117 

2,181 

2,137 

2,139 

2,049 

2,128 

2,072 

2,713 

Food  group . 

727 

681 

723 

737 

736 

731 

799 

735 

738 

721 

756 

686 

799 

Eating  and  drinking  places . 

248 

229 

240 

242 

257 

261 

281 

280 

261 

248 

254 

243 

262 

GAF3,  total . 

597 

555 

623 

678 

679 

708 

696 

719 

742 

701 

728 

762 

1,195 

General  merchandise  group . 

325 

307 

358 

394 

390 

400 

407 

431 

438 

383 

406 

448 

738 

Gasoline  service  stations . 

229 

219 

232 

238 

252 

255 

255 

253 

246 

234 

249 

246 

251 

Percent  change 


Jan. -Sept 
1965 
from 

Jan. -Sept. 
1964 

September  1965 
from  — 

Sept. 

1964 

Aug. 

1965 

+8 

+7 

0 

+6 

+  1 

-6 

+9 

+  10 

+3 

+  11 

+  12 

+3 

+7 

+  12 

+9 

+7 

+2 

-8 

+5 

+4 

+  1 

+8 

0 

-7 

+4 

+6 

+4 

+7 

+12 

-4 

+4 

+6 

+12 

+11 

+9 

+10 

-3 

-1 

+  12 

+6 

+9 

-6 

+6 

+3 

+1 

+7 

+7 

0 

+10 

+5 

-3 

+6 

+  8 

+1 

+4 

+7 

+2 

+  1L 

+16 

-6 

+7 

+11 

+6 

+8 

+10 

+4 

+7 

+  14 

+  14 

+8 

+7 

-5 

+7 

+  8 

+2 

+8 

+4 

-2 

+13 

+  1 

-5 

+6 

+6 

0 

+3 

+5 

0 

+5 

+6 

+3 

+  10 

+14 

+3 

+10 

+3 

-6 

+  10 

+10 

-3 

+9 

+5 

-7 

+10 

+13 

-1 

+  14 

+15 

-5 

+12 

+10 

-2 

+  12 

+16 

-3 

+8 

+3 

0 

+  8 

+12 

-6 

+12 

+16 

+2 

+9 

+12 

-2 

+8 

+11 

+1 

+  11 

+  14 

+1 

+6 

+13 

+2 

+7 

+  10 

-1 

+1 

+3 

-5 

+9 

+10 

-3 

+8 

-8 

+7 

+11 

0 

+6 

+12 

+2 

+11 

+12 

-5 

+5 

+  7 

-3 

+6 

+  11 

-A 

+6 

+9 

-2 

+5 

+11 

0 

+4 

+9 

+7 

+3 

+13 

+1 

+4 

+  19 

-2 

+4 

+3 

-1 

+3 

-1 

-3 

+5 

+4 

0 

+4 

+2 

0 

+7 

+5 

-7 

+4 

+6 

+3 

+12 

+14 

+2 

+6 

+5 

-3 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  17.)  States  in  geographic  divisions  are  shown  on  page  27. 

1Preliminary  estimates. 

2Totals  include  data  for  kinds  of  business  not  shown  separately. 

3Sto res  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  are  stores  specializing  in  department-store  types  of  merchandise. 
(C)  See  footnote  to  table  5. 


Table  7 — ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES  9 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


State  and  kind  of  business 

1965 

1964 

Percent 

change 

Jan. 

Feb. 

Mar- 

Apr. 

May 

June 

July 

Aug. 

Sept . 1 

Sept. 

Oct. 

Nov. 

Dec. 

Jan  .-Sept. 
1965 
from 

Jan*6ept. 

1964 

September 

1965 

from 

September 

1964 

California,  total . 

2,295 

2, 202 

2, 328 

2, 373 

2,405 

2,407 

2,429 

2,310 

2,305 

2,300 

2,355 

2,344 

2,999 

+3 

0 

Nondurable- goods  stores . 

1,476 

1,380 

1,477 

1,551 

1,581 

1,574 

1,626 

1,567 

1,589 

1,514 

1,606 

1,569 

2,116 

+4 

+5 

GAF2 . 

471 

446 

490 

536 

530 

547 

541 

542 

571 

535 

558 

596 

979 

+4 

+7 

Florida,  total . 

703 

674 

720 

721 

703 

673 

684 

653 

634 

581 

646 

614 

855 

+  13 

+9 

Nondurable-goods  stores . 

483 

447 

484 

499 

473 

456 

467 

449 

446 

380 

425 

430 

605 

+14 

+17 

Illinois,  total . 

1,  222 

1,164 

1,373 

1,498 

1,482 

1,443 

1,411 

1,368 

1,390 

1,292 

1,391 

1,399 

1,713 

+6 

+8 

Nondurable- goods  stores . 

905 

845 

972 

1,  061 

1, 063 

1,016 

1,008 

985 

1,013 

947 

1,  014 

1,017 

1,294 

+4 

+7 

GAF2 . 

284 

265 

341 

384 

370 

355 

333 

369 

394 

344 

381 

419 

623 

+7 

+15 

Indiana,  total . 

543 

540 

623 

678 

678 

664 

647 

597 

621 

575 

626 

572 

692 

+8 

+8 

Massachusetts,  total . 

666 

620 

690 

736 

726 

729 

695 

657 

673 

621 

643 

663 

888 

+9 

+8 

Nondurable- goods  stores . 

450 

415 

442 

474 

474 

481 

469 

457 

481 

436 

473 

467 

620 

+9 

+10 

Michigan,  total . 

950 

874 

998 

1, 055 

1,082 

1,101 

1, 077 

1,024 

996 

991 

1,091 

1, 043 

1,292 

+7 

+1 

Nondurable- goods  stores . 

602 

539 

591 

642 

675 

659 

684 

653 

655 

624 

680 

653 

850 

+8 

+5 

Minnesota,  total . 

338 

338 

375 

423 

465 

473 

455 

441 

426 

387 

429 

396 

471 

+8 

+10 

Missouri,  total . 

502 

478 

541 

608 

611 

620 

625 

604 

606 

561 

591 

549 

682 

+12 

+8 

New  Jersey,  total . 

775 

768 

850 

887 

903 

915 

878 

815 

796 

773 

814 

809 

1,037 

+7 

+3 

Nondurable-goods  stores . 

511 

498 

550 

591 

590 

592 

593 

555 

572 

551 

572 

556 

715 

+4 

+4 

New  York,  total . 

1,930 

1, 806 

2,015 

2,190 

2,182 

2,160 

2,  239 

2,021 

2,073 

2, 027 

2, 132 

2, 043 

2, 631 

+2 

+2 

Nondurable- goods  stores . 

1,475 

1,364 

1,488 

1,624 

1, 609 

1,567 

1, 613 

1,537 

1,608 

1, 512 

1,616 

1,545 

2,044 

+3 

+6 

GAF2 . 

432 

401 

469 

543 

546 

551 

521 

506 

573 

547 

601 

605 

937 

0 

+5 

North  Carolina,  total . 

407 

381 

435 

496 

542 

495 

532 

526 

486 

442 

447 

412 

540 

+12 

+10 

Ohio,  total . 

1,064 

1, 026 

1,164 

1,  267 

1,276 

1,283 

1,316 

1,282 

1,286 

1,145 

1,280 

1, 172 

1,441 

+  10 

+12 

Nondurable-goods  stores . 

712 

672 

729 

802 

804 

783 

829 

820 

853 

760 

832 

781 

993 

+8 

+12 

Pennsylvania,  total . 

1,198 

1,129 

1,  271 

1, 397 

1,421 

1,410 

1,388 

1,272 

1,282 

1,182 

1, 300 

1,310 

1,733 

+10 

+8 

Nondurable- goods  stores . 

840 

779 

850 

932 

926 

896 

900 

858 

892 

836 

922 

915 

1,246 

+6 

+7 

GAF2 . 

266 

236 

283 

336 

321 

311 

285 

296 

320 

303 

349 

384 

622 

+8 

+6 

Texas,  total . 

1,122 

1,114 

1,240 

1,278 

1,269 

1,300 

1,351 

1,272 

1,234 

1,101 

1,150 

1,  055 

1,378 

+11 

+12 

Nondurable-goods  stores . 

703 

658 

726 

798 

788 

797 

854 

806 

809 

721 

760 

717 

935 

+7 

+12 

Wisconsin,  total . 

430 

407 

434 

490 

509 

539 

540 

526 

496 

461 

494 

467 

600 

+4 

+8 

Note:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  18.)  1Preliminary  estimates. 

2Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department- store  types  of  merchandise. 


Table  8 — PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  LARGE  STATES 


(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


4  State 

Percent  change  -  Sept.  1965 
from  Aug.  1965 

State 

Percent  change  -  Sept.  1965 
from  Aug.  1965 

State 

Percent  change  -  Sept.  1965 
from  Aug.  1965 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

Total 

Non¬ 

durable- 

goods 

stores 

GAF1 

stores 

0 

+1 

+5 

-3 

0 

+5 

8 

_9 

-3 

-1 

-5 

-3 

-1 

+8 

0 

+4 

4-10 

+2 

+3 

+7 

0 

+1 

+3 

+1 

44 

+8 

+4 

+2 

+4 

-2 

+3 

+13 

-3 

0 

-3 

1  Massachusetts . 

+2 

+5 

+14 

New  York . 

+3 

+5 

+13 

Wisconsin . 

-6 

-5 

+3 

Note:  Sampling  variabilities  are  shown  in  table  18. 

Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-stores  types  of  merchandise. 


Table  9  —  PERCENT  CHANGE  IN  SALES  OF  ALL  RETAIL  STORES  BY  SELECTED  KINDS  OF  BUSINESS  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 

(Based  on  data  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences ) 


Statistical  areas 


Percent  change, 

September  1965  from 

August  1965 

Statistical  areas 

Percent  change, 
September  1965  from 
August  1965 

Total 

Nondurable 

GAF1 

Total 

Nondurable 

GAF1 

Newark,  N.J . 

-2 

+5 

+15 

+2 

+9 

New  York,  N.Y . 

+4 

+7 

+16 

+2 

+6 

+16 

Paterson-Clifton-Passaic,  N.J . 

-2 

+3 

+18 

Philadelphia,  Pa.-N.J.# . 

0 

+7 

+  15 

Pittsburgh,  Pa . 

+2 

+5 

+3 

♦3 

+5 

+  10 

St.  Louis,  Mo. -Ill . 

-2 

-1 

0 

♦6 

♦8 

+15 

San  Franc is co- Oakland,  Calif . 

+2 

♦2 

♦  6 

+2 

0 

0 

Seattle,  Wash . 

-2 

-2 

0 

+3 

+5 

+9 

Washington,  D.C.-Md.-Va . 

-1 

+3 

♦5 

+2 

+5 

+9 

-2 

0 

-2 

Cities 

0 

+4 

+7 

Chicago,  Ill . 

♦3 

♦5 

+8 

+2 

-4 

Detroit,  Mich . 

+  1 

+4 

♦  10 

-3 

0 

+2 

Los  Angeles,  Calif . 

+1 

+2 

+7 

0 

+1 

+5 

Mew  York,  N.Y . 

♦7 

+10 

+  17 

-1 

+3 

+  10 

Philadelphia,  Pa . 

+4 

♦  6 

♦  11 

Standard  Consolidated  Areas2 


Chicago,  Ill. -Northwestern  Indiana. 
New  York- Northeastern  N.J . 


Standard  Metropolitan  Statistical  Areas 


Baltimore,  Md . 

Boston,  Mass . 

Buffalo,  N.Y . 

Chicago,  Ill . 

Cleveland,  Ohio . 

Dallas,  Texas . 

Detroit,  Mich . 

Houston,  Texas . 

Kansas  City,  Mo. -Kansas . 

Los  Angeles-Long  Beach,  Calif. 
Minneapolis- St .  Paul,  Minn .... 


Note:  Sampling  variabilities  are  shown  in  table  19,  page  16. 

^Stores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department-store  types  of  merchandise 

2Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27. 


10  Table  10 — ESTIMATED  MONTHLY  SALES  OF  ALL  RETAIL  STORES  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 


(Millions  of  dollars.  Data  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Area 

1965 

1964 

Percent 

change 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept . 1 

Sept. 

Oct. 

Nov. 

Dec. 

Jan—Sept. 

1965 

from 

Jan. -Sept. 
1964 

September 

1965 

from 

September 

1964 

Standard  Consolidated  Areas2 

Chicago,  Ill. -Northwestern  Ind., 

total . 

887 

848 

996 

1,061 

1,039 

1,008 

990 

952 

975 

894 

962 

988 

1,253 

+8 

+9 

Nondurable- goods  stores . 

673 

634 

728 

789 

771 

741 

727 

721 

755 

688 

732 

756 

983 

+7 

+10 

GAF3 . 

231 

221 

280 

319 

309 

295 

272 

301 

327 

286 

319 

346 

508 

+7 

+14 

New  York- Northeastern  N.J.,  total.. 

1,806 

1,691 

1,859 

1,967 

1,986 

1,968 

1,908 

1,773 

1,815 

1,779 

1,884 

1,847 

2, 384 

+3 

+2 

Nondurable-goods  stores . 

1,327 

1,232 

1,339 

1,444 

1,446 

1,423 

1,398 

1,339 

1,425 

1,339 

1,431 

1,375 

1,824 

+3 

+6 

GAF3 . 

419 

389 

447 

511 

523 

530 

479 

470 

543 

517 

563 

565 

852 

+2 

+5 

Standard  Metropolitan 

Statistical  Areas2 

Chicago,  Ill.,  total . 

815 

777 

911 

972 

950 

922 

901 

871 

893 

821 

873 

907 

1,155 

+7 

+9 

Nondurable- goods  stores . 

618 

582 

675 

732 

714 

686 

669 

666 

697 

640 

674 

697 

909 

+5 

+  9 

GAF3 . 

219 

209 

266 

300 

292 

278 

256 

285 

310 

268 

295 

328 

481 

+7 

+  16 

Detroit,  Mich.,  total . 

499 

452 

515 

542 

555 

542 

516 

494 

494 

498 

569 

541 

674 

+12 

-1 

GAF3 . 

100 

89 

110 

129 

128 

124 

119 

123 

131 

122 

128 

136 

221 

+16 

+7 

Los  Angeles- long  Beach,  Calif., total 

1,  057 

976 

1,034 

1,051 

1,061 

1,058 

1,066 

997 

999 

1,058 

1,073 

1,092 

1,414 

0 

-6 

Nondurable- goods  stores . 

679 

614 

661 

701 

704 

700 

729 

689 

699 

691 

725 

721 

966 

+2 

+  1 

,GAF3 . 

233 

216 

233 

253 

249 

255 

253 

249 

262 

274 

286 

303 

473 

-5 

-4 

New  York,  N.Y.,  total . 

1,275 

1,173 

1,292 

1,377 

1,374 

1,349 

1,346 

1,253 

1,303 

1,274 

1,348 

1,306 

1,689 

+2 

+2 

Nondurable- goods  stores . 

987 

911 

993 

1,  071 

1,067 

1,038 

1,034 

991 

1,061 

991 

1,  067 

1,021 

1,357 

+3 

+7 

GAF3 . 

317 

290 

332 

381 

389 

392 

357 

348 

402 

388 

420 

419 

628 

0 

+4 

Philadelphia,  Pa.,  total . 

488 

476 

541 

577 

580 

556 

549 

503 

503 

496 

538 

536 

722 

+5 

+1 

Nondurable- goods  stores . 

340 

342 

379 

401 

392 

367 

354 

334 

356 

351 

391 

380 

535 

0 

+1 

GAF3 . 

107 

99 

137 

147 

144 

136 

120 

124 

142 

134 

146 

161 

257 

+9 

+6 

Cities 

Chicago,  Ill.,  total . 

446 

442 

495 

525 

505 

488 

473 

478 

493 

467 

507 

537 

676 

+7 

+6 

Nondurable -goods  stores . 

340 

331 

381 

403 

389 

375 

365 

380 

398 

364 

399 

424 

538 

+6 

+9 

GAF3 . 

145 

141 

181 

195 

186 

173 

158 

187 

202 

181 

200 

227 

324 

+6 

+  12 

Detroit,  Mich.,  total . 

212 

190 

208 

226 

229 

227 

220 

208 

210 

217 

238 

226 

295 

+4 

-3 

GAF5 . 

47 

44 

51 

60 

61 

59 

56 

58 

64 

59 

62 

66 

104 

+7 

+8 

Los  Angeles,  Calif.,  total . 

353 

323 

338 

347 

351 

352 

364 

340 

343 

347 

362 

364 

461 

0 

-1 

Nondurable -goods  stores . 

282 

215 

229 

243 

241 

240 

254 

235 

240 

229 

240 

250 

328 

+10 

+  5 

GAF3 . 

88 

80 

81 

91 

90 

92 

94 

89 

95 

102 

106 

112 

165 

-9 

-7 

New  York,  N.Y.,  total . 

867 

823 

890 

928 

911 

900 

842 

782 

837 

816 

889 

877 

1,157 

+1 

+3 

Nondurable -goods  stores . 

702 

647 

698 

738 

723 

708 

668 

638 

701 

678 

736 

708 

937 

+3 

+3 

GAF3 . 

229 

212 

240 

271 

270 

270 

235 

233 

272 

249 

291 

289 

429 

0 

+9 

Philadelphia,  Pa.,  total . 

233 

226 

247 

270 

272 

254 

237 

224 

233 

228 

261 

257 

341 

+  8 

+2 

Nondurable -gooh;  stores . 

195 

177 

192 

204 

201 

187 

177 

170 

181 

174 

203 

197 

264 

+8 

+4 

GAF3 . 

61 

57 

70 

87 

83 

77 

67 

72 

80 

74 

85 

91 

135 

+6 

+8 

Mote:  Estimates  are  based  on  a  sample.  (See  sampling  variabilities  in  table  19,  page  16.)  1Preliminary  estimates. 

2 Standard  consolidated  areas  and  standard  metropolitan  statistical  areas  are  shown  on  page  27.  Note  that  data  for  the  Los  Angeles- Long  Beach  SMSA  includes 
Orange  County,  California. 

JStores  in  the  general  merchandise,  apparel,  and  furniture  and  appliance  groups;  these  stores  specialize  in  department- store  types  of  merchandise. 


Table  11  —  PERCENT  CHANGE  IN  SALES  OF  DEPARTMENT  STORES  FOR  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 
(Based  on  figures  that  are  NOT  ADJUSTED  for  seasonal  variations  or  trading  day  differences) 


Percent  change  in  sales 


Percent  change  in  sales 


Area 

September  1965  from— 

9  months 
1965 
from 

9  months 
1964 

September 

1964 

August 

1965 

STANDARD  METROPOLITAN  STATISTICAL  AREA 

Akron,  Ohio . 

+15 

+12 

+6 

Asheville,  N.C . 

0 

-3 

+3 

Atlanta,  Ga . 

+  13 

+6 

+9 

Augusta,  Ga . 

+  11 

-5 

+8 

Baltimore,  Md . 

+8 

+9 

+6 

Baton  Rouge,  La . 

+26 

-2 

+10 

Binghamton,  N.Y . 

+6 

+5 

+5 

Birmingham,  Ala . 

+7 

-1 

+2 

Boston,  Mass . 

+6 

+20 

+3 

Buffalo,  N.Y . 

0 

+  18 

+5 

Canton,  Ohio . 

+2 

+9 

+2 

Chattanooga,  Tenn . 

+10 

+13 

+9 

Chicago,  DJ. . 

+  13 

+5 

+6 

Cincinnati,  Ohio . 

+10 

+7 

+4 

Cleveland,  Ohio . 

+7 

+8 

+3 

Columbus,  Ohio . 

+6 

+7 

+5 

Corpus  Christi,  Texas . 

+6 

-12 

+2 

Danas,  Texas . 

+7 

-3 

+5 

Denver,  Colo . 

+  10 

+1 

-2 

Des  Moines,  leva . 

+8 

(NA) 

+6 

Detroit,  Mich . 

+  16 

+6 

+  15 

El  Paso,  Texas . 

+  1 

-14 

+2 

Erie,  Pa . 

+  13 

+17 

+7 

Flint,  Mich . 

+7 

(NA) 

+  13 

Fort  Wayne,  Ind . 

+  18 

+4 

+  7 

Grand  Rapids,  Mich . 

+7 

+5 

+3 

Houston,  Texas . 

+  15 

-3 

+10 

Indianapolis ,  Ind . 

+9 

(NA) 

+3 

Jacksonvine,  Fla . 

+7 

-12 

+3 

Kansas  City,  Mo . 

+  1 

0 

0 

Knoxville,  Tenn . 

+9 

-2 

+6 

Lancaster,  Pa . . . 

+9 

+  16 

+6 

Lexington,  Ky . 

+8 

+5 

+4 

Los  Angeles-Long  Beach,  Calif . 

+8 

(NA) 

+4 

Loulsvine,  Ky . 

+10 

+2 

+6 

Macon,  Ga . 

+  1 

-14 

Memphis,  Tenn . 

+9 

-5 

-1 

Miami,  Fla . 

+6 

+6 

+3 

Milwaukee,  Wls . 

+6 

+6 

+3 

Mobile,  Ala . 

0 

-7 

+1 

New  Orleans,  La . 

+22 

-7 

+  10 

New  York- Northeastern  New  Jersey1 . 

+6 

+17 

+5 

New  York  City . 

+3 

+19 

(NA) 

Newark,  N.J . 

-3 

+23 

-2 

Area 

September  1965  from- 

9  months 
1965 
from 

9  months 
1964 

September 

1964 

August 

1965 

Norfolk- Portsmouth,  Va . 

+7 

+2 

+  1 

Oklahoma  City,  Okla . 

+6 

+5 

-11 

Ctnaha,  Nebr . 

(NA) 

(NA) 

(NA) 

Peoria,  Ill . 

+25 

(NA) 

+  10 

Philadelphia,  Pa . 

+4 

+26 

+3 

Pittsburgh,  Pa . 

+  15 

+2 

+5 

Portland,  Oreg . 

+  6 

(NA) 

+4 

Reading,  Pa . 

+6 

+20 

+4 

Richmond,  Va . 

+4 

+5 

+6 

Rochester,  N.Y . 

+  8 

+8 

+7 

Sacramento,  Calif . 

+4 

(NA) 

0 

St.  Iouis,  Mo . 

0 

-1 

0 

Salt  Lake  City,  Utah . 

+8 

(NA) 

+4 

San  Antonio,  Tex . 

+7 

-8 

+2 

San  Diego,  Calif . 

+4 

(NA) 

+2 

Savannah,  Ga . 

+9 

-9 

+7 

Seattle,  Wash . 

+6 

(NA) 

+5 

Shreveport,  La . 

+9 

-8 

+  1 

South  Bend,  Ind . 

+  13 

(NA) 

+  5 

Spokane,  Wash . 

+6 

(NA) 

+5 

Springfield,  Ohio . 

+  13 

+  10 

+7 

Syracuse,  N.Y . 

+8 

+5 

+12 

Tacoma,  Wash . 

+4 

(NA) 

+7 

Tampa-St.  Petersburg,  Fla . . . 

+  10 

-1 

+4 

Toledo,  Ohio . 

+7 

+7 

+7 

Trenton,  N.J . 

+10 

+  19 

+5 

Tulsa,  Okla . 

+14 

+9 

-2 

Waco,  Texas . 

+  1 

-10 

-1 

Washington,  D.C . 

+3 

+4 

+  6 

Wheeling,  W.Va . 

(NA) 

(NA) 

(NA) 

Wichita,  Kans . 

+9 

+  1 

0 

Worcester,  Mass . 

+9 

+27 

+6 

Youngstown,  Ohio . . 

+  14 

+7 

+7 

CITIES 

Bridgeport,  Conn . 

(NA) 

(NA) 

(NA) 

Bristol,  Tenn.-Va . 

+9 

-9 

+7 

Duluth,  Minn. -Superior,  Wis . 

+  13 

0 

+3 

Minneapolis,  Minn . 

+9 

-1 

+5 

Oakland-Berkeley,  Calif . 

+2 

(NA) 

+1 

Portsmouth,  Ohio . 

+  12 

-5 

+7 

Rome,  Ga . 

(NA) 

(NA) 

(NA) 

St.  Paul,  Minn . 

+  11 

+17 

+  6 

San  Francisco,  Calif..... . 

-1 

(NA) 

-2 

Note:  Data  are  furnished  by  Federal  Reserve  Banks  and  subject  to  revision. 
(HA)  Not  Available. 

1The  breakdown  shown  does  not  include  all  portions  of  the  area. 


Table  12.— ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 
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Kind  of  business 

1965 

1964 

Percent 

change, 

September  1965 
from-- 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 1 

Sept. 

|  Oct. 

Nov. 

Dec. 

Sept. 

1964 

Aug. 

1965 

Data 

NDT  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total.2 . 

16,401 

15,848 

15,747 

16,048 

16,509 

16,708 

16,660 

16,521 

16,743 

15,689 

15,729 

15.813 

16.929 

+7 

+1 

Durable-goods  stores,  total . 

6,627 

6,474 

6,430 

6,520 

6,732 

7,028 

7,090 

6,995 

7,050 

6,833 

6,799 

6,646 

6,885 

+3 

+1 

Nondurable-goods  stores,  total . 

9,774 

9,374 

9,317 

9,528 

9,777 

9,680 

9,570 

9,526 

9,693 

8,856 

8,930 

9,167 

10,044 

+9 

+2 

Food  group . 

352 

341 

346 

340 

347 

344 

371 

357 

359 

368 

355 

340 

361 

-2 

+1 

Grocery  stores . 

287 

281 

289 

283 

292 

292 

316 

301 

301 

308 

296 

284 

302 

-2 

0 

Eating  and  drinking  places . 

130 

125 

120 

114 

111 

114 

96 

103 

110 

79 

96 

104 

129 

+39 

+7 

General  merchandise  group? . 

Department  stores  and  dry  goods,  general 

6,294 

5,969 

5,855 

5,905 

6,051 

6,087 

6,066 

6,133 

6,248 

5,593 

5,640 

5,812 

6,478 

+12 

+2 

merchandise  stores . 

5,063 

4,760 

4,658 

4,675 

4,831 

4,823 

4,781 

4,870 

4,959 

4,470 

4,506 

4,604 

5,216 

+11 

+2 

Department  stores . 

4,503 

4,224 

4,131 

4,132 

4,274 

4,266 

4,234 

4,311 

4,394 

3,962 

4,002 

4,077 

4,638 

+11 

+2 

Mail  order  houses  (department  store  mdse.).. 

1,014 

997 

997 

1,009 

994 

1,005 

1,023 

1,006 

1,015 

910 

930 

967 

1,027 

+12 

+1 

Apparel  group . 

1,206 

1,102 

1,086 

1,116 

1,098 

1,051 

1,007 

1,001 

1,062 

1,044 

1,083 

1,110 

1,325 

+2 

46 

Women's  ready-to-wear  stores . 

508 

481 

502 

527 

512 

471 

440 

432 

465 

442 

464 

470 

575 

+5 

+8 

Furniture  and  appliance  group . 

2,520 

2,441 

2,355 

2,284 

2,339 

2,341 

2,303 

2,307 

2,326 

2,312 

2,323 

2,316 

2,523 

+1 

+1 

Furniture,  home  furnishings  stores . 

1,900 

1,828 

1,780 

1,744 

1,788 

1,796 

1,730 

1,765 

1,759 

1,781 

1,783 

1,778 

1,896 

-1 

0 

Furniture  stores . 

1,705 

1,643 

1,606 

1,577 

1,625 

1,632 

1,571 

1,597 

1,602 

1,615 

1,601 

1,595 

1,708 

-1 

0 

Household  appliance,  TV,  radio  stores . 

620 

613 

575 

540 

551 

545 

573 

542 

567 

531 

540 

538 

627 

+7 

+5 

Household  appliance  dealers . 

538 

534 

502 

473 

488 

484 

506 

477 

485 

438 

452 

460 

539 

+11 

+2 

Lumber,  building,  hardware,  rarm  equip,  group2 

1,631 

1,621 

1,627 

1,758 

1,868 

1,975 

2,075 

2,076 

2,079 

1,948 

1,984 

1,824 

1,684 

+7 

0 

Lumber  yards,  building  materials  dealers  '  — 

1,155 

1,137 

1,138 

1,225 

1,334 

1,396 

1,428 

1,412 

1,411 

1,365 

1,392 

1,301 

1,180 

+3 

0 

Lumber  yards . 

824 

825 

811 

854 

941 

999 

1,033 

1,011 

1,005 

965 

985 

910 

829 

+4 

-1 

Automotive  group2 . 

1,493 

1,458 

1,487 

1,553 

1,605 

1,709 

1,732 

1,696 

1,697 

1,630 

1,539 

1,563 

1,602 

+4 

0 

Passenger  car  dealers4 . 

1,012 

966 

981 

1,024 

1,038 

1,092 

1,094 

1,082 

1,072 

1,052 

992 

1,015 

1,044 

+2 

-1 

Passenger  car  dealers  (franchised) . 

939 

895 

920 

947 

965 

1,017 

1,024 

1,014 

1,001 

980 

919 

936 

972 

+2 

-1 

Tire,  battery,  accessory  dealers . 

430 

445 

465 

482 

521 

569 

574 

552 

560 

517 

497 

503 

510 

+8 

+1 

Gasoline  service  stations . 

441 

447 

467 

472 

493 

498 

501 

485 

464 

458 

460 

460 

443 

+1 

-4 

Other  retail  stores . 

2,334 

2,344 

2,404 

2,506 

2,597 

2,589 

2,509 

2,363 

2,398 

2,257 

2,249 

2,284 

2,383 

+6 

+1 

CHARCE  ACCOUNTS 

United  States,  total2. . 

7,703 

7,466 

7,435 

7,723 

7,996 

8,011 

7,862 

7,716 

7,828 

7,555 

7,584 

6,611 

8.025 

+4 

+1 

Durable-goods  stores,  total . 

3,500 

3,453 

3,421 

3,552 

3,740 

3,886 

3,885 

3,844 

3,876 

3,720 

3,706 

3,617 

3,644 

+4 

+1 

Nondurable -goods  stores,  total . 

4,203 

4,013 

4,014 

4,171 

4,256 

4,125 

3,977 

3,872 

3,952 

3,835 

3,878 

3,994 

4,381 

+3 

+2 

K 

Food  group . 

343 

331 

337 

332 

334 

333 

357 

345 

347 

356 

344 

331 

353 

-3 

+1 

General  merchandise  grouj^  . 

Department  stores  and  dry  goods,  general 

1,130 

991 

935 

936 

969 

949 

901 

893 

933 

951 

972 

1,015 

1,240 

-2 

+4 

merchandise  stores . 

1,044 

907 

849 

849 

864 

833 

793 

786 

824 

838 

867 

909 

1,145 

-2 

+5 

Department  stores . 

896 

772 

718 

710 

727 

694 

662 

656 

695 

697 

732 

764 

983 

0 

46 

Apparel  group . 

867 

787 

773 

807 

769 

737 

683 

683 

732 

748 

780 

810 

972 

-2 

+7 

Furniture  and  appliance  group . 

828 

810 

770 

739 

765 

768 

744 

737 

748 

767 

784 

788 

854 

-2 

+1 

Furniture,  home  furnishings  stores . 

607 

591 

572 

564 

589 

594 

560 

554 

550 

615 

621 

617 

625 

-11 

-1 

Lumber,  building,  hardware,  farm  equip,  group2 

1,465 

1,466 

1,461 

1,584 

1,700 

1,803 

1,844 

1,827 

1,838 

1,741 

1,785 

1,652 

1,516 

+6 

+1 

Lumber  yards,  building  materials  dealers3 . . . 

1,106 

1,089 

1,080 

1,165 

1,268 

1,329 

1,358 

1,341 

1,342 

1,290 

1,320 

1,250 

1,130 

+4 

0 

Lumber  yards . 

793 

794 

779 

824 

910 

965 

995 

976 

973 

919 

942 

884 

801 

+6 

0 

Automotive  group . 

915 

888 

896 

940 

975 

1,002 

996 

977 

982 

921 

864 

880 

928 

+7 

+1 

Passenger  car  dealers  (franchised) . 

666 

633 

646 

670 

684 

710 

692 

691 

693 

652 

612 

642 

685 

Gasoline  service  stations . 

429 

439 

458 

463 

484 

487 

490 

478 

455 

449 

450 

451 

433 

+1 

-5 

INSTALLMENT  ACCOUNTS 

United  States,  total2 . 

8,698 

8,382 

8,312 

8,325 

8,513 

8,697 

8,798 

8,805 

8,915 

8,134 

8.145 

8.202 

8.904 

+10 

+1 

Durable-goods  stores,  total . 

3,127 

3,021 

3,009 

2,968 

2,992 

3,142 

3,205 

3,151 

3,174 

3,113 

3,093 

3,029 

3,241 

+2 

+1 

Nondurable-goods  stores,  total . 

5,571 

5,361 

5,303 

5,357 

5,521 

5,555 

5,593 

5,654 

5,741 

5,021 

5,052 

5,173 

5,663 

+14 

+2 

General  merchandise  group2 . 

Department  stores  and  dry  goods,  general 

5,164 

4,978 

4,920 

4,969 

5,082 

5,138 

5,165 

5,240 

5,315 

4,642 

4,668 

4,797 

5,238 

+14 

+1 

merchandise  stores . 

4,019 

3,853 

3,809 

3,826 

3,969 

3,990 

3,988 

4,084 

4,135 

3,632 

3,639 

3,695 

4,071 

+14 

+1 

Department  stores . 

3,607 

3,452 

3,413 

3,422 

3,547 

3,572 

3,572 

3,655 

3,699 

3,265 

3,270 

3,313 

3,655 

+13 

+1 

Apparel  group . 

339 

315 

313 

309 

329 

314 

324 

318 

330 

296 

303 

300 

353 

+11 

+4 

Furniture  and  appliance  group . 

1,692 

1,631 

1,585 

1,545 

1,574 

1,573 

1,559 

1,570 

1,578 

1,545 

1,539 

1,528 

1,669 

+2 

+1 

Furniture,  hone  furnishings  stores . 

1,293 

1,237 

1,208 

1,180 

1,199 

1,202 

1,170 

1,211 

1,209 

1,166 

1,162 

1,161 

1,271 

+4 

0 

Household  appliance,  TV,  radio  stores . 

399 

394 

377 

365 

375 

371 

389 

359 

368 

379 

377 

367 

399 

-3 

+3 

Lumber,  building,  hardware,  farm  equip,  group. 

166 

155 

166 

174 

168 

172 

231 

249 

241 

207 

199 

172 

168 

+16 

-3 

Automotive  group . 

578 

570 

591 

613 

630 

707 

736 

719 

715 

709 

675 

683 

674 

+1 

-1 

Tire,  battery,  accessory  dealers . 

243 

248 

264 

267 

284 

331 

339 

334 

341 

319 

303 

314 

322 

+7 

+2 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  Indicated.  Amounts  transferred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  raonth-to-mcnth  and 
year-to-year  percent  changes.  Sampling  variabilities  shown  in  table  22,  page  17. 

Preliminary  estimates,  see  Explanatory  Material,  page  21. 

^U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 

Includes  both  franchised  and  nonfranchised  car  dealers. 
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Table  12 . —ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,  CHARCE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS — Continued 

(Millions  of  dollars) 


Kind  of  business 

1965 

1964 

Percent 

change, 

September  1965 
from- - 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

h 

Sept. 1 

Sept. 

Oct. 

Nov. 

Dec. 

Sept. 

1964 

Aug. 

1965 

Data  ADJUSTED  for  seasonal  variations  and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  totaJ  2 . 

16,038 

16,381 

16,249 

16,272 

16,469 

16,681 

16,765 

16,590 

16,881 

15,854 

15,767 

15,731 

15,798 

+6 

+2 

Durable-goods  stores,  total . 

6,823 

6,907 

6,784 

6,734 

6,745 

6,918 

6,905 

6,768 

6,854 

6,678 

6,607 

6,528 

6,696 

+3 

+1 

Nondurable-goods  stores,  total . 

9,215 

9,474 

9,465 

9,538 

9,724 

9,763 

9,860 

9,822 

10,027 

9,176 

9,160 

9,203 

9,102 

+9 

+2 

357 

352 

353 

355 

353 

347 

367 

339 

344 

355 

348 

342 

350 

-3 

+1 

5,797 

6,026 

6,002 

6,026 

6,143 

6,259 

6,262 

6,321 

6,416 

5,764 

5,772 

5,794 

5,727 

+11 

+2 

Department  stores . 

4,085 

4,272 

4,250 

4,220 

4,359 

4,349 

4,354 

4,441 

4,521 

4,105 

4,099 

4,100 

4,088 

+10 

+2 

978 

1,020 

1,018 

1,033 

994 

1,033 

1,068 

1,038 

1,055 

920 

930 

934 

945 

+15 

+2 

1,102 

1,110 

1,084 

1,109 

1,136 

1,095 

1,099 

1,086 

1,109 

1,086 

1,086 

1,099 

1,090 

+2 

+2 

477 

490 

483 

503 

515 

493 

501 

482 

'4 88 

460 

466 

466 

479 

+6 

+1 

Furniture  and  appliance  group . 

2,461 

2,443 

2,404 

2,338 

2,331 

2,346 

2,356 

2.322 

2,338 

2,340 

2,321 

2,300 

2,365 

0 

+1 

Furniture,  heme  furnishings  stores . 

1,841 

1,829 

1,817 

1,789 

1,785 

1,813 

1,772 

1,766 

1,752 

1,787 

1,780 

1,769 

1,776 

-2 

-1 

Furniture  stores., . 

1,630 

1,640 

1,627 

1,622 

1,617 

]  .634 

1,615 

1,575 

1,596 

1,633 

1,620 

1,618 

1,602 

-2 

+1 

Household  appliance,  TV,  radio  stores . 

620 

614 

587 

549 

546 

533 

584 

556 

586 

553 

541 

531 

589 

+6 

+5 

Household  appliance  dealers . 

541 

536 

505 

488 

484 

472 

504 

495 

514 

456 

457 

454 

509 

+13 

+4 

Lumber,  building,  hardware,  farm  equipment 

group? . 

1,841 

1,870 

1,832 

1,837 

1,861 

1,925 

1,914 

1,896 

1,909 

1,789 

1,805 

1,757 

1,780 

+7 

+1 

Lumber  yards,  building  materials  dealers3... 

1,283 

1,301 

1,307 

1,285 

1,341 

1,397 

1,346 

1,297 

1,291 

1,256 

1,255 

1,207 

1,225 

+3 

0 

923 

944 

946 

895 

941 

972 

956 

923 

920 

886 

900 

859 

865 

+4 

0 

Automotive  group2 . 

1,546 

1,568 

1,554 

1,571 

1,583 

1,656 

1,67E 

1,666 

1,706 

1,641 

1,501 

1,538 

1,566 

+4 

+2 

Passenger  car  dealers  (franchised) . 

965 

962 

955 

941 

952 

1,005 

i,oiq 

1,000 

1,022 

1,002 

885 

919 

942 

+2 

+2 

Tire,  battery,  accessory  dealers . 

453 

480 

494 

513 

520 

533 

530 

530 

546 

500 

498 

497 

504 

+9 

+3 

Gasoline  service  stations . 

455 

476 

475 

472 

481 

479 

496 

478 

463 

458 

448 

448 

467 

+1 

-3 

CHARGE  ACCOUNTS 

United  States,  total? . 

7,776 

7,874 

7,794 

7,782 

7,850 

7,966 

7,872 

7,693 

7,878 

7,593 

7,464 

7,462 

7,555 

+4 

+2 

Durable-goods  stores,  t^tal . 

3,739 

3,837 

3,735 

3,677 

3,714 

3,81C 

3,725 

3,664 

3,727 

3,577 

3,454 

3,468 

3,615 

+4 

+2 

Nondurable-goods  stores,  total . 

4,037 

4,037 

4,059 

4,105 

4,136 

4,15f 

4,147 

4,029 

4,151 

4,016 

4,010 

3,994 

3,940 

+3 

+3 

General  merchandise  group . 

1,007 

977 

982 

986 

978 

99f 

98] 

958 

993 

1,003 

1,023 

997 

973 

-1 

44 

Department  stores . 

779 

760 

764 

763 

740 

74] 

72C 

715 

758 

746 

773 

747 

739 

+2 

+6 

Apparel  group . 

790 

802 

775 

801 

807 

78C 

756 

750 

761 

778 

779 

783 

769 

-2 

+1 

Furniture  and  appliance  group . 

814 

824 

805 

749 

768 

766 

77C 

749 

752 

785 

766 

767 

772 

-4 

0 

Furniture,  home  furnishings  stores . 

597 

609 

603 

566 

584 

599 

58] 

556 

536 

610 

603 

605 

577 

-12 

-4 

Lumber,  building,  hardware,  farm  equipment 

group2 . 

1,670 

1,717 

1,677 

1,666 

1,68C 

1,751 

1,695 

1,656 

1,682 

1,590 

1,599 

1,578 

1,603 

+6 

+2 

Lumber  yards,  building  materials  dealers3 . . . 

1,240 

1,260 

1,253 

1,228 

1,276 

1,326 

1,275 

1,230 

1,228 

1,181 

1,184 

1,154 

1,175 

+4 

0 

Lumber  yards . 

898 

919 

919 

871 

911 

934 

92C 

889 

894 

839 

854 

830 

839 

+7 

+1 

Automotive  group . 

936 

948 

937 

950 

949 

976 

98C 

983 

1,002 

938 

827 

864 

916 

+7 

+2 

Passenger  car  dealers  (franchised) . 

670 

666 

668 

660 

669 

702 

691 

697 

720 

676 

592 

630 

675 

+7 

+3 

Gasoline  service  stations . 

444 

465 

466 

462 

472 

466 

481 

470 

454 

449 

437 

440 

457 

+1 

-3 

INSTALLMENT  ACCOUNTS 

8,262 

8,507 

8,455 

8,490 

3,619 

8,713 

8,893 

8,897 

9,003 

8,261 

8,303 

8,269 

8,243 

+9 

+1 

Durable-goods  stores,  total . 

3,084 

3,070 

3,049 

3,057 

3,031 

3,106 

3,18C 

3,104 

3,127 

3,101 

3,153 

3,060 

3,081 

+1 

+1 

Nondurable-goods  stores,  total . 

5,178 

5,437 

5,406 

5,433 

5,588 

5,60f 

5,713 

5,793 

5,876 

5,160 

5,150 

5,209 

5,162 

+14 

+1 

General  merchandise  group . 

4,790 

5,049 

5,020 

5,040 

5,165 

5,264 

5,28] 

5,363 

5,423 

4,761 

4,749 

4,797 

4,753 

+14 

+1 

Department  stores . 

3,306 

3,512 

3,486 

3,457 

3,619 

3,606 

3,634 

3,726 

3,763 

3,359 

3,327 

3,353 

3,347 

+12 

+1 

Apparel  group . 

312 

308 

309 

308 

329 

315 

34] 

336 

348 

308 

307 

316 

320 

+13 

+4 

Furniture  and  appliance  group . 

1,647 

1,619 

1,599 

1,589 

1,563 

1,58C 

1,586 

1,573 

1,586 

1,559 

1,561 

1,535 

1,585 

+2 

+1 

Furniture,  home  furnishings  stores . 

1,244 

1,220 

1,214 

1,223 

1,201 

1,21^ 

1,19] 

1,210 

1,216 

1,177 

1,177 

1,164 

1,199 

+3 

0 

Household  appliance,  TV,  radio  stores . 

403 

399 

385 

366 

362 

366 

395 

363 

370 

382 

384 

371 

386 

-3 

+2 

Automotive  group . 

610 

620 

617 

621 

6344 

68C 

696 

683 

704 

703 

674 

674 

650 

0 

+3 

Tire,  battery,  accessory  dealers . 

250 

259 

279 

281 

2951 

3U 

315 

315 

328 

307 

316 

312 

314 

±2 

+4— 

Note:  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  xrtuisi erred  to  commercial 
banks  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month -to -month  and 
year-to-year  percent  changes.  Sampling  variabilities  shown  in  table  22,  page  17. 

Preliminary  estimates,  see  Explanatoiy  Material,  page  21. 

2U.S.  and  group  totals  include  kinds  of  business  not  shown  separately. 

3Includes  lumber  yards,  building  materials  dealers;  paint,  plumbing,  and  electrical  stores. 


Table  13 . —ESTIMATED  END-OF-MONTH  ACCOUNTS  RECEIVABLE,-  CHARGE  AND  INSTALLMENT,  FOR  ORGANIZATIONS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  KIND  OF  BUSINESS 

(Millions  of  dollars) 
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Kind  of  business 

1965 

1964 

Percent 

change, 

September  1965 
from — 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept.1 

Sept. 

Oct. 

Nov. 

Dec. 

Sept. 

1964 

Aug. 

1965 

Data  NOT  ADJUSTED  for  seasonal  variations 

and  holiday  differences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

6,362 

6,146 

6,081 

6,130 

6,302 

6,439 

6,517 

6,608 

6,741 

5,782 

5,881 

6,021 

6,651 

+17 

+2 

Durable-goods  stores,  total . 

1,197 

1,195 

1,211 

1,231 

1,248 

1,324 

1,397 

1,388 

1,414 

1,286 

1,302 

1,278 

1,290 

+10 

+2 

Nondurable -goods  stores,  total . 

5,165 

4,951 

4,870 

4,899 

5,054 

5,115 

5,120 

5,220 

5,327 

4,496 

4,579 

4,743 

5,361 

+18 

+2 

General  merchandise  group . 

4,649 

4,461 

4,389 

4,424 

4,562 

4,631 

4,641 

4,725 

4,810 

4,051 

4,114 

4,273 

4,823 

+19 

+2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,845 

3,676 

3,619 

3,638 

3,788 

3,815 

3,815 

3,906 

3,%9 

3,352 

3,402 

3,510 

3,994 

+18 

+2 

Department  stores . 

3,451 

3,299 

3,248 

3,257 

3,400 

3,424 

3,425 

3,502 

3,556 

3,007 

3,052 

3,142 

3,585 

+18 

+2 

Apparel  group . 

315 

291 

279 

287 

291 

283 

277 

280 

297 

251 

272 

278 

337 

+18 

Furniture  and  appliance  group . 

397 

395 

388 

386 

387 

397 

415 

417 

418 

377 

382 

381 

392 

+11 

0 

Tire,  battery,  accessory  dealers . 

274 

276 

285 

305 

314 

357 

367 

365 

372 

337 

335 

337 

341 

+10 

+2 

CHARCE  ACCOUNTS 

United  States,  total . 

1,073 

998 

968 

972 

1,017 

1,026 

1,001 

1,026 

1,066 

981 

1,022 

1,021 

1,163 

+9 

+4 

Durable-goods  stores,  total . 

298 

291 

277 

299 

310 

331 

332 

339 

343 

344 

346 

335 

313 

0 

+1 

Nondurable-goods  stores,  total . 

775 

707 

691 

673 

707 

695 

669 

687 

723 

637 

676 

686 

850 

+14 

+5 

General  n*.  -chandise  group . 

432 

378 

362 

351 

380 

376 

355 

359 

378 

339 

365 

373 

497 

+12 

+5 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

394 

343 

324 

317 

331 

321 

305 

310 

328 

292 

317 

328 

455 

+12 

46 

Department  stores . 

367 

318 

300 

289 

304 

293 

280 

284 

300 

267 

293 

303 

424 

+12 

46 

Apparel  group . 

155 

142 

139 

144 

143 

136 

129 

130 

143 

120 

132 

134 

166 

+19 

+10 

Furniture  and  appliance  group . 

47 

47 

40 

41 

40 

41 

43 

40 

42 

45 

47 

43 

44 

-7 

+5 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

5,289 

5,148 

5,113 

5,158 

5,285 

5,413 

5,516 

5,582 

5,675 

4,801 

4,859 

5,000 

5,488 

+18 

+2 

Durable-goods  stores,  total . 

899 

904 

934 

932 

938 

993 

1,065 

1,049 

1,071 

942 

956 

943 

977 

+14 

+2 

Nondurable-goods  stores,  total . 

4,390 

4,244 

4,179 

4,226 

4,347 

4,420 

4,451 

4,533 

4,604 

3,859 

3,903 

4,057 

4,511 

+19 

+2 

General  merchandise  group . 

4,217 

4,083 

4,027 

4,073 

4,182 

4,255 

4,286 

4,366 

4,432 

3,712 

3,749 

3,900 

4,326 

+19 

+2 

Department  stores  and  dry  goods,  general 

merchandise  stores . 

3,451 

3,333 

3,295 

3,321 

3,457 

3,494 

3,510 

3,5% 

3,641 

3,060 

3,085 

3,182 

3,539 

+19 

+1 

Department  stores . 

3,084 

2,981 

2,948 

2,968 

3,096 

3,131 

3,145 

3,218 

3,256 

2,740 

2,759 

2,839 

3,161 

+19 

+1 

Apparel  group . 

160 

149 

140 

143 

148 

147 

148 

150 

154 

131 

140 

144 

171 

+18 

+3 

Furniture  and  appliance  group . 

350 

348 

348 

345 

347 

356 

372 

377 

376 

332 

335 

338 

348 

+13 

0 

Data 

ADJUSTED  for  seasonal 

variati 

ons  anc 

holida 

y  diffe 

rences 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

5,926 

6,236 

6,233 

6,267 

6,402 

6,552 

6,700 

6,748 

6,856 

5,889 

5,970 

5,995 

6,026 

+16 

+2 

Durable-goods  stores,  total . 

1,205 

1,242 

1,250 

1,268 

1,268 

1,323 

1,384 

1,360 

1,376 

1,254 

1,290 

1,257 

1,258 

+10 

+1 

Nondurable-goods  stores,  total . 

4,721 

4,994 

4,983 

4,999 

5,134 

5,229 

5,316 

5,388 

5,480 

4,635 

4,680 

4,738 

4,768 

+18 

+2 

General  merchandise  group . 

4,237 

4,433 

4,507 

4,526 

4,648 

4,751 

4,820 

4,863 

4,934 

4,165 

4,199 

4,264 

4,295 

+18 

+1 

Department  stores . 

3,110 

3,332 

3,324 

3,313 

3,477 

3,514 

3,543 

3,589 

3,613 

3,105 

3,122 

3,167 

3,198 

+16 

+1 

Apparel  group . 

286 

287 

277 

285 

297 

287 

293 

305 

320 

271 

282 

284 

274 

+18 

+5 

Furniture  and  appliance  group . 

394 

362 

387 

391 

391 

404 

421 

425 

422 

382 

381 

378 

374 

+10 

-1 

Tire,  battery,  accessory  dealers . 

285 

291 

305 

320 

319 

340 

338 

345 

360 

322 

343 

337 

333 

+12 

+4 

CHARCE  ACCOUNTS 

United  States,  total . 

1,015 

1,027 

1,012 

1,020 

1,028 

1,041 

1,038 

1,060 

1,095 

994 

1,022 

997 

1,013 

+10 

+3 

Durable -goods  stores,  total . 

325 

333 

302 

311 

316 

327 

320 

316 

318 

321 

316 

316 

316 

-1 

+1 

Nondurable-goods  stores,  total . 

690 

694 

710 

709 

712 

714 

718 

744 

777 

673 

706 

681 

697 

+15 

+4 

General  merchandise  group . 

368 

366 

385 

387 

389 

396 

397 

399 

407 

354 

382 

364 

382 

+15 

+2 

Department  stores . 

309 

306 

319 

321 

311 

316 

317 

322 

334 

284 

308 

295 

315 

+18 

+4 

Apparel  group . 

140 

140 

139 

143 

146 

137 

133 

143 

155 

131 

136 

140 

132 

+18 

46 

Furniture  and  appliance  group . 

51 

46 

41 

40 

42 

41 

43 

42 

43 

46 

45 

43 

41 

-7 

+2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

4.911 

5,209 

5,221 

5,247 

5,374 

5,511 

5,662 

5,688 

5,761 

4,895 

4,948 

4,998 

5,013 

+18 

+1 

Durable-goods  stores,  total . 

880 

909 

948 

957 

952 

996 

1,064 

1,044 

1,058 

933 

974 

941 

942 

+13 

Nondurable-goods  stores,  total . 

4,031 

4,300 

4,273 

4,290 

4,422 

4,515 

4,598 

4,644 

4,703 

3,962 

3,974 

4,057 

4,071 

+19 

+1 

General  merchandise  group . 

3,869 

4,133 

4,122 

4,139 

4,259 

4,355 

4,423 

4,464 

4,527 

3,811 

3,818 

3,900 

3,911 

+19 

+1 

Department  stores . 

2,801 

3,026 

3,005 

2,992 

3,166 

3,198 

3,226 

3,267 

3,279 

2,822 

2,815 

2,871 

2,881 

+16 

0 

Apparel  group . 

146 

147 

138 

142 

151 

150 

160 

162 

165 

140 

146 

144 

142 

4-18 

+2 

Furniture  and  appliance  group . 

343 

316 

346 

351 

349 

363 

378 

383 

379 

336 

336 

335 

333 

+13 

-1 

Note.  Data  in  this  table  represent  only  outstanding  balances  held  by  retail  stores  as  of  the  end  of  the  months  indicated.  Amounts  transferred  to  cam 
bank^  and  other  financial  institutions  during  a  specific  month  are  not  included  in  these  totals  but  do  contribute  to  the  variations  in  the  month- to-oonth 
year-to-year  percent  changes.  Sampling  variabilities  are  shown  in  table  21,  page  16. 

1  Preliminary  estimates,  see  Explanatory  Materials,  page  21. 
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Table  14. — ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  SALES  OF  ALL  RETAIL  STORES:  UNITED  STATES,  BY  KIND  OF  BUSINESS 


(Percent) 


Kind  of  business 

Preliminary  estimates 

Final  estimates 

Month-to-month 
percent  change1  m 

Range 

Median 

Range 

Median 

Range 

Median 

United  States,  total . 

1. 0-1.1 

1.1 

1. 0-1.1 

1.1 

0.2-0. 3 

0.2 

Durable-goods  stores,  total . 

1. 7-2.0 

1.9 

1.7-1. 9 

1.9 

0.6-0. 7 

0.7 

Nondurable-goods  stores,  total . 

0.8-0. 8 

0.8 

0.7-0. 8 

0.8 

0.2-0. 3 

0.2 

Food  group . 

1.3-1 .4 

1.3 

1.3-1 .4 

1.3 

0.2-0 .3 

0.2 

Grocery  stores . 

1.4-1. 5 

1.4 

1.4-1. 5 

1.4 

0.2-0 .3 

0.2 

Meat  markets . 

5. 9-6. 7 

6.1 

5. 8-6. 3 

5.9 

1.1-1. 5 

1.2 

Bakery  products  stores . 

5. 4-6. 5 

5.7 

5.3-6 .0 

5.5 

1.1-1 .8 

1.3 

Eating  and  drinking  places . 

2. 3-2 .4 

2.3 

2.2-2. 4 

2.3 

0.5-0. 9 

0.7 

Eating  places . 

2. 7-2. 9 

2.8 

2. 6-2. 8 

2.7 

0.5-1 .3 

0.8 

Restaurants,  cafeterias,  lunchrooms . 

3. 0-3. 2 

3.1 

2. 9-3. 2 

3.0 

0.5-1. 2 

0.9 

Drinking  places . 

2. 8-3.1 

3.1 

2. 8-3.1 

2.9 

0. 3-1.1 

0.8 

General  merchandise  group . 

0.8-1 .4 

1.4 

1.3-1. § 

1.4 

0.2-0. 3 

0.2 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.7-2 .3 

1.9 

1.7-2. 2 

1.9 

0.2-0. 5 

0.2 

Department  stores . 

1. 9-2.1 

2.0 

1. 9-2.1 

2.0 

(Zj-0.3 

0.2 

Variety  stores . 

1. 8-2.0 

1.8 

1.6-1. 8 

1.6 

0.4-0. 8 

0.5 

I'feil  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(z) 

(z) 

(z) 

Apparel  group . 

2. 8-3. 5 

3.3 

2.9-3 .2 

3.1 

0.6-1. 9 

0.9 

Men's,  boys'  wear  stores . 

5. 4-5. 8 

5.7 

5. 0-5. 5 

5.3 

1.5-2. 5 

1.9 

Men's,  boys'  clothing,  furnishings  stores . 

5.4-6 .3 

5.9 

5. 0-5. 9 

5.4 

1.6-2. 5 

1.8 

Women's  apparel,  accessory  stores . 

3. 1-3. 8 

3.5 

2. 9-3. 7 

3.2 

0.8-1. 2 

1.1 

Women's  ready-to-wear  stores . 

3. 3^. 2 

3.7 

3. 2-4.0 

3.5 

0.7-1. 2 

1.0 

Family  clothing  stores . 

10.3-11.2 

10.4 

9.9-11.4 

10.4 

1.3-1. 6 

1.5 

Shoe  stores . 

4 .2-4.3 

4.2 

3.8-4 .0 

4.0 

0. 9-2.0 

1.8 

Furniture  and  appliance  group . 

3. 3-3. 9 

3.3 

3. 1-3. 3 

3.3 

1. 1-2.0 

1.5 

Furniture,  home  furnishings  stores . 

3. 4-3. 8 

3.7 

3. 3-3. 5 

3.4 

1. 3-2.0 

1.7 

Furniture  stores . 

4. 0-4 .3 

4.2 

3.7^  .0 

3.9 

1.6-2 .3 

2.0 

Household  appliance,  TV,  radio  stores . 

5. 4-8.0 

6.0 

5. 2-6.1 

5.3 

2. 0-2. 5 

2.2 

Household  appliance  dealers . 

6. 0-9. 9 

7.0 

5. 8-7. 2 

6.1 

2. 1-3.0 

2.2 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 4-3. 7 

3.6 

3.1-3 .4 

3.3 

1. 4-2.1 

1.6 

Lumber  yards,  building  materials  dealers . 

3 .9-4  .3 

4.1 

3.8-4 .2 

3.9 

1. 3-2.1 

1.4 

Lumber  yards . 

5. 1-5. 7 

5.3 

5.0-5 .3 

5.2 

1.5-2. 5 

1.8 

Hardware  stores . 

4. 8-5. 7 

5.1 

4. 4-5. 2 

4.8 

1.3-2. 7 

1.7 

Automotive  group . 

2. 4-2. 7 

2.6 

2. 3-2. 6 

2.5 

0.8-1. 2 

0.9 

Passenger  car,  other  automotive  dealers . 

2. 5-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers . 

2. 6-2. 9 

2.8 

2. 5-2. 8 

2.7 

0.8-1. 2 

0.9 

Passenger  car  dealers  (franchised) . 

2. 6-3.0 

2.8 

2. 6-3.0 

2.9 

0.8-1. 2 

0.9 

Tire,  battery,  accessory  dealers . 

5. 0-6 .6 

6.0 

4. 6-6.0 

5.7 

1.3-2. 5 

1.6 

Gasoline  service  stations . 

1. 9-2.1 

2.0 

1. 8-2.0 

1.9 

0.5-0. 9 

°-6  -a 

Drug  and  proprietary  stores . 

2. 4-3. 2 

2.8 

2. 4-2. 8 

2.5 

0.4-0. 7 

0.5 

Drug  stores . 

2. 5-2. 9 

2.9 

2.4-2 .9 

2.6 

0.4-0. 8 

0.5 

Liquor  stores . 

3. 6-3. 8 

3.6 

3. 4-3. 7 

3.6 

0.7-0. 8 

0.8 

Note:  The  ranges  of  sampling  error  shewn  above  for  the  preliminary  and  final  estimates  are  based  on  sales  estimates  unadjusted  for  seasonal  variations  and 
trading  day  differences,  for  the  months  of  January  through  May  1960.  For  the  month- to-month  percent  change  in  sales,  the  ranges  of  sampling  error  are  based 
on  unadjusted  data  for  January  through  June  1960. 

(Z)  Sampling  error  is  less  than  0.1  percent. 

The  ranges  of  sampling  error  shown  pertain  to  the  ratio  of  the  unad Justed  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for  the 
previous  month.  (See  Explanatory  Material,  page  21.)  This  month- to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estimates  for  2 

months . 


Table  15.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  THE  RATIO  OF  THE  SALES  OF  RETAIL  STORES  FOR  2  CONSECUTIVE  MONTHS: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


(Percent) 


Kind  of  business 

Range 

Median 

Kind  of  business 

Range 

Median 

Fruit  stores,  vegetable  markets . 

1.4-6. 6 

3.7 

Fuel,  fuel  oil  dealers . 

1.2-3. 5 

2.8 

1.7-3 .4 

2.7 

Delicatessen  stores . 

2. 0-3.0 

2.6 

Fuel  oil  dealers . 

1.6-5. 9 

4.6 

1. 8-3.1 

Men's,  boys'  furnishings  stores . 

3. 0-5. 9 

3.6 

Florists . 

3. 0-7. 8 

4.6 

3. 1-5. 9 

4.1 

5.1 

Stationery  stores . 

2. 3-8. 5 

4.2 

4. 4-7. 5 

6.0 

2. 3-8 .6 

4.8 

2. 2-4. 2 

3.7 

Paint,  glass,  wallpaper  stores . 

2 .0-4 .8 

4.4 

Heating,  plumbing  equipment  dealers . 

5. 0-9.5 

8.3 

Optical  goods  stores . 

1.4-6. 7 

3.1 

Farm  equipment  dealers . 

3. 8-7. 7 

4.5 

Typewriter  stores . 

5.2-10.5 

5.7 

Note:  The  ranges  of  sampling  errors  shown  pertain  to  the  ratio  of  the  unadjusted  preliminary  estimate  for  the  month  over  the  unadjusted  final  estimate  for 
the  previous  month  for  those  kinds  of  business  with  an  asterisk  shown  in  table  2.  See  Explanatory  Material  for  table  2,  page  22.  The  ranges  of  sampling 
error  shewn  above  are  based  on  the  month- to-m©nth  percent  change  in  sales  of  the  unadjusted  data  for  January  through  June  1960. 


15 


Symbols  Used  for  the  Estimated  Sampling  Variability  Ranges  in  Tables  16-20 
Dollar  volume  sales  and  percent  change  from  the  same  month  a  year  ago1  Percent  change  over  2  consecutive  months2 

A  =  0  to  3.5#,  B  =  3.6  to  7.0#,  C  -  7.1  to  10.5#.  a  =  0  to  1.5#,  b  =  1.6  to  3.0#,  c  =  3.1  to  4.5#. 

i  1  Approximations  applicable  to  both  preliminary  and  final  estimates.  Estimates  of  sampling  variability  of  the  year-to-year  percent  change  for  2  or  more 
months  combined  have  not  been  computed  but,  in  general,  tend  to  be  somewhat  less  than  for  a  single  month. 

2  Based  on  the  ratio  of  the  preliminary  estimate  for  the  current  month  to  the  final  estimate  for  the  previous  month.  Sampling  variability  based  on  final 
estimates  for  2  consecutive  months  is  somewhat  higher. _ 


Table  16 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  UNITED  STATES  AND  REGIONS  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Dollar  volume  estimates 

Percent  change  from  same 
month  a  year  ago 

Month-to-month  percent  change  over 

2  consecutive  months 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

United 

States 

The 

North¬ 

eastern 

States 

The 

North 

Central 

States 

The 

South 

The 

West 

Total . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Durable-goods  stores . 

A 

B 

A 

B 

B 

A 

B 

A 

B 

B 

a 

b 

a 

a 

b 

Nondurable-goods  stores . 

A 

A 

A 

A 

A 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Food  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Grocery  stores . 

A 

A 

A 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

Eating  and  drinking  places . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

a 

GAF,  total . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

A 

a 

a 

a 

a 

b 

General  merchandise  group . 

A 

A 

A 

A 

B 

A 

A 

A 

A 

B 

a 

a 

a 

a 

b 

Department  stores . 

A 

B 

A 

B 

C 

A 

A 

A 

A 

B 

a 

a 

a 

a 

a 

Apparel  group . 

A 

B 

B 

B 

B 

A 

A 

A 

A 

A 

a 

b 

a 

b 

b 

Furniture  and  appliance  group.. 

A 

B 

B 

B 

C 

A 

B 

B 

B 

B 

a 

b 

b 

b 

c 

Lumber  group . 

B 

C 

B 

B 

C 

A 

C 

B 

B 

C 

b 

b 

b 

c 

c 

Automotive  group . 

A 

C 

B 

B 

c 

A 

C 

B 

B 

C 

a 

c 

b 

b 

c 

Gasoline  service  stations . 

A 

B 

B 

B 

B 

A 

B 

B 

B 

B 

a 

a 

a 

b 

b 

Drug  and  proprietary  stores . 

A 

B 

B 

B 

B 

A 

B 

A 

A 

B 

a 

b 

a 

a 

b 

Table  17 . —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  GEOGRAPHIC  DIVISIONS 


Kind  of  business 

New 

England 

Middle 

Atlantic 

East  North 
Central 

West  North 
Central 

South 

Atlantic 

East  South 
Central 

West  South 
Central 

Mountain 

Pacific 

Dollar  volume  sales  estimates 

Total . 

B 

A 

A 

B 

B 

B 

B 

a 

B 

Durable-goods  stores . 

B 

B 

B 

B 

B 

C 

C 

— n — 

B 

Nondurable -goods  stores . 

B 

A 

A 

B 

B 

B 

B 

B 

B 

Food  group . . . 

B 

(M 

A 

B 

(M 

B 

B 

C 

B 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

B 

A 

A 

B 

B 

B 

B 

B 

General  merchandise  group . 

- 

A 

A 

B 

A 

B 

B 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

•►Drug  and  proprietary  stores . 

c 

B 

B 

c 

B 

C 

C 

c 

C 

Percent  change  from 

same  month 

a  year  ago 

Total . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Durable -goods  stores . 

B 

B 

B 

B 

B 

C 

C 

- H— 

B 

Nondurable -goods  stores . 

A 

A 

A 

A 

A 

B 

B 

B 

A 

Food  group . 

A 

t1) 

A 

A 

(l) 

B 

B 

B 

A 

Eating  and  drinking  places . 

C 

B 

B 

C 

B 

C 

B 

C 

B 

GAF,  total . 

B 

A 

A 

A 

A 

A 

B 

A 

B 

General  merchandise  group . 

- 

A 

A 

A 

A 

B 

A 

B 

B 

Apparel  group . 

C 

B 

B 

C 

B 

C 

C 

C 

C 

Gasoline  service  stations . 

B 

B 

B 

B 

B 

B 

C 

C 

B 

Drug  and  proprietary  stores . 

c 

B 

B 

C 

B 

C 

C 

C 

C 

Percent  change  over 

consecutive  months 

Total . 

a 

b 

a 

*  Durable-goods  stores . 

b 

b 

a 

b 

b 

c 

b 

- F) — 

b 

Nondurable -goods  stores . 

a 

a 

a 

a 

a 

a 

a 

a 

a 

Food  group . 

a 

(i> 

a 

a 

(M 

a 

b 

a 

a 

Eating  and  drinking  places . 

a 

a 

b 

b 

b 

c 

b 

b 

a 

GAF,  total . 

b 

a 

a 

a 

a 

b 

a 

a 

b 

General  merchandise  group . 

- 

a 

a 

a 

a 

b 

a 

a 

a 

Apparel  group . 

b 

a 

a 

b 

b 

a 

a 

c 

b 

Gasoline  service  stations . 

b 

a 

a 

b 

a 

a 

c 

b 

a 

Drug  and  proprietary  stores . 

b 

b 

a 

a 

b 

a 

c 

c 

a 

(*)  Estimates  for  food  store  sales  omitted  because  food  firms  acc 
company  totals  only.  (See  page  19,  "Group  II  Organizations.")  (2) 


ounting  for  more  than  30#  of  food  store  sales  in  these  geographic  divisions  have  reported 
More  than  10.5  percent.  (3)  More  than  4.5  percent. 


State 

Dollar  volume 
sales  estimates 

Percent  change  from 
same  month  a  year  ago 

Percent  change  over 

2  consecutive  months 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

Total 

Non¬ 

durable 

GAF 

California . 

B 

B 

B 

B 

B 

B 

Florida. . . 

B 

B 

C 

B 

B 

C 

b 

Illinois . 

B 

B 

B 

A 

B 

B 

Indiana . 

B 

_• 

C 

B 

B 

c 

b 

Massachusetts . 

B 

B 

C 

B 

B 

c 

b 

Michigan . 

B 

B 

B 

B 

B 

Minnesota . . 

B 

C 

_ 

B 

c 

B 

Missouri . 

B 

„ 

B 

B 

B 

New  Jersey . 

B 

B 

_ 

B 

B 

B 

b 

New  York . 

B 

A 

A 

A 

A 

A 

North  Carolina . 

B 

C 

- 

B 

C 

B 

b 

b 

Pennsylvania . 

B 

B 

B 

A 

C 

A 

B 

A 

B 

A 

C 

a 

a 

a 

Texas . . 

B 

B 

B 

B 

B 

Wisconsin . 

B 

C 

- 

B 

C 

B 

a 

» 

b 
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Table  19. —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  RETAIL  SALES  FOR  2  CONSECUTIVE  MONTHS, 
BY  SPECIFIED  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND  CITIES 


Percent  change  over  2 

Percent  change  over  2 

Area 

consecutive  months 

Area 

consecutive  months 

Total 

Nondurable 

GAF 

Total 

Nondurable 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Ind . 

New  York-Northeastern  N.J . 

b 

b 

a 

a 

b 

New  York,  N.Y . 

a 

b 

b 

b 

b 

Standard  Metropolitan  Statistical  Areas 

b 

St.  Louis,  Mo. -Ill . 

b 

b 

b 

b 

b 

b 

Buffalo,  N.Y . 

b 

b 

Chicago,  Ill . 

Cleveland,  Ohio . 

a 

a 

a 

a 

b 

a 

Cities 

b 

_ 

a 

b 

b 

b 

Kansas  City,  Mo.-Kans . 

b 

a 

a 

b 

b 

Table  20. —ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  FOR  THE  5  LARGEST  STANDARD  METROPOLITAN  STATISTICAL  AREAS  AND 

STANDARD  CONSOLIDATED  AREAS  AND  CITIES 


Area 

Dollar  volume 
sales  estimates 

Percent  change  from  same 
month  a  year  ago 

Total 

Nondurable 

GAF 

Total 

Nondurable 

GAF 

Standard  Consolidated  Areas 

Chicago,  Ill. -Northwestern  Indiana . 

B 

B 

B 

B 

B 

B 

New  York-Northeastern  New  Jersey . 

B 

A 

B 

B 

A 

B 

Standard  Metropolitan  Statistical  Areas 

Chicago,  Ill . 

B 

B 

B 

B 

B 

B 

Detroit,  Mich . 

B 

C 

B 

B 

C 

B 

Los  Angeles-Long  Beach,  Calif . 

B 

A 

B 

B 

A 

B 

New  York,  N.Y . 

B 

A 

B 

B 

A 

B 

Philadelphia,  Pa. -N.J . 

B 

B 

B 

B 

B 

B 

Cities 

Chicago,  Ill . 

B 

A 

A 

B 

A 

A 

Etetroit,  Mich . 

B 

- 

B 

B 

- 

B 

Los  Angeles,  Calif . 

B 

B 

B 

B 

B 

B 

New  York,  N.Y . 

A 

A 

A 

A 

A 

A 

Philadelphia,  Pa . 

B 

C 

B 

B 

C 

B 

Table  21.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INST  ALIMENT,  FOR  FIRMS  OPERATING  11  OR  MORE  RETAIL  STORES: 

UNITED  STATES,  BY  SELECTED  KINDS  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month- to-month 
percent 
change 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

0.2-0. 4 

0.3 

0.2-0. 4 

0.3 

(Z)-0.1 

0.1 

0.9-1. 3 

1.1 

0.9-1. 3 

1.1 

0.2-0. 5 

0.3 

0.4-0. 5 

0.5 

0.4-0. 5 

0.4 

(Z)-0.2 

0.1 

(X) 

0.4 

(X) 

0.4 

(X) 

(z) 

0.3-0. 4 

0.4 

0. 3-0.4 

0.4 

(Z)-0.1 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(X) 

(Z) 

1.8-2. 2 

2.0 

1.8-1. 9 

1.9 

0. 2-0.5 

0.4 

0.8-1. 3 

1.0 

0. 9-1.4 

1.0 

(Z)-0.1 

0.1 

1.2-1. 5 

1.3 

1.0-1. 3 

1.2 

0.1-0. 5 

0.5 

CHAR®  ACCOUNTS 

0.9-1. 3 

1.3 

1.0-1. 2 

1.1 

0.3-0. 8 

0.3 

2. 7-2. 8 

2.7 

2. 6-2. 7 

2.7 

0.5-0. 8 

0.6 

1.2-1. 5 

1.3 

1.1-1. 3 

1.1 

0.3-0. 9 

0.3 

0.6-1. 7 

1.1 

0. 7-1.1 

1.0 

0.1-1. 3 

0.1 

0. 7-1.1 

0.9 

(X) 

0.8 

(Z) -1.4 

(Z) 

0.3-0. 4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.1 

(Z) 

3. 7-4. 4 

4.0 

3. 7-3. 8 

3.8 

0.3-0. 7 

0.7 

3. 1-3. 7 

3.2 

2. 9-4. 3 

3.1 

0.4-0. 8 

0.7 

INSTALLMENT  ACCOUNTS 

0. 3-0.4 

0.3 

0. 3-0.4 

0.3 

(Z) -0.2 

0.1 

0. 9-1.4 

1.1 

0. 9-1.4 

1.1 

0.1-0. 2 

0.1 

0.3-0 .4 

0.4 

0.3-0. 5 

0.4 

(Z)-0.2 

0.1 

0.3-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z) -0.2 

(Z) 

0.4-0. 5 

0.4 

0.3-0. 5 

0.4 

(Z) -0.3 

0.1 

0.2-0. 3 

0.2 

0.2-0. 3 

0.2 

(Z)-O.l 

(Z) 

1. 3-2.1 

1.6 

1.3-2. 2 

1.8 

(Z)-0.5 

0.2 

Furniture  and  appliance  group . 

0.8-1. 3 

1.0 

0.8-1. 3 

1.0 

(X) 

CZ) 
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Table  22.— ESTIMATED  RANGE  OF  SAMPLING  VARIABILITY  OF  ACCOUNTS  RECEIVABLE,  CHARGE  AND  INSTALLMENT,  FOR  ALL  RETAIL  STORES,  BY  KIND  OF  BUSINESS 


Kind  of  business 

Preliminary 

estimates 

Final  estimates 

Month-to-month 
percent  change1 

Range 

Median 

Range 

Median 

Range 

Median 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

1.4-1. 6 

1.4 

1.3-1. 5 

1.4 

0.4-0. 5 

0.4 

Durable-goods  stores,  total . 

1. 9-2.1 

1.9 

1. 9-2.1 

1.9 

0. 5-0.6 

0.5 

Nondurable-goods  stores,  total . 

1.6-2. 3 

1.8 

1.5-1. 9 

1.6 

0.6-0. 8 

0.6 

Food  group . 

4. 0-4. 5 

4.3 

3. 8-4. 2 

4.0 

1.0-2. 3 

1.5 

Grocery  stores . 

3. 7-4.6 

4.0 

3. 8-4.0 

3.9 

1.0-2. 2 

1.7 

Eating  and  drinking  places . 

9.3-15.9 

10.9 

9.5-14.4 

11.0 

2. 2-6.6 

4.7 

General  merchandise  group . 

1.8-2. 5 

1.9 

1.7-2. 4 

1.9 

0.2-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

2. 0-3.0 

2.2 

1.8-2. 9 

2.2 

0. 2-1.0 

0.5 

Department  stores . 

1. 9-3.0 

2.1 

1. 7-3.0 

2.1 

0.2-1. 1 

0.5 

Mail  order  houses  (department  store  merchandise) . 

(z) 

(Z) 

(Z) 

(Z) 

(Z) 

(Z) 

Apparel  group . 

4. 5-5. 3 

4.8 

4. 1-4. 8 

4.7 

1.0-3. 9 

1.4 

Women's  ready-to-wear  stores . 

6. 8-7. 2 

7.2 

4. 8-7. 3 

6.8 

1.2-5  .4 

1.6 

Furniture  and  appliance  group . 

3.2-3. 3 

3.4 

3. 2-3.6 

3.3 

0. 5-1.0 

0.8 

Furniture,  home  furnishings  stores . 

4. 0-4. 3 

4.1 

3. 9-4. 3 

4.0 

0.6-1. 3 

1.1 

Furniture  stores . 

4. 2-4. 6 

4.4 

4. 1-4. 6 

4.3 

0.6-1. 4 

1.1 

Household  appliance,  TV,  radio  stores . 

4.4-5. 3 

5.0 

4. 1-5. 4 

4.8 

0.6-1. 6 

1.0 

Household  appliance  dealers . 

4. 7-5. 7 

5.4 

4. 5-5. 8 

5.2 

0.6-1. 6 

1.1 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 3-3. 5 

3.5 

3. 4-3. 5 

3.4 

0.6-1. 3 

0.8 

Lumber  yards,  building  materials  dealers . 

4.2-4 .4 

4.3 

4. 0-4.4 

4.1 

0. 8-1.5 

0.9 

Lumber  yards . 

5. 1-5. 6 

5.3 

4. 7-5. 3 

5.1 

0. 9-2.0 

1.1 

Automotive  group . 

3. 8-5.0 

4.3 

3. 7-5.0 

4.2 

1.1-1. 7 

1.3 

Passenger  car  dealers . 

5. 1-6. 5 

5.3 

5. 0-6. 5 

5.1 

1.5-2. 3 

1.7 

Passenger  car  dealers  (franchised) . 

5.4-6. 8 

5.6 

5. 2-6. 8 

5.4 

1.5-2. 5 

1.9 

Tire,  battery,  accessory  dealers . 

3. 8-9. 8 

6.7 

3. 7-8.6 

7.0 

0.8-1. 4 

1.0 

Gasoline  service  stations . 

4. 4-5.4 

4.7 

4. 1-5.4 

4.3 

1.4-1. 9 

1.7 

Other  retail  stores . 

3.9-5 .6 

4.1 

3. 7-5.1 

4.0 

1. 1-5.0 

1.5 

CHARGE  ACCOUNTS 

United  States,  total . 

1.9-2. 3 

2.0 

1. 8-2.1 

2.0 

0.6-0. 8 

0.7 

Durable-goods  stores,  total . 

2. 3-2.6 

2.4 

2. 2-2.4 

2.4 

0. 7-1.1 

0.9 

Nondurable-goods  stores,  total . 

2. 3-3-3 

2.6 

2. 1-2. 7 

2.4 

0.7-1. 3 

1.0 

Food  group . 

4. 0-4.6 

4.5 

4.0-4 .4 

4.1 

1.0-2. 5 

1.6 

General  merchandise  group . 

3. 1-4 .4 

4.1 

3. 0-4.4 

4.1 

0.6-1. 2 

0.8 

Department  stores,  dry  goods,  general  merchandise  stores . 

3. 0-4. 7 

4.3 

3. 1-4.6 

4.3 

0.6-1. 2 

0.9 

Department  stores . 

3. 0-4. 9 

4.5 

3. 1-4. 8 

4.5 

0.5-1. 2 

1.0 

Apparel  group . 

5. 3-6. 5 

6.0 

4. 5-6.1 

5.7 

1.1-5. 3 

2.2 

Furniture  and  appliance  group . 

5. 0-5. 3 

5.1 

4. 7-5.1 

5.0 

1.8-2. 6 

2.3 

Furniture,  home  furnishings  stores . 

5. 8-6. 5 

6.0 

5.6-6. 3 

5.8 

2. 1-3.6 

2.7 

Lumber,  building,  hardware,  farm  equipment  group . 

3. 5-3. 7 

3.6 

3. 5-3.6 

3.5 

0.7-1. 4 

0.9 

Lumber  yards,  building  materials  dealers . 

4. 3-4. 5 

4.4 

4. 1-4. 5 

4.2 

0.7-1. 6 

1.0 

Lumber  yards . 

5. 1-5. 5 

5.3 

5. 1-5. 2 

5.2 

0.9-2. 1 

1.3 

Automotive  group . 

4. 4-6.1 

4.9 

3. 9-5. 4 

5.1 

1. 5-3.1 

2.2 

Passenger  car  dealers  ( franchised ) . 

4. 9-6.0 

5.3 

4. 1-6. 3 

4.8 

2. 0-4. 2 

2.9 

Gasoline  service  stations . 

4. 7-5. 4 

4.9 

4. 3-5. 5 

4.6 

1. 3-1.9 

1.7 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

1.8-1. 9 

1.9 

1.8-1. 8 

1.8 

0. 3-0.6 

0.5 

Durable-goods  stores,  total . 

2. 8-3.1 

2.8 

2. 7-3. 4 

2.7 

0.7-1. 7 

0.8 

Nondurable -goods  stores,  total . 

1.6-2. 1 

1.6 

1.4-2. 1 

1.6 

0.3-0. 9 

0.3 

General  merchandise  group . 

1.6-2. 2 

1.7 

1.5-2. 2 

1.6 

0.1-0. 8 

0.4 

Department  stores,  dry  goods,  general  merchandise  stores . 

1.9-2. 9 

2.0 

1.8-2. 8 

1.9 

0. 2-1.0 

0.5 

Department  stores . 

1.7-2. 8 

1.8 

1.5-2. 8 

1.7 

0. 1-1.0 

0.5 

Apparel  group . 

6. 4-7. 8 

7.2 

5. 6-7. 3 

7.2 

1. 3-3.0 

2.0 

Furniture  and  appliance  group . 

3. 9-4. 4 

4.1 

3. 9-5. 4 

3.9 

0.7-3. 1 

1.1 

Furniture,  home  furnishings  stores . 

4. 7-5. 4 

5.0 

4. 8-5.4 

4.9 

0.3-2. 3 

1.4 

Household  appliance,  TV,  radio  stores . 

4. 4-6.0 

5.8 

4. 3-6.1 

5.5 

0.6-2. 4 

1.3 

Lumber,  building,  hardware,  farm  equipment  group . . 

7.6-9. 3 

8.9 

8. 0-8. 9 

8.7 

1.6-2. 3 

1.9 

Automotive  group . 

5. 5-7.0 

6.1 

5. 7-6. 5 

6.0 

1.0-2. 3 

1.6 

Tire,  battery,  accessory  dealers . . 

3.7-4. 1 

3.9 

3. 7-3. 9 

3.8 

0.9-1. 5 

1.1 

Note:  The  ranges  of  sampling  error  shown  above  are  based  on  accounts  receivable  estimates  for  the  following  months:  Preliminary  estimates:  June  1959  and 
January  through  April  1960.  Final  estimates:  May  and  December  1959  and  January  through  March  1960.  Month-to-month  percent  changes:  fby,  June  and  December 
1959  and  January  through  April  1960. 

(Z)  Sampling  variability  i3  less  than  0.1  percent. 

1  Sampling  errors  shown  pertain  to  the  ratio  of  the  preliminary  estimate  for  the  month  over  the  final  estimate  for  the  previous  month.  (See  Explanatory 
Material,  page  21.)  This  month-to-month  ratio  is  subject  to  less  sampling  error  than  the  ratio  of  the  final  estisntes  for  the  2  months. 
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EXPLANATORY  MATERIAL 


Introduction 

The  Monthly  Retail  Trade  Report  is  issued  by  the 
Bureau  of  the  Census  to  (l)  provide  estimates  of 
sales  of  retail  stores  in  the  United  States  by  kind 
of  business  and  geographic  area — regions,  divisions, 
selected  States,  and  standard  metropolitan  statis¬ 
tical  areas  (SMSA) — and  (2)  provide  national  esti¬ 
mates  of  accounts  receivable  balances  of  retail 
stores,  by  kind  of  business.  The  retail  sales  and 
accounts  receivable  estimates  in  this  report  are  de¬ 
veloped  as  a  direct  measure  from  a  sample  represent¬ 
ing  all  sizes  of  stores,  firms  or  organizations,  and 
kinds  of  retail  business  throughout  the  country. 
The  sample  has  been  designed  so  that  estimates  can 
be  evaluated  in  terms  of  their  sampling  errors. 

The  first  publication  in  this  series  was  the  Monthly 
Retail  Trade  Report  for  March  1952,  which  contained 
sales  estimates  of  retail  stores  for  15  months  be¬ 
ginning  with  January  1951,  the  initial  month  for 
which  probability  estimates  for  all  retail  stores 
are  available.  Beginning  with  May  1953,  an  entirely 
new  sample  was  drawn  which  affected  the  continuity 
of  the  data  in  that  the  year-to-year  percentage 
change  in  the  data  for  the  first  12  months  of  tran¬ 
sition  were  subject  to  a  considerably  higher  sampling 
error  than  would  usually  be  expected.  Other  changes 
have  been  made  since  May  1953  (the  most  recent  of 
which  was  January  1961,  which  incorporated  informa¬ 
tion  derived  from  the  1958  Census  of  Business),  but 
these  changes  have  had  a  much  smaller  effect  on  con¬ 
tinuity  of  the  data  ( see  Monthly  Retail  Trade  Reports 
for  July  1953,  December  1958,  and  January  1961,  for 
descriptions  of  sample  changes).  Monthly  sales  data 
for  geographic  areas  were  introduced  effective  with 
April  1962.  Beginning  with  June  1960,  statistics  on 
accounts  receivable  balances  of  retail  stores  were 
incorporated  into  the  report,  including  monthly  data 
from  January  1959.  Monthly  data  for  periods  prior 
to  January  1959  are  not  available. 

Sales 

Total  receipts  from  customers  after  deductions  of 
refunds  and  allowances  for  merchandise  returned  by 
customers.  Receipts  from  repairs  and  from  other 
services  to  elastomers,  sales  for  resale,  and  sales 
taxes  and  excise  taxes  are  included  in  the  sales 
data. 

The  sales  figures  represent  total  sales  and  re¬ 
ceipts  of  all  establishments  primarily  engaged  in 
retail  trade.  They  do  not  include  sales  at  retail 
by  manufacturers,  wholesalers,  seorvice  establishments, 
and  other  businesses  whose  primary  activity  is  other 
than  retail  trade. 

Accounts  Receivable 

Balances  of  credit  sales  due  retail  stores  from 
customers . 

The  data  in  this  report  refer  to  receivables  out- 
standing  as  of  the  end  of  the  month.  Receivables 


against  which  the  firm  may  have  borrowed  are  included . 
However,  credit  paper  discounted  or  sold  to  others  m 
and  accounts  actually  charged  off  as  bad  debts  are 
excluded.  For  example,  consumer  credit  paper  sold 
to  financial  institutions  and  collection  agencies  is 
not  included.  Also  excluded  are  accounts  charged  on 
credit  carts  used  by  other  organizations,  such  as 
oil  companies,  Central  Charge  Service,  Diners 1  Club, 
etc . 

Charge  account  receivables  are  receivables  out¬ 
standing  for  which  full  payment  was  scheduled  to  be 
made  at  the  end  of  the  customary  billing  period . 

Installment  accpunt  receivables  are  receivables 
outstanding  for  which  payment  was  scheduled  to  be 
paid  in  two  or  more  parts. 

Nature  of  the  Sample 

I .  Sales 

The  general  nature  of  the  sample  of  retail  estab¬ 
lishments  from  which  the  dollar  volume  sales  esti¬ 
mates  are  derived  is  as  follows: 

A.  All  Group  II  organizations;  i.e.,  those  which 
in  the  1958  Census  of  Business  were  reported  as 
operating  11  or  more  retail  stores  in  the  United 
States,  are  included  in  the  sample  regardless  of 
location  in  the  United  States. 

B.  Goroup  I  stores;  i.e.,  all  remaining  retail 
stores  in  the  sample,  are  included  on  the  following 
basis: 

1.  Retail  stores  with  1954  sales  volume,  in  ex- 
cess  of  $5  million  are  included  each  month,  re- 
gartless  of  location  in  the  United  States.  (These 
stores  are  called  "National  List  Stores.") 

2.  All  remaining  retail  stores  are  represented 
by  a  sample  of  stores  located  in  243  Census  sam¬ 
ple  areas.  These  Census  sample  areas,  generally 
consisting  of  combinations  of  2  or  3  counties 
were  chosen  at  random  (l  from  each  of  the  243 
primary  strata)  with  known  probability  of  se¬ 
lection.  The  sample  within  these  areas  consists 
of  (a)  "Large"  stores  (all  stores  located  any¬ 
where  in  the  Census  sample  areas  which  meet  cer¬ 
tain  annual  sales  criteria)  which  report  each 
month  in  the  survey;  and  (b)  all  stores  located 
in  a  sample  of  land  segments  (a  subsample  of  the 
Census  sample  areas  called  area  segments)  se¬ 
lected  at  random,  with  known  probability  of  se¬ 
lection,  within  Census  sample  areas.  Certain  of 
these  stores  called  "Special  area  segment"  stores 
(those  which  meet  certain  annual  sales  criteria) 
report  each  month.  The  remaining  stores  in  the 
area  segments  generally  report  only  once  a  year. 
The  enumeration  of  approximately  2,000  area  seg¬ 
ments  each  month  by  Bureau  of  the  Census  field 
intearviewers  makes  it  possible  to  account  for 
new  stores,  regartless  of  size,  which  have  come 
into  existance  subsequent  to  the  establishment 
of  the  sample. 
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The  following  criteria  were  used  to  select  the 
various  components  of  this  sample. 

^Group  II  Organizations 

As  indicated  above,  Group  II  organizations  (those 
which  operated  11  or  more  retail  stores  in  1958)  are 
taken  into  the  sample  with  certainty  and  report 
monthly  the  combined  sales  of  all  their  retail  stores 
in  the  United  States.  For  those  Group  II  firms  with 
retail  stores  in  more  than  1  kind  6 f  business,  the 
reported  figures  are  prorated  among  the  different 
kinds  of  business  on  the  basis  of  the  percentage  dis¬ 
tribution  of  the  firm's  total  sales  by  kind  of  busi¬ 
ness  as  reported  in  the  1958  Census  of  Business . 

For  purposes  of  developing  the  geographic  area 
estimates  published  in  this  report,  Group  II  organi¬ 
zations  are  also  requested  to  report  separately  for 
a  sample  of  their  establishments  or  by  county.  Those 
Group  II  firms  reporting  separate  establishment  fig¬ 
ures  are  included  on  the  following  basis:  1.  Firms 
with  September  1961  sales  of  approximately  $10  mil¬ 
lion  or  more  are  canvassed  each  month  for  sales  data 
for  1  or  more  of  their  establishments;  2.  Firms 
with  sales  below  this  amount  are  sampled,  with  se¬ 
lection  proportionate  to  their  sales  size,  and  can¬ 
vassed  for  selected  month(s)  of  the  year.  For  both 
types  of  firms,  the  specific  establishments  for  which 
sales  data  are  tabulated  are  selected  in  the  follow¬ 
ing  manner: 

A.  Stores  with  September  1961  sales  of  approxi¬ 
mately  $850,000  or  more  are  included  each  month. 
For  general  merchandise,  apparel  and  furniture  and 
appliance  stores  located  in  the  20  largest  standard 
metropolitan  statistical  areas,  the  criterion  was 
lowered  to  $215,000  in  some  areas  and  to  $425,000 
in  others . 

B.  Stores  not  qualifying  for  inclusion  in  the  sam- 
pie  each  month  on  the  basis  of  the  above  criteria 
were  sampled  with  selection  proportionate  to  rela¬ 
tive  sales  size, for  inclusion  in  selected  month(s) 
of  the  year. 

C.  Firms  that  are  canvassed  each  month  of  the 
year  report  newly  acquired  stores  each  month, 
whether  newly  constructed  or  purchased  from  others. 
Firms  canvassed  for  only  selected  month(s)  report 
newly  acquired  stores  once  each  year.  Data  for  all 
such  newly  acquired  stores  are  included  in  the 
statistics  forthe  month  in  which  they  are  initially 
reported.  For  subsequent  months,  they  are  sampled 
on  the  basis  of  the  criteria  outlined  above. 

Some  food  firms  currently  report  only  a  national 
organizational  total  covering  all  of  their  retail 
stores.  For  the  most  part,  data  for  such  firms, 
which  together  account  for  about  20  percent  of  total 
U.S.  food  store  sales,  have  been  distributed  by  ge¬ 
ographic  area  in  accordance  with  the  distribution  of 
their  sales  as  reported  in  the  most  recent  Annual 
Retail  Trade  Survey.  Data  for  a  few  firms  are  dis¬ 
tributed  geographically  based  on  their  sales  dis¬ 
tribution  in  the  1958  Census  of  Business.  The  few 
firms  in  other  kinds  of  business  which  report  only 
national  organizational  sales  totals  represent  less 
than "J~J55rcent  of  total  U.S.  retail  sales,  exclusive 
of  food  store  sales  and  for  no  separate  kind-of- 
business  category  for  which  geographic  area  data  are 


shown  in  this  report  do  they  account  for  as  much  as 
5  percent  of  the  national  total.  Data  for  these 
firms,  as  in  the  case  of  food  firms  which  report  only 
national  totals,  are  distributed  by  geographic  area 
in  accordance  with  the  geographic  breakdown  reported 
in  the  most  recent  Annual  Retail  Trade  Survey. 

Group  I  Stores 

Group  I  stores  are  all  remaining  retail  stores . 
Therefore,  Group  I  stores  are  stores  belonging  to 
organizations  which  did  not  operate  11  or  more  retail 
stores  at  the  time  of  the  1958  Census  of  Business. 

National  List  Stores  in  Group  I 

The  large  stores  taken  with  certainty  regardless 
of  location  are  referred  to  as  the  National  List 
Stores .  The  stores  on  this  list  are  those  retail 
stores  whose  1954  sales  equalled  or  exceeded  $5  mil¬ 
lion  (regardless  of  kind  of  business) .  Prior  to 
April  1957,  this  list  included  only  department  stores 
having  1948  sales  of  $5  million  or  more.  All  National 
List  Stores  report  monthly  by  mail. 

"Large"  Stores  in  Group  I 

These  stores  are  confined  to  Census  sample  areas . 
Their  1954  annual  sales  exceeded  a  certain  designated 
amount  but  were  less  than  $5,000,000.  All  known  de¬ 
partment  stores  with  sales  less  than  $5,000,000  in 
1954  located  in  Census  sample  areas  were  included  in 
the  sample.  For  other  kinds  of  business,  the  desig¬ 
nated  amount  of  annual  sales  in  1954  varied  from  ap¬ 
proximately  $100,000  for  some  kinds  of  business  in 
the  most  rural  Census  sample  areas,  to  approximately 
$2,100,000  for  some  kinds  of  business  in  the  large 
standard  metropolitan  areas.  Large  Group  I  stores 
report  monthly  by  mail. 

"Special  Area  Segment  Stores"  in  Group  I 

Special  Area  Segment  Stores  are  Group  I  establish¬ 
ments  (not  on  1  of  the  above  lists)  located  in  area 
segments  whose  dollar  volume  of  sales  in  1954  (or  a 
comparable  amount  at  a  later  date)  exceeded  a  certain 
amount  (either  $150,000,  $225,000  or  $300,000)  de¬ 
pending  on  kind  of  business.  Special  Area  Segment 
Stores  report  monthly  by  mail. 

Special  Rules  for  GAF  Group  I  Stores 

In  order  to  permit  publication  of  sales  data  for 
general  merchandise,  apparel,  furniture  and  appli¬ 
ance  stores  in  the  20  largest  SMSA's,  the  sales  cri¬ 
teria  for  these  kinds  of  business  were  reduced  and 
the  "large"  store  panel  was  supplemented  cnthe  basis 
of  information  reported  for  the  1958  Census  of  Busi¬ 
ness.  Large  new  GAF  establishments  in  these  areas 
are  identified  and  are  added  to  the  "large"  store 
panel  or  to  the  Special  Area  Segment  Stores  panel. 

"Small"  Stores  (all  remaining  stores) 

The  remaining  retail  establishments  not  qualifying 
for  one  of  the  above  lists  are  referred  to  as  "small" 
establishments.  They  are  represented  by  the  stores 
of  this  type  located  in  the  sample  of  land  segments. 
These  establishments  are  requested  through  personal 
visits  by  Census  field  representatives  to  report 
sales  figures,  for  2  consecutive  months  once  a  year. 
Because  a  different  group  of  area  segments  are  enu¬ 
merated  each  month  of  the  year,  there  is  a  different 
group  of  "small"  stores  enumerated  each  month. 
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II .  Accounts  Receivable 

Statistics  on  accounts  receivable  have  been  com¬ 
piled  each  month,  effective  with  January  1959,  based 
on  a  subsample  of  the  probability  sample  discussed 
above  that  is  used  to  produce  monthly  estimates  of 
sales  of  retail  stores,  as  follows: 

A.  Group  II  firms  and  Group  I  stores  canvassed  by 
mail  each  month  for  sales  figures  were  subsampled 
on  the  basis  of  their  accounts  receivables  as  of 
December  31,  1957,  as  reported  in  the  1957  Annual 
Retail  Trade  Survey. 

1.  Those  with  total  receivables  above  certain 
specified  criteria  were  assigned  to  a  "fixed" 
panel  which  is  canvassed  monthly  for  accounts 
receivable  data.  These  criteria  vary  by  Census 
Sample  Area  and  by  sample  component,  with  one 
set  of  criteria  established  for  the  Special  Area 
Segment  Stores  and  another  for  the  other  sample 
components . 

2.  Those  with  total  receivables  below  these 
criteria  were  divided  into  12  "rotating"  panels . 
Such  panels  report  for  only  2  sucessive  months 
each  year,  depending  upon  the  "rotating"  panel  to 
which  they  are  assigned.  For  example,  the  Janu¬ 
ary  panel  is  canvassed  for  end-of -month  January 
and  February  receivables,  the  February  panel  for 
February  and  March  receivables,  etc. 

B.  Group  II  firms  added  in  the  panel  revision  of 
January  1961  were  subsampled  on  the  basis  of  their 
accounts  receivable  as  of  November  30,  1960.  Group 
I  general  merchandise,  apparel,  furniture  and  ap¬ 
pliance  stores  added  to  the  panel  as  a  result  of 
the  supplementation  in  these  standard  metropolitan 
statistical  areas  are  assigned  to  the  "fixed"  panel 
if  they  sell  on  credit  and  to  the  "rotating"  panel 
if  they  do  not  sell  on  credit. 

C.  All  Group  I  "small"  stores  described  above  are 
canvassed  for  accounts  receivable  data  for  the 
month  that  they  are  enumerated  for  sales  figures. 
For  both  sales  and  receivables  data,  these  estab¬ 
lishments  are  also  canvassed  for  figures  for  the 
previous  month,  thus  providing  data  for  2  consecu¬ 
tive  months  each  year. 

Comparison  of  Census  Bureau  Accounts  Receivable 

Series  and  Federal  Reserve  Board 

Consumer  Credit  Series 

A  comparison  of  accounts  receivable  data  published 
by  the  Census  Bureau  in  the  Monthly  Retail  Trade  Re¬ 
port,  with  consumer  credit  statistics  published  for 
retail  outlets  in  the  Federal  Reserve  Bulletin,  should 
take  into  account  the  following  differences: 

A.  The  Federal  Reserve  Board  series  is  limited  to 
amounts  owed  by  consumers  only.  The  Board  subtracts 
from  credit  held  by  retailers  amounts  estimated  to 
reflect  nonconsumer  credit,  e.g.,  credit  outstand¬ 
ing  on  sales  by  retail  stores  made  to  contractors 
or  other  businesses.  Conversely,  an  amount  is 
added  which  represents  an  estimate  of  credit  out¬ 
standing  on  sales  to  consumers  by  wholesale  estab¬ 
lishments  . 


B.  The  Federal  Reserve  Board  compiles  retail  cre¬ 
dit  statistics  independently  of  the  Census  Bureau 
for  department  stores,  mail  order  houses,  furniture 
and  home  furnishings  stores, and  household  appliance  “ 
dealers.  Estimates  for  other  kinds  of  business 
are  indirectly  derived  by  the  Federal  Reserve  Board, 
partially  from  Bureau  of  the  Census  survey  results . 

C.  The  two  agencies  use  different  sample  designs 
and  estimating  procedures.  The  Federal  Reserve 
Board  attributes  total  amounts  reported  by  multi - 
unit  organizations  to  the  major  kind  of  business  in 
which  the  organization  is  engaged.  The  Census 
Bureau  distributes  accounts  receivable  data  reported 
by  these  organizations  among  the  various  kinds  of 
business  in  which:  they  were  engaged  as  reported  in 
the  1958  Censu^  of  Business.  (See  "Detailed  De¬ 
scription  of  Sources  and  Methods  Used  in  Revision 
of  Short-  and  Intermediate-Term  Consumer  Credit 
Statistics,  April  1953,  Board  of  Governors  of  the 
Federal  Reserve  System,"  and  the  Census  Bureau's 
"Description  of  the  Sample  for  the  Monthly  Retail 
Trade  Report,  Revised".) 

Kind-of -Business  Classification 

Retail  stores  in  the  sample  are  classified  in  ac¬ 
cordance  with  the  Standard  Industrial  Classification 
Manual,  issued  by  the  Bureau  of  the  Budget  for  the 
purpose  of  providing  a  standard  for  the  classification 
and  presentation  of  establishment  data  by  all  Federal 
agencies.  The  retail  statistics  published  in  this 
report  are  based  on  establishment,  rather  than  com¬ 
modity  or  product,  reporting.  Each  establishment  is 
classified  in  accordance  with  the  major  product  or 
products  (determined  by  volume  of  sales)  which  it 
handles .  The  sales  reported  for  each  establishment 
principally  selling  at  retail  include  all  sales  (re¬ 
tail,  wholesale,  and  receipts  from  services),  and « 
are  not  limited  to  sales  of  the  major  product  or 
products.  Similarly,  the  accounts  receivable  esti¬ 
mates  include  amounts  owed  to  the  retail  stores  on 
all  sales  made  oncredit  at  the  establishment  includ¬ 
ing  sales  at  wholesale  and  receipts  of  services. 

Durable-Goods  Stores  and  Nondurable-Goods  Stores 

Durable-goods  stores  include  all  retail  stores  in 
the  following  major  groups:  the  furniture  group;  the 
lumber,  building  materials,  hardware,  farm  equipment 
group  and  the  automotive  group.  Also  included  in  the 
durable-goods  category  are  jewelry  stores;  book 
stores;  sporting  goods  stores;  bicycle  shops;  second¬ 
hand  stores;  luggage  and  leather  goods  stores;  gift, 
novelty,  souvenir  shops;  typewriter  stores;  optioal 
goods  stores;  music  stores;  camera,  photographic 
supply  stores;  and  miscellaneous  retail  stores  not 
elsewhere  classified. 

Nondurable-goods  stores  Include  all  retail  stores 
in  the  following  major  groups:  the  food  group;  eat¬ 
ing  and  drinking  places;  the  general  merchandise 
group;  the  apparel  group  and  gasoline  service  sta¬ 
tions.  Also  included  in  the  nondurable-goods  cate¬ 
gory  are  liquor  stores;  drug  and  proprietary  stores; 
fuel,  fUel  oil  dealers;  florists;  hay,  grain,  feed 
stores;  farm  and  garden  supply  stores;  stationery 
stores;  newsstands  and  news  dealers;  cigar  stores; 
and  ice  dealers .  . 
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Reliability  of  Data 

The  monthly  dollar  volume  sales  and  accounts  re- 
'“^jeivable  estimates  prepared  by  the  Bureau  of  the  Cen¬ 
sus  and  shown  in  this  report  are  based  an  a  probabil¬ 
ity  sample  and  therefore  the  sampling  variability  of 
these  estimates  is  measurable .  Estimates  of  these 
sampling  variabilities  are  shown  in  tables  13  through 
21.  In  order  to  obtain  a  measure  of  the  variability 
of  the  dollar  volume  and  month-to-month  ratio  esti¬ 
mates,  multiply  the  estimate  by  its  associated  sam¬ 
pling  variability.  Add  and  subtract  the  product  from 
the  estimate.  Since  the  sampling  variabilities  are 
computed  at  the  1-sigma  level,  the  chances  are  that 
2  out  of  3  times  the  "expected  value"  will  be  within 
this  interval.  (The  expected  value  refers  to  that 
value  which  could  be  obtained  from  a  complete  enu¬ 
meration  using  the  same  techniques  in  collecting  and 
processing  as  were  used  for  the  sample.)  Doubling 
the  sampling  variability  and  repeating  this  process 
gives  an  interval  which  will  include  the  expected 
value  approximately  19  out  of  20  times. 

To  illustrate  the  computation  of  these  ranges  for 
monthly  dollar  volume  estimates,  assume  that  the 
sales  estimate  for  a  particular  month  in  table  1  for 
the  food  group  is  $4,698  million.  The  median  sam¬ 
pling  variability  for  the  food  group  shown  in  table 
13  is  1.3  percent  (or  .013).  Multiplying  $4,698  mil¬ 
lion  by  .013,  we  obtain  $61  million.  The  chances  are 
2  out  of  3  that  the  expected  value  is  between  $4,637 
and  $4,759  million  (i.e.,  $4,698  million  plus  and 
minus  $61  million)  and  the  chances  are  19  out  of  20 
that  the  expected  value  lies  between  $4,576  and 
$4,820  million  (i.e.,  $4,698  million  plus  and  minus 
$122  million) . 

As  an  exanple  of  the  use  of  these  sampling  vari¬ 
abilities  with  ratios,  assume  that  a  particular 
month-to-month  percentage  change  in  sales  for  the 
automotive  group  is  -3  percent.  This  percentage 
change  is  equivalent  to  a  month-to-month  ratio  of  .97. 
The  median  sampling  variability  for  this  statistic, 
shown  in  table  13,  is  0.9  percent  (or  .009).  The 
result  of  multiplying  .97  by  .009  is  .009.  The 
probability  is  2  out  of  3  that  the  expected  ratio  is 
contained  in  the  range  .961  to  .979,  while  there  is 
a  probability  of  19  out  of  20  that  the  expected  ratio 
is  contained  in  the  range  .952  to  .988. 

The  sampling  errors  shown  are  also  subject  to  pos¬ 
sibly  high  sampling  variability.  This  is  especially 
true  for  the  estimates  of  standard  metropolitan  sta¬ 
tistical  areas  where  the  sample  is  relatively  small 
and  a  few  new  large  establishments  coming  into  the 
sample  estimates  with  large  weights  have a  relatively 
large  influence  on  the  estimate  of  sampling  error. 
In  order  to  provide  less  erratic  estimates  of  the 
sampling  errors  for  metropolitan  areas,  these  esti¬ 
mates  were  determined  from  a  regression  line  fitted 
by  hand  to  a  scatter  diagram  of  estimated  sampling 
errors  plotted  against  a  rough  measure  of  sample  size . 

It  is  also  to  be  noted  that  measures  of  sampling 
variability  shown  in  this  report  do  not  include  biases 
which  might  arise  from  such  sources  as  nonreporting 
or  response  errors.  Nonresponse  for  the  national 
estimates  for  all  kinds  of  business  combined  amounts 
to  about  6  percent  for  sales  and  11  percent  for  ac¬ 
counts  receivable. 


Preliminary  versus  Final  Volume  Estimates 

I.  Sales 

As  outlined  in  the  preceding  statements  concerning 
the  "Nature  of  the  Sample,"  the  "large"  Group  I 
stores  and  the  Group  II  stores  are  requested  to  re¬ 
port  each  month,  whereas  the  "small"  stores  located 
in  the  sample  of  land  segments  (area  segments)  are 
canvassed  once  a  year  for  figures  for  2  consecutive 
months,  with  a  different  group  of  area  segments  enu¬ 
merated  each  month  of  the  year.  For  example,  in 
March  the  area  segment  retail  establishments  report 
a  sales  figure  for  February  ( current  month),  and  one 
for  January  (previous  month)  and  in  April,  a  differ¬ 
ent  group  of  retail  establishments  report  a  sales 
figure  for  March  (current  month),  and  one  for  Feb¬ 
ruary  (previous  month) .  Hence,  1  month  later  ad¬ 
ditional  data  for  the  "small"  Group  I  stores  are 
available  for  the  previous  month;  e.g.,  in  the  fore¬ 
going  example,  sales  figures  for  February  are  avail¬ 
able  from  retail  establishments  located  within  2 
different  groups  of  land  segments  (once  as  the  current 
month,  and  once  as  the  previous  month ) . 

Beginning  with  the  figures  for  January  1960,  each 
new  month's  sales  estimates,  with  the  exception  of 
those  for  Group  II  shown  in  table  3,  are  labelled 
preliminary,  to  be  replaced  in  the  next  issue  of  the 
Monthly  Retail  Trade  Report  by  final  estimates.  The 
new  month's  sales  data  for  Group  II  stores  shown  in 
table  3  are  always  final  since  the  same  firms  are 
requested  to  report  each  month.  As  the  preliminary 
figures  are  derived  from  reports  for  the  month  enu¬ 
merated  as  a  current  month,  they  in  fact  correspond 
to  the  dollar  volume  estimates  which  prior  to  Jan¬ 
uary  1960  regularly  have  been  carried  in  the  Monthly 
Retail  Trade  Report.  In  the  Monthly  Retail  Trade  Re¬ 
port  for  the  next  month  after  the  one  in  which  the 
preliminary  estimates  are  issued,  these  preliminary 
estimates  are  replaced  by  revised  or  final  estimates 
which  are  based  on  reports  for  the  month  enumerated 
both  as  a  current  and  as  a  previous  month.  The  use 
of  both  current  and  previous  month  samples  results 
in  a  generally  lower  sampling  variability  of  the 
estimates  than  would  be  expected  from  vise  of  only  a 
current  month  sample. 

On  the  average,  for  the  last  full  calendar  year 
the  change  in  national  dollar  volume  levels  from  the 
preliminary  to  the  final  estimates  was  .2  percent 
for  all  retail  stores  combined.  For  individual 
kinds-of -business  groups;,  revisions  have  been  greater, 
ranging  on  the  average  from  .3  percent  for  the  food 
group  to  1.1  percent  for  eating  and  drinking  places. 

A  more  detailed  and  technical  description  of  the  de¬ 
velopment  of  these  estimates  may  be  obtained  upon 
request  to  the  Bureau  of  the  Census.  A  description 
of  the  sample  as  constituted  in  October  1955,  esti¬ 
mating  procedure  used  and  additional  information  on 
the  reliability  of  the  estimates  is  available  in  a 
pamphlet  entitled  "Description  of  the  Sample  for  the 
Monthly  Retail  Trade  Report." 

II.  Accounts  Receivable 

As  described  for  sales  estimates,  each  new  month's 
accounts  receivable  estimates,  including  those  for 
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Group  II  firms  shown  in  table  12,  are  labelled  pre¬ 
liminary  to  be  replaced  in  the  next  issue  of  the  Mon¬ 
thly  Retail  Trade  Report  by  final  estimates.  Over 
the  last  full  calendar  year,  the  average  change  in 
total  accounts  receivable  balances  from  the  prelim¬ 
inary  to  the  final  estimates  was  .5  percent  for  all 
retail  stares  combined.  For  individual  kinds-of-busi- 
ness  groups,  revisions  have  been  greater,  ranging 
on  the  average  from  .9  percent  for  the  general  mer¬ 
chandise  group  to  2.2  percent  for  "the  food  group  (the 
eating  and  drinking  group,  relatively  unimportant  in 
accounts  receivable  balances,  averaged  3.7  percent). 
Unlike  the  new  month's  sales  data  for  Group  II  firms, 
the  Group  II  accounts  receivable  estimates  for  the 
new  month  are  not  final  since  the  same  firms  are  not 
requested  to  report  each  month;  i.e.,  a  portion  of 
the  Group  II  accounts  receivable  estimates  is  derived 
from  rotating  panels  (see  Nature  of  the  Sample  above). 

Percentage  Changes  in  Sales  (Table  2) 

The  percentage  changes  in  sales  shown  in  table  2 
for  all  kinds  of  business,  except  those  asterisked, 
are  derived  directly  from  the  dollar  volume  estimates 
in  table  1.  Because  the  sampling  variability  of  dol¬ 
lar  estimates  for  those  kinds  of  business  with  an 
asterisk  is  relatively  large,  such  estimates  are  not 
published;  however,  the  percentage  changes  which  are 
derived  from  such  estimates  have  a  smaller  sampling 
variability  than  the  estimates  themselves  and  are 
shown  in  table  2. 

Sales  and  Accounts  Receivable  Balances  of  Stores 

of  Firms  Operating  11  or  More  Retail 

Stores  (Tables  3  and  12l 

Separate  data  are  presented  in  tables  3  and  12  for 
stores  of  organizations  which,  in  the  1958  Census  of 
Business,  were  reported  as  operating  11  or  more  re¬ 
tail  stores.  Since  all  such  firms  report  sales  fig¬ 
ures  each  month,  sales  estimates  for  this  group 
(table  3)  are  not  subject  to  sampling  variability. 
However,  the  accounts  receivable  estimates  for  this 
group  (table  12)  are  subject  to  sampling  variability 
(see  table  20 )  since  a  portion  of  such  estimates  are 
derived  from  a  sample;  i.e.,  rotating  panels  (see 
Nature  of  the  Sample  above ) . 

Sales  of  Stores  of  Firms  Operating  4  or  More 

Stores  (Table  47 

The  estimated  monthly  sales  of  retail  stores  of 
organizations  operating  4  or  more  retail  stores  as 
shown  in  table  4  are  based  in  part  on  a  sample; 
therefore,  the  results  are  subject  to  some  sampling 
variability.  The  estimates  shown  are  derived  by  sum¬ 
ming  the  sales  of  Group  II  stores  (see  above)  and  the 
weighted  sales  of  Group  I  retail  stores  operated  by 
organizations  which  have  4  to  10  retail  stores. 

Unpublished  Data 

Selected  additional  data,  such  as  dollar-volume 
estimates  for  some  kinds  of  business  and  geographic 
areas  not  separately  shown  in  this  report,  are  pro¬ 
duced  as  a  byproduct  of  the  regularly  published  sta¬ 
tistics.  These  additional  data  have  not  been  in¬ 
cluded  in  this  publication  basically  because  their 
sampling  variability  is  so  high  relative  to  the 


changes  from  month  to  month,  or  between  other  periods, 
that  might  be  anticipated  actually  to  occur,  as  to 
make  them  potentially  misleading.  The  Bureau  of  the 
Census,  on  request,  will  release  such  figures  for— 
individual  use,  though  not  for  publication.  For  ex¬ 
ample,  unpublished  geographic  area  data  identified 
in  this  report  as  subject  to  sampling  variability  of 
"C "  or  "c"  magnitude  are  available  on  request.  Se¬ 
lected  additional  data,  providing  greater  detail  by 
geographic  area  and  by  kind  of  business,  may  be  de¬ 
veloped  on  a  reimbursable  basis.  It  should  be  noted 
that  in  some  cases  unpublished  figures  can  be  derived 
directly  from  this  report  by  subtracting  published 
data  from  their  respective  totals .  However,  in  these 
cases,  the  figures  obtained  by  such  subtraction  would 
be  subject  to  the  high  sampling  variability  described 
above  for  unpublished  kinds  of  business  and  their  use 
would  be  subject  to  the  same  hazards. 

Special  Tabulations 

Separate  county  figures,  by  kind  of  business,  are 
estimated  in  the  course  of  compiling  the  geographic 
area  statistics  shbwn  in  this  report.  These  county 
"building  block"  statistics  can  be  used  to  develop 
totals  for  any  geographic  areas  which  represent  com¬ 
binations  of  counties;  e.g.,  a  company’s  sales  or 
marketing  areas.  Special  tabulations  for  such  geo¬ 
graphic  areas,  prepared  on  a  reimbursable  basis,  can 
be  developed  upon  request.  The  reliability  of  geo¬ 
graphic  area  estimates  depends  upon  the  size  of  the 
area  and  the  kind-of-business  categories  tabulated. 
The  areas  generally  should  each  account  for  at  least 
3  percent  of  the  U.S.  population  and  such  tabulations 
should  be  limited  to  statistics  for  all  kinds  of 
business  combined  and  for  large  and  statistically 
reliable  combinations  of  kind-of-business  categories, 
such  as  the  GAF  combination. 

Data  Adjusted  for  Seasonal  Variations  and 

Trading  Day  Differences 

The  national  data  in  this  publication  have  been 
ad justed  on  the  basis  of  adjustment  factors  developed 
from  the  X-9  versionaf  the  Census  Method  II  seasonal 
adjustment  program.  The  new  trading  day  factors 
used  for  adjusting  the  national  sales  estimates  were 
developed  in  accordance  with  the  method  described  in 
Seasonal  Adjustment  on  Electronic  Computers,  the 

"Measurement  of  Calendar  Variation, "  pp.  343-360, 
Organization  for  Economic  Cooperation  and  Development, 
Paris,  1961.  Details  concerning  the  new  seasonal  and 
trading  day  factors  may  be  obtained  from  the  Chief, 
Economic  Research  and  Analysis  Division,  Bureau  of 
the  Census,  Washington,  D.C.,  20233. 

Tables  22-23,  pp.  23-24  present,  by  kind  of  busi¬ 
ness,  the  combined  seasonal  and  trading  day  adjust¬ 
ment  factors  for  the  sales  estimates  and  seasonal 
adjustment  factors  for  end-of -month  accounts  receiv¬ 
able  that  are  vised  in  adjusting  data.  The  factors 
shown  for  data  at  the  kind-of-business  group  and 
total  levels  are  approximations  and  may  show  small 
differences  from  the  published  data.  Summary  mea¬ 
sures  of  the  seasonal,  cyclical,  and  irregular  com¬ 
ponents  of  the  data  by  kind  of  business  groups  and 
totals  are  presented  in  tables  24-25,  pp.  25-26. 
These  measures  provide  a  rough  guide  for  use  in  in¬ 
terpreting  current  percentage  changes  in  the  adjusted 
data. 


Table  23. —COMBINED  SEASONAL,  TRADING  DAT,  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  SALES  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II  RETAIL  STORES— JANUARY  1964 — DECEMBER  1965 
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The  adjustment  factors  shown  above  for  sales  are  a  combination  of  the  seasonal,  holiday,  and  trading  day  factors.  These  are  separately  available,  however,  upon  request.  Adjustment  factors  are  not  included  in 
thic  table  for  thoee  kinds  of  business  for  which  adjusted  data  are  not  published  separately. 

Adjusted  sales  data  3hcvn  in  tables  1  and  3  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors  shewn  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for 
the  suxaaary  trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the  individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show  small  differences  from  published  data. 

(HA)  Not  available. 
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Table  24. --COMBINED  SEASONAL  AND  HOLIDAY  ADJUSTMENT  FACTORS  FOR  ACCOUNTS  RECEIVABLE  OF  ALL  RETAIL  STORES  AND  OF  GROUP  II 
STORES,  BY  CHARGE  AND  INSTALLMENT  ACCOUNTS:  JANUARY  1965-DECEMBER  1965 


1965 


Kind  of  business 

Jan. 

Feb. 

Mar. 

Apr. 

May 

June 

July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec . 

TOTAL  ACCOUNTS  RECEIVABLE 

All 

Stores 

United  States,  total . 

101.9 

96.7 

96.8 

98.7 

100.3 

100.2 

99.5 

99.6 

99.4 

99.8 

99.9 

106.6 

Durable-goods  stores,  total . 

97.1 

93.8 

94.8 

96.8 

99.8 

101.6 

102.9 

103.5 

102.5 

103.1 

100.7 

103.1 

Nondurable -goods  stores,  total . 

105.9 

99.0 

98.5 

100.1 

100.8 

99.1 

97.0 

96.9 

96.6 

97.5 

99.3 

109.6 

Food  group . 

98.7 

97.0 

98.1 

95.8 

98.2 

99.1 

101.1 

105.2 

104.4 

101.9 

98.8 

102.2 

General  merchandise  group . 

108.7 

99.2 

97.4 

97.8 

98.5 

97.1 

96.8 

96.3 

97.3 

97.9 

100.2 

112.4 

Department  stores . 

110.5 

99.1 

97.0 

97.5 

98.1 

97.7 

96.9 

97.0 

97.2 

98.5 

99.9 

113.8 

Mail  order  houses  (department  store  merchandise) . 

103.7 

97.7 

97.9 

97.7 

100.0 

97.3 

95.8 

96.9 

96.2 

97.7 

100.8 

109.1 

Apparel  group . 

109.5 

99.2 

100.2 

100.7 

96.6 

95.9 

91.5 

91.9 

95.9 

99.4 

100.7 

121.4 

Women's  ready-to-wear  stores . . 

106.6 

98.2 

103.9 

104.8 

99.5 

95.5 

87.8 

89.7 

95.3 

99.4 

99.8 

120.6 

Furniture  and  appliance  group . 

102.6 

100.2 

98.3 

97.4 

100.2 

99.8 

98.2 

99.2 

99.6 

99.7 

99.2 

107.8 

Furniture,  home  furnishings  stores . 

103.2 

100.1 

98.1 

97.5 

100.1 

99.1 

97.6 

99.6 

102.2 

101.9 

98.9 

106.8 

Furniture  stores . 

104.6 

100.2 

98.7 

97.2 

100.5 

99.9 

97.3 

101.4 

100.4 

99.6 

98.7 

106.5 

Household  appliance,  TV,  radio  stores . 

100.0 

99.9 

97.9 

98.3 

101.0 

102.3 

98.2 

97.4 

96.7 

97.9 

101.6 

109.1 

Household  appliance  dealers . 

99.4 

99.7 

99.4 

96.9 

100.8 

102.6 

100.3 

96.4 

94.4 

95.9 

101.4 

108.5 

Lumber,  building,  hardware,  farm  equipment  group . 

88.6 

86.7 

88.8 

95.7 

100.4 

102.6 

108.4 

109.5 

108.9 

110.5 

102.3 

94.0 

Lumber  yards,  building  materials  dealers . 

90.0 

87.4 

87.1 

95.3 

99.5 

99.9 

106.1 

108.9 

109.3 

111.5 

105.7 

94.9 

Lumber  yaras . 

89.3 

87.4 

85.7 

95.4 

100.0 

102.8 

107.8 

109.5 

109.2 

110.9 

104.2 

94.2 

Automotive  group . 

96.5 

92.9 

95.7 

98.8 

101.2 

103.2 

103.7 

102.5 

99.5 

100.7 

101.5 

103.3 

Passenger  car  dealers  (franchised) . 

97.3 

93.0 

96.3 

100.6 

101.4 

101.2 

101.4 

101.4 

97.9 

101.9 

101.6 

104.4 

Tire,  battery,  accessory  dealers . 

95.0 

92.8 

94.2 

94.0 

100.2 

106.7 

108.4 

104.2 

102.6 

98.7 

101.4 

102.3 

Gasoline  service  stations . 

96.9 

94.0 

98.4 

100.1 

102.6 

104.0 

100.6 

101.4 

100.2 

101.8 

101.6 

96.0 

CHARGE  ACCOUNTS 

United  States,  total . 

99.0 

94.9 

95.4 

99.2 

101.8 

100.6 

99.8 

100.2 

99.9 

101.1 

101.0 

105.8 

Durable-goods  stores,  total . 

93.6 

90.0 

91.6 

96.6 

100.7 

102.0 

104.3 

104.9 

104.0 

106.3 

102.7 

101.1 

Nondurable -goods  stores,  total . 

104.1 

99.4 

98.9 

101.6 

102.9 

99.2 

95.9 

96.1 

95.2 

96.3 

99.3 

109.8 

General  merchandise  group . 

112.3 

101.4 

95.2 

94.9 

99.1 

95.4 

91.8 

93.2 

94.0 

95.6 

101.2 

126.2 

Department  stores . 

115.1 

101.6 

94.0 

93.0 

98.3 

93.7 

92.0 

91.7 

91.7 

94.6 

100.8 

131.2 

Apparel  group . . . 

109.8 

98.1 

99.7 

100.8 

95.3 

94.5 

90.1 

91.1 

96.2 

100.3 

103.2 

125.6 

Furniture  and  appliance  group . 

102.1 

98.8 

96.6 

97.3 

99.4 

100.2 

97.8 

99.1 

99.9 

102.5 

103.0 

108.5 

Furniture,  home  furnishings  stores . 

101.7 

97.1 

94.8 

99.7 

100.8 

99.2 

96.4 

99.7 

102.7 

104.1 

102.6 

108.3 

Limber,  building,  hardware,  farm  equipment  group . 

87.7 

85.4 

87.1 

95.1 

101.2 

102.6 

108.9 

110.3 

109.3 

111.8 

103.3 

93.7 

Lumber  yards,  building  materials  dealers . 

89.2 

86.4 

86.2 

94.9 

99.4 

100.1 

106.7 

109.0 

109.3 

111.6 

106.2 

94.9 

Lumber  yards . 

88.3 

86.4 

84.8 

94.6 

99.9 

103.3 

108.2 

109.8 

108.8 

110.9 

104.7 

94.1 

Automotive  group . 

97.8 

93.7 

95.6 

98.9 

102.7 

102.7 

101.6 

99.4 

98.0 

106.0 

102.4 

102.0 

Passenger  car  dealers  (franchised) . 

99.4 

95.0 

96.7 

101.5 

102.3 

101.2 

100.2 

99.1 

96.3 

101.3 

101.5 

102.9 

Gasoline  service  stations . 

96.7 

94.4 

98.2 

100.2 

102.5 

104.0 

100.7 

101.7 

100.3 

101.9 

101.4 

95.8 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

105.0 

98.5 

98.4 

98.0 

98.8 

100.0 

99.0 

99.3 

99.2 

98.7 

98.8 

107.6 

Durable-goods  stores,  total . 

101.4 

98.4 

98.7 

97.1 

98.7 

101.1 

100.8 

101.5 

101.5 

99.0 

98.3 

105.2 

Nondurable -goods  stores,  total . 

107.6 

98.6 

98.1 

98.6 

98.8 

99.1 

97.9 

97.6 

97.7 

98.4 

99.4 

109.2 

General  merchandise  group . 

107.8 

98.6 

98.0 

98.6 

98.4 

97.6 

97.8 

97.7 

98.0 

98.6 

100.0 

109.6 

Department  stores . 

109.1 

98.3 

97.9 

99.0 

98.0 

99.0 

98.3 

98.1 

98.3 

99.3 

99.5 

109.4 

Apparel  group . . 

108.8 

102.2 

101.4 

100.3 

99.9 

99.6 

95.1 

94.6 

94.9 

97.6 

94.4 

111.0 

Furniture  and  appliance  group . 

102.7 

100.8 

99.1 

97.2 

100.6 

99.5 

98.4 

99.3 

99.6 

98.3 

97.5 

105.9 

Furniture,  home  furnishings  stores . 

103.9 

101.4 

99.5 

96.5 

99.8 

99.0 

98.2 

100.1 

99.4 

98.4 

97.4 

106.1 

Household  appliance,  TV,  radio  stores . 

98.9 

98.7 

98.0 

99.7 

103.6 

101.4 

98.5 

99.0 

99.7 

97.8 

98.9 

104.6 

Automotive  group . 

94.7 

92.0 

95.8 

98.7 

99.3 

103.9 

105.5 

105.3 

101.5 

100.0 

102.7 

103.9 

Tire,  battery,  accessory  dealers . 

97.2 

95.7 

94.6 

95.0 

96.2 

105.8 

107.5 

106.0 

103.9 

96.9 

100.2 

101.9 

Group  II  Stores 

TOTAL  ACCOUNTS  RECEIVABLE 

United  States,  total . 

107.0 

98.5 

97.5 

97.7 

98.5 

98.3 

97.4 

98.2 

98.5 

98.7 

100.1 

109.6 

Durable-goods  stores,  total . 

99.4 

96.2 

96.6 

97.0 

98.4 

100.2 

101.1 

102.8 

103.3 

102.3 

101.7 

103.4 

Nondurable -goods  stores,  total . 

109.5 

99.2 

97.7 

97.9 

98.5 

97.8 

97.6 

98.3 

98.9 

99.9 

101.2 

111.5 

General  merchandise  group . 

109.9 

99.3 

97.3 

97.5 

98.1 

97.4 

97.8 

98.9 

99.4 

99.8 

101.3 

110.8 

Department  stores . 

111.3 

99.2 

97.6 

98.0 

97.8 

97.2 

97.9 

98.7 

99.5 

100.7 

101.2 

112.3 

Apparel  group . 

110.0 

101.1 

100.7 

100.6 

98.0 

98.4 

94.6 

91.7 

93.0 

96.7 

98.6 

119.5 

Furniture  and  appliance  group . 

100.9 

100.2 

100.3 

98.7 

98.8 

98.4 

98.5 

97.9 

99.0 

99.8 

100.3 

104.2 

Tire,  battery,  accessory  dealers . 

96.1 

94.7 

93.5 

95.4 

98.3 

104.9 

108.6 

105.9 

103.2 

98.8 

101.8 

101.9 

CHARGE  ACCOUNTS 

United  States,  total . 

105.5 

97.0 

95.4 

95.3 

98.8 

98.7 

96.7 

97.7 

98.4 

100.4 

101.2 

114.5 

Durable-goods  stores,  total . 

91.8 

87.5 

91.7 

96.1 

98.0 

101.3 

103.9 

107.3 

107.9 

109.4 

106.3 

99.3 

Nondurable -goods  stores,  total . 

112.3 

101.8 

97.3 

94.9 

99.3 

97.4 

93.2 

92.3 

93.1 

96.2 

98.9 

121.9 

General  merchandise  group . 

117.5 

103.3 

94.0 

90.8 

97.6 

95.0 

89.5 

90.0 

92.9 

95.5 

101.2 

131.0 

Department  stores . 

118.9 

103.9 

94.1 

90.1 

97.7 

92.7 

88.4 

88.3 

89.9 

94.6 

99.2 

136.3 

Apparel  group . . . 

110.6 

101.1 

99.7 

100.5 

98.2 

99.1 

96.9 

90.6 

92.5 

96.4 

96.8 

120.8 

Furniture  and  appliance  group . . . 

92.9 

101.4 

97.2 

102.1 

94.8 

100.1 

100.3 

95.2 

97.8 

102.5 

100.7 

107.2 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

107.4 

98.9 

98.0 

98.2 

98.4 

98.3 

97.5 

98.1 

98.3 

98.4 

100.0 

109.1 

Durable -goods  stores,  total . 

102.2 

99.4 

98.5 

97.4 

98.5 

99.7 

100.1 

100.5 

101.2 

99.8 

100.4 

105.0 

Nondurable-goods  stores,  total . 

108.9 

98.7 

97.8 

98.5 

98.3 

97.9 

96.8 

97.6 

97.9 

98.6 

100.5 

110.9 

General  merchandise  group . 

109.0 

98.8 

97.7 

98.4 

98.2 

97.7 

96.9 

97.8 

97.9 

98.6 

100.5 

110.5 

Department  stores . . . 

110.1 

98.5 

98.1 

99.2 

97.8 

97.9 

97.5 

98.5 

99.3 

99.5 

100.3 

110.9 

Apparel  group . 

109.4 

101.1 

101.6 

100.8 

97.8 

97.7 

92.6 

92.5 

93.5 

97.1 

100.0 

117.8 

Furniture  and  appliance  group . 

101.9 

110.0 

100.7 

98.3 

99.3 

98.2 

98.4 

98.4 

99.1 

99.3 

100.3 

104.2 

Note:  The  adjustment  factors  shown  in  this  table  for  the  months  of  January  through  June  have  been  developed  from  unadjusted  data  compiled  in  this  survey  from 
January  1959  through  June  1964  using  the  X-9  version  of  the  Census  Method  II  seasonal  adjustment  program.  A  description  of  this  technique  may  be  obtained  from 
the  Chief,  Economic  Research  and  Analysis  Division,  Bureau  of  the  Census.  Factors  for  July  through  December  are  based  on  additional  data  through  April  1965. 


The  adjustment  factors  shown  above  for  accounts  receivables  are  a  combination  of  seasonal  and  holiday  factors  .  Adjustment  factors  are  not  included  in  this 
table  for  those  kinds  of  business  for  which  adjusted  data  are  not  published  separately. 


Adjusted  accounts  receivable  data  shown  in  tables  12  and  13  are  obtained  by  dividing  the  unadjusted  data  shown  in  these  tables  by  the  adjustment  factors 
shown  above  for  the  corresponding  kinds  of  business.  Adjusted  data  for  the  summary  trade  totals  are  obtained  by  summarizing  the  adjusted  data  for  the 
individual  kinds  of  business.  Seasonal  factors  shown  for  totals  are  approximations  and  may  show* small  differences  from  published  data. 


25 


Table  25  AVERAGE  FDNTH-TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  TOR  ADJUSTED  RETAIL  SALES’ 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 


Range 

of 

seasonal 

factor 


17c 


MCD 


Average  duration  of  run 


Cl 


ALL  STORES 


United  States,  total. 


7,48 


Durable-goods  stores,  total.... 
Nondurable -goods  stores,  total. 


Food  group . . 

Grocery  stores . 

Eating  and  drinking  places . 

General  merchandise  group . 

Department  stores . 

Variety  stores . 

Mail  order  houses  (department  store  merchandise) 

Apparel  group . 

Men 's,  boys '  wear  stores . ’ ’  ’ 

Women's  apparel,  accessory  stores . 

Shoe  stores . 


Furniture  and  appliance  group . 

Furniture,  home  furnishings  stores . 

Household  appliance,  TV,  radio  stores . !. 

Lumber,  building,  hardware,  farm  equipment  group. 

Lumber  yards,  building  materials  dealers . 

Hardware  stores . 


Automotive  group . 

Passenger  car,  other  automotive  dealers. 

Tire,  battery,  accessory  dealers . 

Gasoline  service  stations . 

Drug  and  proprietary  stores . 

Liquor  stores . 


United  States,  total. 

Grocery  stores . 

Eating  and  drinking  places. 

General  merchandise  group.. 

Department  stores . 

Variety  stores . 


;  jj’parel  group . 

Men's,  boys'  wear  stores. 


Women's  apparel,  accessory  stores. 
Shoe  stores . 


7.44 

7.99 

5.81 

6.02 

5.13 

16.81 

17.78 

20.35 

16.75 

19.99 

22.40 

19.47 

20.50 

8.64 

8.59 

9.94 

8.84 

9.50 

12.12 

7.60 

7.75 

12.35 

4.25 

6.95 
11.57 


7.41 


7.37 

7.90 

5.86 

6.09 

3.60 

16.71 
16.04 
18.87 
14.80 

19.73 

20.16 

16.51 

17.45 

8.45 

7.75 

8.75 

8.88 

8.55 

10.72 

7.32 

7.31 

10.40 

2.57 

6.02 

9.16 


40.4 


26.5 

47.0 

19.4 

19.3 

20.3 

115.0 

110.1 

131.2 

91.1 

112.6 

125.1 

96.1 

63.2 

49.7 

38.9 

54.9 

45.3 

46.5 

61.1 

27.0 

33.2 

52.6 

11.5 

34.6 

62.9 


.84 


1.87 

.65 

.72 

.74 

.84 

1.36 

1.58 

1.65 

2.26 

1.75 

2.51 

1.86 

2.28 

1.39 

1.47 

2.31 

1.95 
2.00 
1.81 

3.13 

2.96 
2.35 

.79 

.93 

1.12 


.70 


1.65 

.52 

.62 

.64 

.75 

1.24 

1.45 

1.59 

2.20 

1.68 

2.28 

1.72 

2.17 

1.27 

1.33 

2.13 

1.77 

1.84 

1.70 

2.80 

2.60 
2.15 

.58 

.73 

.94 


.42 


.77 

.36 

.35 

.39 

.36 

.45 

.50 

.53 

.65 

.47 

.80 

.55 

.55 

.54 

.63 

.72 

.57 

.67 

.54 

1.07 

1.15 

.88 

.50 

.47 

.57 


1.67 


2.14 

1.44 

1.77 

1.64 

2.08 

2.76 

2.90 

3.00 

3.38 

3.57 

2.85 

3.13 

3.95 

2.35 

2.11 

2.96 

3.11 

2.75 

3.15 

2.62 

2.26 

2.44 

1.16 
1.55 
1.65 


3 

2 

2 

2 

3 

3 

3 

3 

4 

4 

4 

4 

4 

3 

3 

4 

4 

3 

4 

3 

3 

3 

2 

2 

2 


2.10 

2.20 

1.86 

1.86 

1.99 

1.81 

1.79 

1.88 

1.86 

1.57 

1.91 

1.79 

1.74 

1.63 

1.96 

1.86 

2.04 

1.81 

1.93 

1.93 

1.94 
1.91 

2.31 

2.42 

2.13 


1.59 

1.61 

1.61 

1.51 

1.59 

1.64 

1.63 

1.55 

1.57 

1.47 

1.61 

1.63 

1.70 

1.38 

1.39 
1.57 

1.55 

1.57 

1.79 

1.46 

1.49 

1.57 

1.70 

1.77 

1.54 


11.92 

47.67 

47.67 

39.00 

10.21 

17.88 

13.00 

17.88 

13.00 

9.53 
6.81 

13.00 

8.94 

14.30 

11.92 

10.21 

7.53 
8.94 
8.94 

8.94 

10.00 

7.94 

47.67 

13.00 

20.43 


3.92 

3.16 

4.06 

4.30 

4.70 

3.71 
3.53 
4.03 
5.19 

2.86 

3.26 

4.24 

4.52 

4.41 

4.86 

4.67 

3.68 
3.71 
4.83 

3.07 

3.14 

4.70 

3.64 

4.58 

4.06 


GROUP  II  STORES 


11.81 


7.85 

4.40 

17.45 

16.85 

21.13 

23.23 

27.40 

22.17 

24.22 

14.11 

10.54 


10.81 


2.33 

2.84 

17.45 

15.31 
19.68 

22.18 

23.64 

18.92 

20.32 

12.38 

9.37 


10.5 

15.5 

116.4 
105.0 

132.7 

115.4 

131.7 

111.4 

72.7 

63.4 

59.7 


1.23 


1.03 

1.55 

2.29 

2.85 

1.59 

2.98 

5.27 

3.32 

3.61 

2.84 

1.49 


1.12 


.89 

1.42 

2.26 

2.78 

1.53 

2.88 

5.10 

3.16 

3.65 

2.73 

1.44 


.73 


.52 

.66 

1.00 

1.06 

.47 

.82 

1.04 

.80 

.56 

.76 

.62 


1.53 


1.71 

2.15 

2.26 

2.62 

3.26 

3.51 
4.90 
3.95 

6.52 

3.54 

2.32 


2 

3 

3 

3 

4 

4 

5 
4 

6 

4 

3 


2.01 


1.81 

2.34 

1.63 

1.64 

1.81 

1.72 

2.23 

1.81 

1.61 

1.86 

2.23 


1.34 

1.93 

1.68 

1.51 

1.68 

1.57 

2.17 

1.54 

1.47 

1.72 

1.66 


71.50 

17.88 

15.89 
13.00 
14 .30 

11.92 

14.30 

11.00 

14.30 

11.92 

23.83 


4.06 

6.41 

4.86 

4.27 

4.67 

3.68 
6.32 
4.52 
4.93 

5.00 

11.75 


Tire,  battery,  accessory  dealers 
Drug  and  proprietary  stores . 

™0=caS\1^1%:perb?7"fNft1oL1fB“LforLmom^1ese^hf>lLM®  expWlons  *  "Electronic  Computers  and 

;o  is  the  average  month -to -montR  percentage  change,  without  regard  to  sign,  in  the  original  series  before  seasonal  or  trading  day  adjust*** 

*£  IdJusTed^s^:10-^  Percentage  *>  the  seasonal  component.  It  is  a  measure  of  the  average  seasonal  change 

iXrZ^TsZllT  iS  the  diff“  bet“e“  «“  ^  “St  seasonal  factor  for  1  calendar  year.  It  is  a  measure  of  the  maximum  seasonal  change 
Cl  is  the  average  mcmth-to-month  percentage  change,  without  regard  to  sign,  in  the  seasonally  adjusted  series, 
seasonally  adjSfed^ies^nhe  .With°“t  regard  t0  Sien’  f°r  **  lrreeular  c°-"P°nent.  The  irregular  component  is  obtained  by  dividing  the 

5  £== w  — r  - — 

MCD  the  average  (without  regard  to  sign)  percentage^hLges'in  therSregSlaJicom^ntVerdUhICllt°i°bSerVe  °yolical  "’ove”e»«'S  in  a  monthly  series.  In  deriving 
etc.)  s-manth  spans  (Jan. -Mar.,  Feb.-ADr  etc  )  „  »„  s  ^regular  component  and  cyclical  component  are  computed  for  1-month  scans  (Jan  -Feh 

cyclicai  component  is  larger  than  the  average  chLl^  (without  regar^to  sign) ^the^r  VPan  ^  WhlCh  th*  avera«e  chanee  (without  regard  to  sign) 'in  th'e  *  " 
begin  to  be  more  attributable  to  cyclical  than  to  irregular  movem^ts  S  ^e  11?"^  '“"Ponent,  that  is,  it  indicates  the  point  at  which  actuations 
greater  than  "5"  are  shown  as  "6."  MCD  is  small  for  s^olh  series  £  Urge fS^Ktle  8P““  than  5  «U  •«!«  with  an  McT 

observations.  ‘vh^Ihe™  il  no“h^e  °"  ?°"secuUve  monthl>'  lunges  in  the  same  direction  in  any  series  of 

average  duration  of  run  is  shown  for  the  seasonauTadjisted saH^CI  Ilrecul.r  „  ,iS  “  °?f>ge  111  the  sa“'  direction  as  the  preceding  change  t” 

average  is  a  monthly  average  (with  the  number  of  terms  ?oerMceD)Cof  C0^ent  C’  “d  the  HCD  w  '^Thc  *MCD^mov ing 

r^d”^  °^Sb  Wlth-the-  expected  duration  of 

greater  than 

£  the  s™Uy  adjusted  aeries/'cntoe'^^^v^e^I^iZr^oIIi"  °f  "  1-86<for  “0ld  appllan-a’  thi.  indicates 

U  separation  of  the  seasonally  adjusted  series  into  an  esamtlalT^LSS^iSL^  “  random  series .  In  the  next  2  columns,  1.57  for  I  and 

for  MCD  indicates  that  a  4-month  moving  average  of  the  seasnru.ilv  nH  i,ib.0h  random  -ompcment  and  the  cyclical  (non-random)  component.  Finally 

every  4  or  5  months.  The  increase  in  the  averagl  d^aU* oITuTfrom  *  "CD  a5“)  revaraea  direct!*,  onT^.ge^ouI’ 

of^MCD  spans  substantially  reduces  the  effect  of  the  irregular  component 'upon  theslas^n^dj^t^a^e^  "Ver88e  lDdlcatea  that  thl.  “arles  th.  use 

used  to  estimate  the  seasonal  factors.  C^rCTrdltarh^evel*' IV^adJ^^bl^r'crf^t  th<!  roonths  USKi  to  =°"Tute  the  measures  were  the  same  months 

Tests  to  date  indicate  that  MCD  are  probably  2  months  greater  than  thone  ^  of  factors  projected  one  year  ahead,  and  are  thus  subject  to  additional  ar  - 

R  .:;.r 1  ™  — “•* *? — - isrr.  HsF' 


■  (0^,Lrth  re™ls  Irr^l^rlesMTl^d^lrfa^CMI  those  of  a 

changes  —ge  durati*,  of  Well  ho^ 
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Table  26.— AVERAGE  MONTH- TO-MONTH  PERCENT  CHANGES  AND  RELATED  SUMMARY  MEASURES  FOR  ADJUSTED  ACCOUNTS  RECEIVABLE: 

ALL  STORES  AND  GROUP  II  STORES 


Kind  of  business 

0 

S 

Range 

of 

seasonal 

factor 

'Cl 

I 

c 

I/C 

MCD 

Average  duration  of  run 

Cl 

I 

C 

MCD 

TOTAL  ACCOUNTS  RECEIVABLE 

All  Stores 

United  States,  total . 

2.47 

2.10 

11.8 

.83 

.58 

.57 

1.02 

2 

2.95 

1.67 

21.67 

7.11 

Durable-goods  stores,  total . 

2.02 

1.92 

8.6 

.61 

.50 

.35 

1.43 

2 

2.03 

1.71 

16.25 

3.05 

Nondurable -goods  stores,  total . 

3.47 

2.92 

14.2 

1.32 

.85 

.85 

1.00 

2 

3.10 

1.67 

16.25 

5.82 

Food  group . 

2.43 

1.53 

8.5 

1.68 

.34 

4.71 

6 

1.63 

1.55 

9.29 

4.00 

General  merchandise  group . 

4.60 

3.53 

19.7 

2.13 

1.47 

1.37 

1.07 

2 

3.61 

1.55 

21.67 

7.11 

Department  stores . 

5.09 

4.20 

22.2 

2.15 

1.60 

1.42 

1.13 

2 

2.95 

1.63 

21.67 

4.92 

Mail  order  houses  (department  store  merchandise). 

3.73 

2.54 

13.4 

2.33 

1.41 

1.62 

.87 

1 

2.83 

1.51 

16.25 

2.83 

Apparel  group . 

5.63 

5.37 

32.0 

1.31 

1.22 

.44 

2.77 

4 

1.91 

1.76 

7.22 

3.65 

Women's  ready-to-wear  stores . 

6.26 

5.98 

32.7 

1.39 

1.19 

.57 

2.09 

3 

1.91 

1.71 

6.50 

3.50 

Furniture  and  appliance  group . 

2.07 

1.80 

9.4 

1.00 

.83 

.45 

1.84 

3 

1.97 

1.86 

9.29 

3.50 

Furniture,  home  furnishings  stores . 

2.26 

2.05 

9.9 

1.12 

.93 

.44 

*  2.11 

3 

1.97 

1.86 

7.22 

3.50 

Furniture  stores . 

2.28 

1.95 

9.4 

1.09 

.90 

.47 

1.91 

3 

1.81 

1.59 

6.50 

3.50 

Household  appliance,  TV,  radio  stores . 

2.34 

1.73 

9.7 

1.40 

1.21 

.60 

2.02 

3 

2.03 

1.59 

7.22 

3.32 

Household  appliance  dealers . 

2.40 

1.79 

9.0 

1.40 

1.15 

.75 

1.53 

2 

2.17 

1.76 

7.22 

3.76 

Lumber,  building,  hardware,  'arm  equipment  group... 

4.22 

4.08 

24.2 

.96 

.91 

.40 

2.28 

3 

1.91 

1.59 

13.00 

3.15 

Lumber  yards,  building  materials  dealers . 

4.46 

3.76 

23.4 

1.57 

1.45 

.65 

2.23 

4 

2.17 

1.63 

7.22 

3.44 

Lumber  yards . 

4.47 

3.95 

24.4 

1.36 

1.20 

.60 

2.00 

3 

1.71 

1.91 

8.13 

3.50 

Automotive  group . 

3.28 

2.84 

11.7 

1.11 

1.03 

.43 

2.40 

3 

1.51 

1.48 

9.29 

3.50 

Passenger  car  dealers  ( franchised ) . 

3.25 

2.86 

10  A 

1.39 

i  .16 

.66 

1.76 

3 

1.91 

1.63 

8.13 

5.25 

Tire,  battery,  accessory  dealers . 

2.91 

2.40 

14.7 

1.37 

1.21 

.67 

1.81 

2 

2.17 

1.86 

10.83 

2.91 

Gasoline  service  stations . 

2.36 

2.09 

9.4 

1.14 

1.02 

.43 

2.37 

4 

2.32 

1.67 

5.91 

4.77 

CHARGE  ACCOUNTS 

United  States,  total . 

2.47 

2.33 

11.2 

.63 

.52 

.31 

1.68 

2 

2.24 

1.97 

9.29 

3.76 

Durable-goods  stores,  total . 

3.11 

2.99 

17.2 

.75 

.62 

.36 

1.72 

2 

1.91 

1.44 

8.13 

3.05 

Nondurable-goods  stores,  total . 

3.61 

3.42 

16.1 

.86 

.71 

.39 

1.82 

3 

2.03 

1.81 

6.50 

5.25 

General  merchandise  group . 

6.97 

6.80 

37.0 

1.31 

1.20 

.47 

2.55 

3 

1.81 

1.30 

5.00 

3.71 

Department  stores . 

7.90 

7.68 

43.2 

1.43 

1.22 

.51 

2.39 

4 

1.91 

1.63 

4.64 

3.88 

Apparel  group . 

6.79 

6.33 

38.4 

1.79 

1.68 

.52 

3.23 

4 

1.91 

1.67 

10.83 

3.44 

Furniture  and  appliance  group . 

3.10 

2.63 

14.9 

1.59 

1.51 

.48 

3.15 

4 

1.86 

1.71 

7.22 

4.77 

Furniture,  home  furnishings  stores . 

3.31 

3.00 

13.4 

2.08 

2.01 

.61 

3.30 

4 

2.17 

1.91 

7.22 

4.77 

Lumber,  building,  hardware,  farm  equipment  group... 

4.64 

4.49 

26.0 

.93 

.84 

.41 

2.05 

3 

1.91 

1.7] 

9.29 

3.50 

Lumber  yards,  building  materials  dealers . 

4.66 

4.04 

25.1 

1.56 

1.38 

.64 

2.16 

4 

2.17 

1.81 

6.50 

3.10 

Lumber  yards . 

4.73 

4.24 

25.9 

1.49 

1.33 

.61 

2.18 

3 

1.71 

1.81 

8.13 

3.50 

Automotive  group . 

3.33 

2.59 

10.6 

1.84 

1.63 

.63 

2.59 

3 

1.81 

1.71 

6.50 

3.50 

Passenger  car  dealers  (franchised) . 

3.63 

2.74 

7.8 

1.93 

1.72 

.63 

2.73 

4 

1.81 

1.63 

8.13 

3.10 

Gasoline  service  stations . 

2.40 

2.14 

9.3 

1.07 

.96 

.47 

2.04 

3 

2.17 

1.67 

7.22 

3.71 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

2.70 

2.06 

12.4 

1.34 

.97 

.95 

1.02 

2 

4.06 

1.63 

16.25 

7.l5t  ■ 

Durable-goods  stores,  total . 

1.96 

1.67 

7.4 

.81 

.73 

.38 

1.92 

3 

1.63 

1.63 

13.00 

5.73 

Nondurable -goods  stores,  total . 

3.37 

2.59 

16.1 

1.66 

.81 

1.31 

.62 

1 

5.42 

1.63 

21.67 

5.42 

General  merchandise  group . 

3.65 

2.66 

17.1 

1.95 

.95 

1.54 

.62 

1 

6.50 

1.71 

21.67 

6.50 

Department  stores . 

4.08 

3.16 

18.5 

1.99 

1.12 

1.51 

.74 

1 

3.25 

1.63 

16.25 

3.25 

Apparel  group . 

3.98 

3.01 

16.2 

2.17 

1.78 

.96 

1.85 

3 

2.10 

1.71 

5.91 

5.73 

Furniture  and  appliance  group . 

2.19 

1.64 

7.2 

1.17 

1.00 

.54 

1.85 

3 

2.10 

1.86 

9.29 

3.71 

Furniture,  home  furnishings  stores . 

2.53 

1.91 

8.5 

1.34 

1.19 

.50 

2.38 

3 

1.67 

1.51 

9.29 

3.71 

Household  appliance,  TV,  radio  stores . 

2.42 

1.43 

6.0 

1.75 

1.52 

.76 

2.00 

3 

1.81 

1.71 

8.13 

3.00 

Automotive  group . 

3.28 

2.84 

13.8 

1.44 

1.32 

.45 

2.93 

3 

l  :7l 

1.63 

10.83 

3.71 

Tire,  battery,  accessory  dealers . 

3.45 

2.73 

11.5 

1.78 

1.64 

.63 

2.60 

4 

1.81 

1.63 

7.22 

3.65 

TOTAL  ACCOUNTS  RECEIVABLE 

Group  II  Stores 

3.70 

2.81 

8.2 

1.97 

1.38 

1.52 

.91 

]. 

5.82 

1.64 

16.00 

5.82 

Durable -goods  stores,  total . 

1.92 

1.58 

7.1 

1.18 

1.09 

.56 

1.95 

3 

1.63 

1.55 

16.25 

4.85 

Nondurable-goods  stores,  total . 

4.59 

3.41 

19.2 

2.59 

1.69 

1.93 

.88 

1 

5.42 

1.91 

16.25 

5.42 

General  merchandise  group . 

4.85 

3.46 

20.0 

2.99 

1.90 

2.24 

.85 

1 

6.50 

2.17 

21.67 

6.50 

Department  stores . 

5.76 

5.12 

21.6 

1.97 

1.12 

1.44 

.78 

1 

3.61 

1.81 

21.67 

3.61 

Apparel  group . 

6.59 

5.63 

31.8 

2.70 

2.48 

1.07 

2.32 

3 

2.03 

1.48 

8.13 

5.25 

Furniture  and  appliance  group . 

2.11 

1.34 

6.0 

1.51 

1.34 

.74 

1.81 

3 

2.24 

1.76 

10.83 

4.50 

Tire,  battery,  accessory  dealers . 

2.49 

2.07 

12.4 

1.24 

1.05 

.58 

1.81 

2 

2.50 

1.71 

9.29 

4.27 

CHARGE  ACCOUNTS 

United  States,  total . 

4.44 

4.07 

20.5 

1.53 

1.36 

.65 

2.09 

3 

2.10 

1.76 

9.29 

3.32 

Durable-goods  stores . 

4.46 

3.76 

22.1 

2.40 

2.23 

.76 

2.93 

3 

1.86 

1.51 

8.13 

2.82 

Nondurable-goods  stores . 

6.26 

5.89 

31.0 

1.67 

1.45 

.79 

1.84 

3 

2.10 

1.76 

9.29 

4.85 

General  merchandise  group . 

8.21 

7.96 

42.8 

2.11 

1.69 

.99 

1.71 

3 

2.50 

1.81 

5.91 

3.71 

Department  stores . 

8.68 

8.46 

47.9 

2.12 

1.72 

.89 

1.93 

3 

2.50 

2.03 

5.91 

4.20 

Apparel  group . 

8.96 

7.19 

38.1 

5.04 

4.86 

1.49 

3.26 

4 

1.55 

1.48 

6.50 

4.43 

Furniture  and  appliance  group . 

8.21 

6.56 

13.5 

5.29 

5.21 

1.85 

2.82 

3 

1.91 

1.55 

7.22 

5.25 

INSTALLMENT  ACCOUNTS 

United  States,  total . 

3.85 

2.53 

15.8 

2.43 

1.64 

1.89 

.87 

1 

7.22 

1.76 

16.25 

7.22 

Durable-goods  stores,  total . 

1.90 

1.61 

6.7 

1.24 

1.16 

.66 

1.76 

3 

1.76 

1.67 

10.83 

4.20 

Nondurable-goods  stores,  total . 

4.05 

3.04 

18.9 

2.11 

.99 

1.75 

.57 

1 

9.29 

2.10 

16.25 

9.29 

General  merchandise  group . 

3.99 

2.93 

18.9 

2.18 

.96 

1.77 

.54 

1 

7.22 

2.10 

16.25 

7.22 

Department  stores . 

4.42 

3.32 

20.2 

2.26 

1.20 

1.70 

.71 

1 

3.61 

1.81 

16.25 

3.61  * 

Apparel  group . 

6.02 

4.97 

30.6 

2.92 

2.84 

1.08 

2.63 

3 

2.10 

1.59 

10.83 

4.85 

Furniture  and  appliance  proup . 

1.85 

1.15 

6.2 

1.32 

1.00 

.73 

1.37 

2 

1.97 

1.67 

13.00 

3.05 

Note:  See  explanatory  notes  at  the  end  of  table  25. 


GEOGRAPHIC  REGIONS  AND  DIVISIONS 


NORTHEASTERN  STATES 


NORTH  CENTRAL  STATES 


THE  SOUTH 


THE  VEST 


^New  England  Division 

Maine 

New  Hampshire 
Vermont 
Massachusetts 
Rhode  Island 
Connecticut 

Middle  Atlantic  Division 
New  York 
New  Jersey 
Pennsylvania 


East  North  Central  Division 

South  Atlantic  Division 

Mountain  Division 

Ohio 

Delaware 

Montana 

Indiana 

Maryland 

Idaho 

Illinois 

District  of  Columbia 

Wyoming 

Michigan 

Virginia 

Colorado 

Wisconsin 

West  Virginia 

New  Mexico 

North  Carolina 

Arizona 

West  North  Central  Division 

South  Carolina 

Utah 

Minnesota 

Georgia 

Nevada 

Iowa 

Florida 

Missouri 

Pacific  Division 

North  Dakota 

East  South  Central  Division 

Washington 

South  Dakota 

Kentucky 

Oregon 

Nebraska 

Tennessee 

California 

Kansas 

Alabama 

Alaska 

Mississippi 

Hawaii 

West  South  Central  Division 

Arkansas 

Louisiana 

Oklahoma 

Texas 

DEFINITIONS  OF  STANDARD  CONSOLIDATED  AREAS  AND  SELECTED  STANDARD 
METROPOLITAN  STATISTICAL  AREAS  INCLUDED  IN  THIS  REPORT 


CHICAGO,  ILLINOIS — NORTHEASTERN  INDIANA: 

CHICAGO,  I11INOIS  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

Cook,  DuPage,  Kane,  Lake,  McHenry,  and  Will  counties,  Illinois 

GARY-HAMMOND-EAST  CHICAGO,  INDIANA  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  lake,  Porter  counties,  Indiana 

NEW  YORK-NORTHEASTERN  NEW  JERSEY: 

NEW  YORK,  N.Y.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 

New  York  City  and  Nassau,  Rockland,  Suffolk,  and 
Westchester  counties,  N.Y. 


Consolidated  Areas 

NEW  YORK -NORTHEASTERN  NEW  JERSEY— Continued 

JERSEY  CITY,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Hudson  County,  N.J. 

NEWARK,  N.J.  STANDARD  METROPOLITAN  STATISTICAL  AREA: 
Essex,  Morris,  and  Union  counties,  N.J. 

PATERSON-CLIFTON-PASSAIC,  N.J.  STANDARD  METROPOLITAN 
STATISTICAL  AREA:  Bergen  and  Passaic  counties,  N.J. 

Middlesex  and  Somerset  counties,  N.J. 


Selected  Standard  Metropolitan  Statistical  Areas 


Baltimore,  Md.:  Baltimore  City,  Anne  Arundel,  Baltimore,  Carroll, 
and  Howard  counties,  Md. 

•Boston,  Mass . :  Suffolk  and  parts  of  Essex,  Middlesex,  Norfolk, 

^  and  Plymouth  counties.  Mass . 

Buffalo,  N.  Y.:  Eire  and  Niagra  Counties,  N.Y. 

Chicago,  Ill.:  Cook,  DuPage,  Kane,  Lake,  McHenry  and  Will 
Counties,  Ill . 

•Cleveland,  Ohio:  Cuyahoga  and  Lake  Counties,  Ohio 

Dallas,  Tex.:  Collin,  Dallas,  Denton,  and  Ellis  Counties,  Tex. 

Detroit,  Mich.:  Macomb,  Oakland,  and  Wayne  Counties,  Mich. 

•Houston,  Tex.:  Harris  County,  Tex. 

•Kansas  City,  Mo.-Kans.:  day  and  Jackson  Counties,  Mo.; 

Johnson  and  Wyandotte  Counties,  Kans . 

*Ix>s  Angeles-Long  Beach,  Calif.:  Los  Angeles  and  Orange  Counties,  Calif. 

Minneapolis -St .  Paul,  Minn.:  Anoka,  Dakota,  Hennepin,  Ramsey,  and 
Washington  Counties,  Minn. 

Newark,  N.J.:  Essex,  Morris,  Union  Counties,  N.J. 

New  York,  N.Y.:  New  York  City  and  Nassau,  Rockland,  Suffolk, 
and  Westchester  Counties,  N.Y. 

E:  The  7  standard  metropolitan  statistical  areas  designated  by  an  aste 
of  the  areas  but  correspond  instead  to  the  previous  definition. 


Paterson-Clifton-Passaic,  N.J.:  Bergen  and  Passaic  Counties,  N.J. 

Philadelphia,  Pa.-N.J.:  Bucks,  Chester,  Delaware,  Montgomery,  and 
Philadelphia  Counties,  Pa.;  Burlington,  Camden,  and  Gloucester 
Counties,  N.J. 

Pittsburgh,  Pa . :  Alleghany,  Beaver,  Washington,  and  Westmoreland 
Counties,  Pa. 

•St.  Louis,  Mo. -Ill.:  St.  Louis  City,  Jefferson,  St.  Charles, 

St.  Louis  Counties,  Mo.;  Madison  and  St.  Clair  Counties,  Ill. 

•San  Franc is co-Oakland,  Calif.:  Alameda,  Contra  Costa,  Marin, 

San  Francisco,  San  Mateo,  and  Solano  Counties,  Calif. 

Seattle,  Wash.:  King  and  Snohomish  Counties,  Wash. 

Washington,  D.C.-Md .-Va. :  District  of  Columbia;  Montgomery  and 
Prince  Georges  Counties,  Mi . ;  Alexandria  and  Falls  Church 
Cities,  Arlington  and  Fairfax  Counties,  Va. 


(*)  do  not  conform  to  the  most  recent  Bureau  of  the  Budget  definition 
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SMALL-AREA  DATA  BY  INDUSTRY  GROUPS  NOW  ISSUED  ANNUALLY  IN  STATE  REPORTS 


WHAT  is  the  market? 


WHERE  is  the  market? 


Sales  and  marketing  executives  asking  these  questions  will  find  a  valuable  tool  for 
establishing  their  market  facts  in  COUNTY  BUSINESS  PATTERNS,  a  standard 
reference  book  on  small-area  data  since  1946,  issued  by  the  Bureau  of  the  Census 
in  convenient,  easy-to-use  State  reports  and  in  a  U.S,  summary. 

County-by-county  statistics,  as  well  as  standard  metropolitan  statistical  area,  State 
and  U.S.  totals  are  presented  by  kind  of  business  on: 


Employment 
Taxable  payrolls 

Number  and  employment- size  of  reporting  units 


These  statistics  are  shown  for  detailed  kinds  of  business  under  the  following  broad 
industry  groups:  agricultural  services,  forestry,  and  fisheries;  mining;  contract 
construction;  manufacturing;  transportation  and  other  public  utilities;  wholesale 
trade;  retail  trade;  finance,  insurance,  and  real  estate;  and  services. 

Businessmen,  market  researchers,  and  industrial  and  civic  planners  will  find 
County  Business  Patterns  reports  useful  for: 


Analyzing  market  potential 

Determining  the  size  and  location  of  sales  territories 
Establishing  sales  quotas  and  advertising  budgets 
Comparing  past  sales  volume  with  potentials  by  area 
Making  basic  economic  studies  of  small  areas 
Locating  production,  marketing,  or  service  facilities 


First  reports  in  the  1964  series  are  now  available.  For  order  form,  write  to 
Publications  Distribution  Section,  Bureau  of  the  Census,  Washington,  D.C.,  20233, 
or  and  Department  of  Commerce  field  office. 


Data  published  in  this  series  will  also  be  available  on  punchcards  and  computer 
tapes.  For  information  on  costs  and  availability,  write  to  the  Business  Division, 
Bureau  of  the  Census,  Washington,  D.C.,  20233. 
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